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P‘THE WAY | SEE IT

SEVA panel uncovers the need
for a new way of thinking

By Elliot Maras, Editor

ost industry observers recog-

nize new technology can make

vending more exciting and
appreciated. There are three schools
of thought on what is needed to allow
this to happen: 1) a more favorable
business environment; 2) a new way
of thinking among operators; 3) a
combination of the two.

Option 1 we have no control over.
Option 3 depends in part on option 1,
leaving option 2 as the only scenario
the industry can fully control.

The scenario was described in
the form of a personal story by Brad

Ellis, president of Crane Merchandis-
ing Systems, during the Southeastern
Vending Association (SEVA) Con-
vention in Destin, Fla. last month.
Ellis spoke on a panel discussion
on the future of vending along with
Dennis Hogan, CEO of Canteen
Vending Services Inc.; Tom Barlow,
senior vice president of vending and
wholesale for Coca-Cola Refresh-
ments North America; and Marc
Whitener, a Louisiana operator.

Ellis wasted no time getting to
the heart of the matter. He said
many vending operators provide

good service. But customers have a
hard time measuring vending ser-
vice. As a result, vending operators
end up differentiating themselves on
the basis of price and commission.

Ellis provided a real life story
from a large vending customer he
happened to visit. The account
admitted that their selection of a
vending operator was ultimately
based on commission.

The account manager told Ellis
they were never told about new
vending technology and how it
might improve their service.




Brad Ellis, second from left, addresses SEVA, flanked at left by Marc Whitener, Tom

Barlow and Dennis Hogan.

At the end of the day, it was
about commission, even though
they said they were surprised they
were entitled to a commission in
the first place.

That a high profile account was
not served in the best way pos-
sible, given the capabilities today’s
machines can provide, reflects the
degree to which the industry is
hamstrung by regressive practices
and thinking.

The SEVA panelists agreed that
new technology, while promis-
ing, is not fully understood as cost
justifiable.

One thing that vending opera-
tors can change, however, is the
way they think about the service
they provide.

Operators, by changing their
way of thinking, can change their
customers’. The challenge is not
insurmountable/| <
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P‘NAMA INSIGHT

Blockbuster

CoffeeTea&Water 2011
set for Las Vegas

The largest coffee, tea and water industry event nationwide!

ext month, many of our
industry’s top leaders will
gather in Las Vegdas for the
National Automatic Merchandising
Association’s (NAMA) blockbuster
CoffeeTea& Water 2011, the must-
attend, single largest coffee, tea and
water service show for operators
nationwide. The show will be held
Tuesday through Thursday, Oct. 18
to 20, at the Bally’s resort, and is an
excellent chance to see what’s new,
meet with colleagues and learn to do
things better, while enjoying the fun
and glitz of Las Vegas.

Beginning with the new name,
CoffeeTea& Water, we’ve enhanced
every aspect to better mirror the
key business segments of NAMA
members today.

STU CASE TO CHAIR EVENT

Chairing this year’s event is
30-year veteran Stu Case, NCES5, CCS,
northwest vend regional manager for
Burdette Beckmann, Inc. (BBI). A past
president of the California Automatic
Vendors Council, he was 2005 NAMA
Vending Allied Member of the Year.

Each day will begin with inspir-
ing speakers, including Ross Colbert,
executive director and global strate-
gist for Rabobank International;
Steven Smith, founder of Tazo
Tea, co-founder of Stash Tea and a
recognized international tea entre-
preneur; and Jeb Blount, author of a
number one best seller, “People Buy
You,” and a leading national author-
ity on sales leadership.

This year, there’s 25 percent
more education sessions to deliver
critical insights that help attend-
ees succeed and profit including
12 sessions on Wednesday. They
include one of three interactive sales
workshops, “Managing the Prospect
Pyramid,” “Top 10 Closing Secrets
in the New Economy,” and “People
Follow You,” all led by Jeb Blount;
one track of three round table ses-
sions devoted to developing “best
practices” on industry operations;
“Sales - Top Ten Closing Secrets in
the New Economy”; and “Selling
Green With Confidence - Market
and Channel Update.”

Those interested in experienc-
ing an in-depth look at the coffee
bean, processing, grading, blending
and roasting won’t want to miss
NAMA'’s highly acclaimed Qual-
ity Coffee Certification Program
(QCCP), which will be held Tues-
day, Oct. 18. Advance registration is
required at namacoffeeservice.org.

‘BEAN BUCKS’ ARE BACK
CoffeeTea&Water 2011 boasts
tabletop displays featuring 90
suppliers of coffee, tea and related
services showcasing the latest
in equipment, products and ser-
vices. And attendees from last
year will be thrilled to know that
our popular “Bean Bucks” spe-
cial pricing coupon book is back
by popular demand. The coupon
book offers generous savings on
equipment and products, but the

6 Automatic Merchandiser | VendingMarketWatch.com | September 2011

Dean Gilland,
NCE5, CCS, is vice
president of sales
and service at the
National Automatic
Merchandising As-
sociation (NAMA).

coupouns are redeemable only at
CoffeeTea&Water 2011.

RECOGNIZING COFFEE LEGENDS

Thursday we’ll be recognizing the
pioneers and innovators of our indus-
try by naming them “2011 Coffee
Legends.” These are our industry’s
most original and inventive leaders
who are passionate about coffee and
are willing to share that passion to
educate and help others succeed.
Nominated by their peers, they must
have at least 10 years of service in the
industry, and been recognized previ-
ously by peers for exemplary service
to the industry, being active in local
charities or service on civic projects.
Clearly, quite an honor.

We’ve also left plenty of time
for networking and enjoying the
glamour and glitz of Las Vegdas. You
can reconnect and share stories at
NAMA'’s welcome reception on
Tuesday evening and the network
reception on Wednesday.

We’ve worked with Bally’s to
secure a rate in the renovated north
tower of just $79 per night (Tuesday
to Thursday.) Registration includes
all the educational sessions (except
QCCP), networking receptions, break-
fast and lunch. For more details and to
register, visit namacoffeeservice.org.

All of us in coffee service at
NAMA are passionate about our
work and we’re excited to help you
develop tools and strategies that wel-
come in a new era of success. We look
forward to seeing you in Las Vegas! |
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VendingMarketWatch Top News Stories

NAMA launches nationwide
Facebook contest

he National Automatic

Merchandising Association

(NAMA) launched the Vend.
Love.Win. Facebook contest (www.
facebook.com/VendLoveWin).
The nationwide, 8-month contest
invites fans to post creative photos
or videos of their favorite vending
machines or vended products for
a chance to win prizes. Facebook
users per month can win $200 for
themselves or a charity of their
choice, and be eligible for a $5,000

grand prize. Also at the Vend.Love.
Win. Facebook Website, entrants
and voters are encouraged to check out the “Vend This” and “Vend Here” tabs.
These two tabs allow consumers to provide direct feedback to the vending industry
about additional products they want to see in machines, plus new and different
places where they would like to see vending machines located.

This marks the beginning of a larger campaign designed to boost awareness
and generate excitement among consumers about vending. Over the next several
months, additional initiatives aimed at Generation Y will be revealed, including
special events, giveaways, other social media efforts, new consumer technologies,

and more.

W) Google walet

Coke to test machines
utilizing Google Wallet

P The Coca-Cola Co. and
Google have partnered to
demonstrate a payment
technology that utilizes

the Google Wallet for two
types of vending machines,
a traditional vender and

the Coca-Cola Interactive
Vender (CCIV). The CCIV is
an interactive experience
that combines sight, sound,
motion and touch to the con-
sumer vending experience.
Both types of machines will
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be equipped with credit card
readers that not only accept
traditional credit cards, but
are also enabled to utilize
Google’s Mobile Wallet.
Google's Mobile Wallet
transforms the purchasing
process by allowing a con-
sumer to make a purchase
via a near-field communica-
tion-enabled Google Android
phone. Coca-Cola Co. will
be piloting at least 200
vending machines starting in
September in five markets:
San Francisco, Calif., New
York, N.Y., Chicago, lll., Los
Angeles, Calif., and Washing-
ton, D.C.

Kraft Foods Inc. to
split its snack and
grocery businesses

P Kraft Foods Inc.
announced plans to create
two independent public
companies: a global snacks
business with estimated rev-
enue of approximately $32
billion and a North American
grocery business with esti-
mated revenue of approxi-
mately $16 billion. The
company expects to create
these companies through a
tax-free spin-off of the North
American grocery business
to Kraft Foods shareholders.

Equity firm buys Next
Generation Vending

P H.LG. Capital, LLC, a pri-
vate equity investment firm,
has completed the acquisi-
tion of Next Generation Vend-
ing and Food Service, Inc., a
Stoughton, Mass.-based pro-
vider of vending services in
the northeastern U.S. H.I.G.
joined forces with Next
Generation’s management
team, led by Chief Executive
Officer David Mac Isaac and
Chief Operating Officer Joe
Rogan, to consummate the
recapitalization.

Snyder’s-Lance

Snyder’s-Lance
acquires New England
distributor

P Snyder’s-Lance, Inc.
acquired all of the issued
and outstanding shares of
George Greer Co., Inc., a
snack food distributor serv-
ing Rhode Island, eastern
Massachusetts and New
Hampshire.

First Choice Coffee
signs distribution pact
with Jammin Java

P Jammin Java Corp. has
signed an OCS distribution
pact with First Choice Coffee
Services, the largest OCS
distributor on the West Coast
and among the largest in the
country. The deal will include
a commitment of 1,000
Marley Coffee branded Bunn
brewing machine installa-
tions in the first year, which
will translate to approxi-
mately $2.5 million in pod
sales on an annualized basis.


http://www.facebook.com/VendLoveWin
http://www.facebook.com/VendLoveWin

Technology firm to
buy Energy Innovative
Products Inc.

P mPhase Technologies
Inc. signed a letter of intent
to acquire Energy Innova-
tive Products Inc. (EIP), a
developer of proprietary
technologies for reducing
energy usage in refrigera-
tion and cooling systems, as
well as equipment utilizing
air conditioning induction
in motors.

Canteen Vending buys
Jackson Brothers

P Canteen Vending Services
Inc. acquired St. Louis,
Mo.-based Jackson Brothers,
which operated 12 vending
and OCS routes and three
manual feeding sites, from
owner Kendall Jackson.
Jackson, who founded the
company in 1978, said all
49 employees will stay with
Canteen. The vending and
OCS routes will be folded
into Canteen’s existing oper-
ation. The purchase did not
include Jackson Brothers’
building, Jackson said. Nor
did it include Springfield,
Mo.-based Jackson Brothers
of the South, which became
a Canteen franchise earlier
this year.

CALENDAR OF EVENTS
SEP. 14

Tri-State Automatic Merchandising Council

mal

e STl P

A

Apriva partners with
MEI on cashless

P Apriva, a provider of end-
to-end wireless transactions
and secure information solu-
tions, has formed a strategic
alliance with MEI, a global
manufacturer of unattended
payment systems, to bring
comprehensive cashless
payment solutions to vend-
ing operators throughout
North America.

Crane partners with
USA Technologies Inc.

P Crane Merchandising
Systems, Inc. and USA Tech-
nologies, Inc. announced a
3-year agreement to deliver a
combined cashless vending
solution to Crane custom-
ers. USA Technologies will
provide card processing,
wireless communications and
data services under its ePort
Connect Service for Crane’s
customers utilizing the new
Currenza® cashless bill
validator/card reader.

SEP. 26 - 30

International Bottled Water Association

TOP NEWS |«

People in the News

Brent Toevs joins Jammin Java

Brent Toevs, founder and partner at Na-
tional Coffee Service & Vending Inc., the
Lake Worth, Fla.-based product brokerage,
has joined Jammin Java Corp. as CEO and
board member.

Tinsley joins Grindmaster-Cecilware

Michael Tinsley has joined Grindmaster-Cecilware
as chief executive officer. He returns to the bever-
age and food equipment industry, having served
as an executive with American Metal Ware and
H&K International earlier in his career.

Mama Rosa’s hires Schwan’s Jodi Baron

Jodi Baron recently left her position as na-
tional sales manager for vending at Schwan
Food Co. to become director of vend sales at
Mama Rosa’s LLC, a newly-created position.

Industry loses Humbert Betti, Jr.

Humbert Betti, Jr., retired chairman of
Carlistadt, N.J.-based H. Betti Industries, recently
passed away. He was 92 and was the son of
company founder Humbert Betti, Sr.

Kiser joins AVT as marketing officer

Mike Kiser, a former CEO of Canteen Vending
Services Inc. and a vending technology developer
and marketer, recently joined AVT Inc., a publicly
traded manufacturer of high-tech vending ma-
chines, as chief marketing officer. Kiser has also
formed a new company, Custom Retail Systems,
to distribute extraction technology.

0CT. 18- 20
National Automatic Merchandising

First John Boyle Memorial Scholarship
Tournament

0ld York Road Country Club, Springhouse, Pa.

Phone: 571-346-1901
www.tristateamec.com

SEP.22 - 24

California Automatic Vendors Council and
Arizona Automatic Merchandising Council

2011 Annual Meeting

Temecula Creek Inn, Temecula, Calif.
Phone: 626-229-0900
www.cavconline.com

Annual Business Conference
MGM Grand Hotel, Las Vegas, Nev.
Phone: 703-647-4606
conventioninfo@bottledwater.org
www.bottledwater.org

SEP.29 - OCT. 1

Texas Merchandise Vending Association
Annual Conference

Omni Bay Front & Marina Towers,

Corpus Christi, Texas

Phone: 713-772-7946
www.tmva.org/Home.html

Association CoffeeTea&Water 2011

Bally’s Resort, Las Vegas, Nev.

Phone: 616-299-6483
rstewart@namacoffeeservice.org
www.vending.org/education/coffeeevent.php

0CT. 21-22

Atlantic Coast Exposition (ACE)
Embassy Suites at Kingston Plantation,
Myrtle Beach, S.C.

Phone: 919-387-1221
info@atlanticcoastexpo.com
http://www.atlanticcoastexpo.com
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P‘TECHNOLOGY UPDATE

Google Wallet further
empowers the smart phone

Vending readers with near field communication capability support mobile commerce

By Glenn Butler, Don Finley and Michael Kasavana, Contributing Editors

n late May 2011, Google

announced its revolutionary

mobile payment platform that

enables consumers to tap or
wave a smartphone at a point-of-sale
(POS) terminal, including vend-
ing machines equipped with a near
field communication (NFC) enabled
reader to initiate a secure transac-
tion, generate coupon offerings, and
activate applicable loyalty programs.

To date, such data exchanges
required multiple taps, but Google’s
innovative scheme claims to accom-
plish these tasks simultaneously
from a single tap or wave action.
This transaction application, termed
the Google Wallet, is designed to
work with Google’s Android mobile
phone software in combination with
NFC technology.

The Google Wallet simply
establishes a reliable way to pay
for goods via a mobile phone
(m-commerce). The Google Wallet
was recently launched through a
partnership with Citibank, Master-
Card, Sprint, First Data and three
major retailers, Macy’s, Subway,
and Walgreens. The Google Wallet
is a downloadable application for an
Android smartphone equipped with
NFC technology. It is important to
note that the mobile device support-
ing the download must contain an
NFC chip.

NFC enabled readers for vend-
ing machines include MEI’s 4 in 1
Payment Acceptor, USA Technol-

Consumers will make purchases simply by
waving or tapping a near field communi-
cation (NFC) enabled smart phone near
an NFC-enabled reader.

ogy Inc!s ePort ‘G’ Series device,
the Vivotech 4500 Series, and Coin
Acceptor Inc’s upcoming Arrow
Smart Reader.

Consumers carrying the device
can use it to complete purchase
transactions at compatible POS
terminals. It is estimated there are
more than 311,000 NFC-compliant
retail locations worldwide (i.e., POS
locations accepting MasterCard’s
PayPass settlement service). Part of
the application download includes
the flash sale and coupon-based
Google Offers software, akin to
Groupon or Living Social services.

Google requires users to down-
load its Wallet application from the
Android Market and subsequently
link the application to an active
CitiBank MasterCard or Google
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Prepaid Card. As an incentive to
consumers, Google has bundled the
Wallet with Google Offers, thereby
enabling consumers to automatically
apply discounts, promotions, and
affinity programs to relevant sales
transactions in real time.

The joint introduction of the
Google Wallet and Google Offers
links electronic coupons and pay-
ments to create an unparalleled
shopping experience built upon
highly successful online and offline
shopping concepts.

CONSUMERS WANT MOBILE PAYMENTS
The challenge facing the Google
Wallet (and alternate e-wallet for-
mats) is: Are consumers interested
in using an NFC-enabled mobile
phone for making purchases? A



recent online survey conducted by
Visa found that nearly two-thirds
of respondents between the ages of
25 and 34 responded favorably to
mobile phone purchase payment.
The survey also revealed that 64
percent of the respondents were
interested in receiving coupons
through a mobile device.

In addition, more than half of
those surveyed admitted carrying a
mobile phone at least 75 percent of
the time.

The development and deploy-
ment of integrated NFC chipsets
to cellular phones is projected by
ABI Research to lead to widespread
adoption of NFC contactless pay-
ments during the next few years.

MULTIPLE CARD OPTIONS

The novelty of Google Wallet is
that it allows users to “store” mul-
tiple credit card numbers securely
in a mobile smartphone. The chip
inside the phone can emulate
multiple credit/debit cards that can
be selected using the application
in mobile payment device. Cur-
rently, there is only one phone to
support the Google Wallet, and it
is the Sprint Nexus S 4G, although
other Android phones are certain
to follow.

Contactless payment adoption
at retail stores is gaining momen-
tum as reported by research firm
Aberdeen. The company claims
that nearly one-third of all retail-
ers either implemented or plan to
implement some form of contactless
payment technology.

Initially, the movement toward
contactless technologies experi-
enced resistance from business
operators based on the high cost of
implementing new equipment and
the corresponding infrastructure
necessary to complete the exchange
of settlement data.

With the evolution of strategic
partnerships between NFC providers,

Vending operators
should prepare for
the Google Wallet

All new smartphone payment
technologies, including Google
Wallet, will require NFC-compli-
ant technology in the vending
machine payment mechanism.
While this capability has not
been widely used in the past,
and therefore may add $50

or so to the cost of the bezel
device, it is a wise investment.

NFC technology is recommend-
ed for all payment devices
going forward. In addition, it

is likely that card associations
(Visa, MasterCard, Amex, and
Discover) may offer subsides
for installing NFC contact-

less cashless equipment in
vending machines. As a point
of interest, there currently are
payment devices available from
vending industry suppliers that
are certified NFC-compliant
and that will work with some
electronic wallets.

At least initially, all processing
for Google Wallet is performed
by First Data and other proces-
sors. It is likely that a vending
operator currently accepting
open cashless payments can
rely on their processor to pro-
cess Google Wallet and related
transactions.

As the Google Wallet field
trials expand into additional
markets, vending industry
suppliers may participate
(along with related forms of
automated retailing). Equip-
ment manufacturers will be an
excellent source of information
as this technology matures.

payment processors and POS vendors,
retailers now have the opportunity to
implement cost-effective hardware,
software, and netware without neces-
sitating structural changes.
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In addition, there is also a solid
base for ancillary and future applica-
tions. Typically, contactless pay-
ments significantly reduce waiting
times for customers by removing the
hassle associated with cash pay-
ments or the processing of swiped
electronic payment cards. Such ben-
efits well apply to consumers using
vending machine equipment.

When an NFC device is within
close proximity of a reader, secure
data exchange can take place. Data
transfer takes place as soon as the
NFC chipset is detected by the NFC
reader. With NFC payment technol-
ogy, the amount of the purchase
can be immediately deducted from
the consumer’s bank account,
settled with stored credits/debits, or
charged against a deferred form of
payment (e.g., a phone bill).

M-COMMERCE BRINGS NEW BENEFITS

The impending success of
the Google Wallet is somewhat
focused, and dependent, on the
increasing popularity of mobile and
local platform programming. As
an m-commerce application, the
Google Wallet has the capability
to electronically store credit/debit
account information, promotional
offers, loyalty and reward points,
and gift cards. During transaction
settlement, discounts, promotional
campaigns, and loyalty points
can be automatically applied and
reflected in final reconciliation.

For example, a consumer might
tap his/her smartphone on an NFC
payment reader, thereby exchang-
ing payment information, applying
relevant discounts, and aggregating
loyalty information.

A serious concern related to the
Google Wallet is security. The Google
Wallet is highly secure with multiple
levels of authentication, including a
screen lock, PIN code numbers, and
encrypted credit/debit information.

CONTINUED »
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Google Wallet merchants become
“single tap” merchants, meaning
that users can pay by just wav-
ing or tapping a compliant Google
Wallet device to settle a purchase
while earning loyalty rewards
and redeeming e-coupons. Given
affiliation with MasterCard, the MC
Paypass-enabled terminals as well
as CitiBank MasterCard and Google
Prepaid Cards also accept Google
Wallet and Google Offers.

By broadcasting price discounts
and product promotions directly to
the phone of the consumer, savings
can be applied when the products
are purchased and settled at the
point-of-sale. Sales credits are
applied to the transaction at time
of settlement, loyalty or reward
points are posted, and a receipt is
sent back to the phone as support
documentation. There are no hard
copy documents that accompany
product purchases.

The Google Wallet is bundled
with Google Offers software to pro-
duce a comprehensive and efficient
shopping device.

ADIFFERENT BUSINESS MODEL

Unlike credit/debit card proces-
sors that rely on transaction fees
for revenue, Google does not plan
to profit from transaction process-
ing fees, but instead will aggregate
purchase data for transactional and
trend analysis. Google views the
Google Wallet not as a means for
transactional residuals, but rather as
a way to expand its mobile advertis-
ing strategy.

Concentrating on consumer data
is expected to generate a competitive
advantage for Google over alternate
electronic payment schemes since
transaction expenses will be lower
and NFC readers may be provided to
retailers at little or no cost, supple-
mented by Google.

Google’s growth is expected
to increase significantly between

Consumers will be able to take advantage of
the Google Wallet on vending machines.

2011 and 2015, given the abundant
growth of mobile, social and local
applications on handheld devices.

If currently using a smartphone
for Google Maps, then a similar
sequence of activities is followed for
Google Wallet and the use of adver-
tising and promotions.

For example, consider what
happens when employing the map-
ping application in search of a local
pizzeria. The application will dis-
play nearby pizza restaurants along
with available promotions. Follow-
ing service at the selected pizza
place, the smartphone housing the
Google Wallet is waved to initiate
payment while active discounts are
redeemed and applied against the
amount due.

Part of the download includes
Google Offers, a flash sale service
based on local promotions, dis-
counts, and special offers.

Google plans to derive revenue
from location-based advertising,
couponing, and related promotions.

PUTTING IT ALL TOGETHER

NFC technology enables the
Google Wallet to function as a
mobile payment device supporting
multiple credit/debit card accounts
whenever a compliant smart-
phone is waved or tapped at an

12 Automatic Merchandiser | VendingMarketWatch.com | September 2011

NFC-enabled terminal. Operations
include: a) flash sales support, b)
increased internal storage capacity,
and c¢) enhanced screen display.
Unfortunately, not all industry
observers are in agreement rela-
tive to the projected success of the
Google Wallet. Experts seem unsure
that billfolds and plastic cards will
be traded in favor of electronic files
on a mobile device. What remains
unclear are what incentives are
needed to accelerate consumers
and/or merchants to support the
Google Wallet| «
Editor’s Note: For an extended version of
this article, visit www.vendingmarketwatch.
com/10318140.

For more information, contact:

Coin Acceptors Inc., 800-325-2646, www.coinco.com
MEI Group, 800-345-8215, www.meigroup.com

USA Technologies Inc., 800-633-0340, www.usatech.com.
VivoTech Inc., 408-248-7001, www.vivotech.com
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MERCHANDISING

Time to move beyond
‘clean, filled and working’

By Paul Schlossberg, Contributing Editor

or vending to remain a relevant
shopping choice, we have to
be a part of the 21st century. It
will take new merchandising, new
marketing and a whole new store.
The classic definition of mer-
chandising is: “Making products
available for sale through display,
promotion and pricing to gain atten-
tion, stimulate interest and entice
shoppers to make a purchase.” For
today’s shoppers, especially those
under 30 years of age, “clean, filled
and working” is not good enough to
win their loyalty.
We have to change the way we
think about our stores. Stop thinking
about cold drink machines or candy/

snack machines as if each stands
alone. Instead, look at the whole
store, all of the machines and all of
the products, as one combined retail
outlet. That is what the competition
does, especially convenience stores.

Then consider how each section
of the store should be merchandised.
Decide on what to offer and how to
arrange the products in each section
(i.e., the machines). What can we do
to attract more shoppers and then
get each shopper to purchase once
and then make them repeat that
purchase behavior?

How do we attract and interest
shoppers - at 30 feet — at 10 feet
- and when they are in front our
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machines? What is the most effec-
tive way to arrange our machines?
Which machines should be closest
to the entry point? Which should be
furthest from the entry point?

Since every situation is different,
it will test our creativity to deliver an
effective solution.

This is a challenging subject. If
you visit fast food restaurants and
convenience stores, you'll see a fairly
consistent design in each chain’s
locations. It’s difficult for us, because
every breakroom or lunchroom is
different in size, format (rectangles,
squares, whatever), color and fix-
tures — with tables and chairs vary-
ing from new to the 1950s.



Our industry has always been
creative and highly adaptive. Now
we must step it up — in a big way.

We run different stores at every
location. The machines placed vary
based on how many people are
being served. The products we stock
change based on the site demograph-
ics, i.e., younger or older, white
collar or blue collar or pink collar or
grey collar, ethnic mix, etc.

Here are some radical new ideas:

¢ Get rid of the old machine line-
up. Space the machines farther
apart. People don’t like to bump
into each other when they are
shopping. Give them more room.

e Create landing areas. What

is a landing area? Next time

you’re in convenience store or

a coffee shop, look at the spaces

they provide for their shop-

pers to put down what
they’ve purchased and

add condiments, pick

up utensils or napkins

. Food
and get organized. We Machine
don’t offer this. Have
you ever watched a

3 Food
sbopper ata Vendn}g ke
site juggle a sandwich,
snack and try to buy a
soft drink? I have, and I
can tell that these folks Mf"?d

hing

are usually frustrated
and annoyed. Go see
for yourself.

¢ Cluster machines.
This does not work
at every site. But it will work
at many locations and can be a
game-changing enhancement to
how shoppers interact with what
we offer.

¢ Change the machine arrange-
ment. The closest machine to the
entry point should be the least
shopped machine. The machine
at the most distant point should
be the one most frequently
shopped. We don’t usually do
this in our business. But conve-

nience stores do. They walk you
past candy and snacks and food
to get to either the cold or hot
beverages. Pay attention the next
time you’re in a convenience
store. Put the soft drink machine
at the most distant point from
the entry. Put the food machine
closest to the entry. Then snacks.
Then coffee.

¢ Don’t use a machine line-up
at all. This is my last and most
controversial recommendation.
Make the shopping process at
each machine more like each is
a separate department. Make it
easier for shoppers to check out
a machine. This will give them
more access to “window shop”
and, hopefully be enticed to
make an impulse purchase. If all
of the machines are directly in

Alternative floor plans — fair, better and best

Candy Cold Drink
Snack Machine
Landing Candy Landing  Cold Drink
Area Snack Area Machine
Coy,
ANg, q Oy,
Lang, Snack Lang, Maching ¥
‘ql'ea € 4fea

line, it is more difficult for shop-

pers to see what is being offered,

especially if it is a busy lunch
rush or break time.

When responding to an RFP, we
must add two things we expect the
client will be responsible for:

¢ Provide the atmosphere and
ambiance. If the breakroom

is not an attractive and invit-

ing environment, then we must

ask (in the bid we submit), that

the tables, chairs, etc. must be
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“upgraded.” We will have to sell
this — because we are giving them
productivity — by keeping their
staff onsite. But if the lunchroom
is bad, the staff will want to get
away for breaks or lunch.

® Keep the breakroom clean.
That includes tables, chairs,
counters, sinks, and the floor.
It also includes the microwave
oven. A dirty breakroom will
turn people away. They don’t
come back and we lose sales.
We’ve got to sell this too.

MERCHANDISING INCLUDES MANY THINGS

We are in the immediate con-
sumption business. What we sell is
usually consumed within 15 minutes
of being purchased. Some of those
sales are planned. Some of those
sales are made as impulse purchases.
Our merchandising must
go beyond where we
place our machines.

Is the shopping pro-
cess organized to make
it easy for those who are
30 feet away to realize
what we are selling? If it
is easy, they might come
closer. If not, they won’t.
It is the 30-foot decision
point that makes me a big
fan of branded machines.
And that’s why I also like
adding décor packages
around the machines to
get the attention of busy,
distracted people — to help them
notice what we offer.

Did you ever wonder why the
free-standing cold drink machines
always feature big branded imagery?
It’s simple - they want to attract
your attention, stimulate your thirst
buds and get you to walk up and
buy a refreshing cold drink.

The front of the machine is the
next stop in the merchandising game.
My favorites are the interactive

CONTINUED »
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machines that Kraft, Coca-Cola and PepsiCo have featured
at the National Automatic Merchandising Association One-
Show. The interactive screens help make sales by engaging
the technology-driven Gen X and Gen Y shoppers.

Where do you position your best
selling products in the machine?
The answer is not simple.

There are two studies I've seen
from Europe over the last 10 years.
One says the middle rows radiating
from the right to left generate the
highest sales. The other study is more
recent, about three years old, and indicates that a diamond
format for the best sellers will drive higher sales.

USE SOCIAL MEDIA

Social media brings a new and important merchandis-
ing tool to the table. Use social media — especially where
the site population is younger and more tech savvy.

PepsiCo has a new social media cold drink machine.
You can buy a Pepsi for a friend and send them a message,
with text or a photo or video. And Unilever has a new ice
cream machine. When it senses that you’re smiling, you’re

RAISING Performance
to NEW Levels

4
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plus special
applications

Ralilgates,
Stowaways,
Conventionals,Side
Loaders, & Pickup/
Senvice Body Models

Sales and Service
Avallable from a
Nationwide Distributor
Network

600 East Wayne Street
Celina, Ohio 45822

info@thiemantailgates.com 800.524.5210

www.thiemantailgates.com

rewarded with a free ice cream and you can post your
smiling face on Facebook.

Welcome to the world of social media. Imagine if you
could put your planogram on a Website, or Facebook, for

OUR merchandising must go beyond
where we place our machines.

each machine at each location. With telemetry, if you
have the nerve, you could show what is (or is not) in
stock up to the minute. We can do this - right now. Who
will lead our channel in this direction?

USE TECHNOLOGY TO REDUCE OUT OF STOCKS

I’ve seen a lot of research about out-of-stocks. It is
always the same. Most retail channels experience out-of-
stock levels at 9 percent or more.

About 30 percent of shoppers decide not to make a
purchase when their favorite item is out-of-stock. And
roughly another 30 percent go elsewhere to find their
favorite item. About 10 percent, or more, decide not to
make a purchase at all.

One study concluded sales could be increased as
much as 3 percent by eliminating out-of-stocks (in U.S.
convenience stores). How would you like a 3 percent
increase in sales - just by eliminating out-of-stocks?

We have a new tool in telemetry. We can, with
remote machine monitoring, prevent out-of-stocks
before they occur.

Remember to build in conveniences for your stores.
Provide landing areas. Arrange your floor plan to make it
easy for customers to shop. Have systems in place to keep
the area clean. Consider where you place your best selling
products in the machine. Use technology to reduce out of
stocks. Use social media to create excitement. When these
strategies and tactics are in place, we can begin the next
phase of 21st century merchandising. | «

Editor’s Note: For an extended version of this article, visit www.
vendingmarketwatch.com/10318207.
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»|STATE OF THE COFFEE SERVICE INDUSTRY

A new

o 2011: Despite rising coffee prices
e n es and a recession, 0CS sales rebound.
By Elliot Maras, Editor

offee service has evolved CHART 2: SALES CHANGES IN 2010/2011
into a highly special- @ SALES ROSE SALES DECLINED @ NO CHANGE
ized profession in recent

years with a profusion CHART 1: 0CS REVENUES — 10-YEAR HISTORY

of advanced delivery sys-

wn
tems and a wider variety % >

of products, enabling operators to 2 4
meet diverse customer tastes. Learn-
ing how to compete in this new and s 3
improved industry requires ongoing £
commitment to coffee and business °
management education. ; !

Economic conditions continue 2
to impact OCS along with most 01/02 02/03 03/04 04/05 05/06 06/07 07/08 08/09 09/10 10/11
industries. However, the consumer’s  to the end user, and a willingness have combined to create a unique
growing appreciation for good cof- on the part of locations to pay for set of opportunities and challenges
fee, the fact that OCS coffee is free good coffee despite cost pressures for OCS.

CHART 3: COMPOSITE GREEN COFFEE PRICES, 2008 TO JULY, 2011
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Source: International Coffee Organization, London, U.K.
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A historical review of OCS sales
in the last 10 years indicates the
economy has less influence on OCS
operator sales than the industry’s
adoption of single-cup delivery sys-
tems, the most significant technolog-
ical change in the industry’s history.
This is a key reason why the OCS
industry suffered less sales attri-
tion since the start of the current
recession in the fall of 2007 than the
vending industry.

The State of the Coffee Service
Industry Report in the 12-month
period ending in July of 2011 found
aggregate OCS sales rebounded from
a 10 percentage point decline in
the prior two years by five points
in 2011, driven by product price
increases. The 2010/2011 report
found an unprecedented 88 percent
of operators raised prices in the
12-month period.

The vending industry, by con-
trast, lost 18 percentage points in
the 3-year period from 2008 to 2010.

The OCS industry suffered a
similar rate of decline in the earlier
period of the current recession, but
it was able to reverse the down-
ward trend in the most recent
12-month period.

Automatic Merchandiser’s
analysis of OCS pricing activity in
2010/2011 indicated double digit
price increases in the 12-month
period, primarily reflecting cost
increases from suppliers. Another
unique aspect of the operator
price increases was that operators
raised prices more than once in the
12-month period, in concert with
supplier increases. Many operators
raised prices three times.

The supplier price increases,
reflecting changes in green prices indi-
cated in chart 3, increased with time.

Operators agreed that wide-
spread publicity about higher prices
made it easier than ever to pass on
higher prices to customers.

CONTINUED »
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OPERATOR PRICING ACTIVITY

CHART 4A: RAISED PRICES IN THE LAST YEAR, 10-YEAR REVIEW
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CHART 4B: OPERATOR PRICING ACTIVITY, 5-YEAR REVIEW
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CHART 4C: REVENUE PER CUP IN CENTS PER CUP, PLUMBED IN/
POUROVER COFFEE, 10-YEAR REVIEW

12¢ — 2010/2011 REVENUE PER CUP,

SINGLE-CUP COFFEE: 42.5¢ 10.8¢
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CHART 5: ACCOUNT POPULATIONS
BY SIZE, 2010/2011
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CHART 6: 0CS SALES BY PRODUCT CATEGORY, 5-YEAR REVIEW

06/07 07/08 08/09 09/10 10/11
Private label coffee 23% 23% 27% 39.69% 28.11%
National brand coffee 33 35 31 21.4 26.92
Espresso/cappuccino 3 3 2 4.94 3.6
Other coffee* 8 8 9 4.63 12.07
Total Coffee 68 69 69 70.66 70.7
Other hot beverages 7 5 6 7 4.9
Soft drinks/juices 6 4 3 3.5 5.39
Bottled/filtered water 5 5 5 4 5.7
Creamers/sweeteners 6 7 7 5 5.63
Cups/paper products 6 6 6 5.5 5.41
Other 3 3 4 4 2.27

*Includes flavored, whole bean and varietal.

CHART 7A: OCS BREWER BREAKOUT BY TYPE, 5-YEAR REVIEW

@ PLUMBED-IN AND POUROVER

2006/2007

CHART 7B: PLUMBED-IN, AUTOMATIC
AND THERMAL AS % OF TOTAL IN
2010/2011

Pourover glass pot
Automatic glass pot
Plumbed-in
Pourover thermal

Automatic thermal

The National Coffee Association
(NCA) annual coffee trends study
further indicated that consumption
of coffee has held steady through the
recession. In 2011, the study found
40 percent of those 18 to 24 years
old said they drink coffee daily, up
from 31 percent in 2010 and on par
with 2009’s 40 percent. For those
25 to 39 years old, 54 percent said

20

2007/2008

THERMAL @ SINGLE-CUP

2008/2009

they drink coffee daily, up from 44
percent in 2010 and ahead of 2009’s
53 percent.

NCA reported that gourmet
coffee continues to be a significant
portion of total coffee consumption,
indicating that consumers want to
maintain coffee quality even in an
uncertain economy.

A consumer survey commis-
sioned by the National Auto-
matic Merchandising Association
(NAMA) found consumers overall
hold coffee at work in high regard.
The survey found that 60 percent
of all employed coffee drinkers
consider free coffee as an employee
benefit; 55 percent of Generation
Y consumers (age 18 to 27), 69
percent of Generation X consum-
ers (those born between 1965 and
1976) and 61 percent of baby boom-
ers consider coffee provided by an
employer as fresh.
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2009/2010

2010/2011

While OCS operators raised cof-
fee prices, they did not charge for
fuel as much in 2010/2011 despite
spiking fuel costs. As indicated in
chart 10a, the number of operators
charging for fuel fell to pre-recession
levels in 2010/2011.

Among those operators who
did charge for fuel, they were more
likely to do so on a selective basis
than in prior years, indicated in
chart 10b.

Operators indicated they were
less inclined to seek a fuel charge
in addition to passing on higher
coffee prices.

Another factor contributing to
the OCS industry’s revenue growth
was the continued expansion of
single-cup coffee systems, a trend
that began more than 10 years ago.

The fact that single-cup sys-
tems continue to expand during a

CONTINUED »
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CHART 8: ESTIMATED SINGLE-CUP BREWER PLACEMENTS IN THE U.S., 6-YEAR REVIEW

(Editor’s note: Each number represents total accumulated placements for the given date. Some previous years numbers have been adjusted.)

2005/06  2006/07 2007/08 2008/09 2009/10 2010/11

MARKETER PRODUCT(S)
Bodecker Brewed Bodecker 300 2,100 2,600 3,100 3,130 3,160
Café Excellence LLC Café X Milano 250 250 250 250 250 250
Cafection Avalon 24,350 28,150 32,150 36,500 40,000 56,000
Cafejo Cafejo 5,250 11,250 16,250 23,000 25,000 30,000
Crane Café System, Genesis 11,150 12,150 13,150 13,150 13,400 15,100
Filterfresh Filterfresh* 18, 030 18,040 18,050 20,300 22,550 22,500
Grindmaster Grindmaster 0 0 0 10,000 15,000 17,200
Keurig Keurig 130,629 211,821 345,712 378,420 398,500** 587,500**
Kraft Gevalia, Tassimo Professional 3,500 3,500 3,900 3,900 6,500 9,000
Lavazza Espresso Point, Lavazza Blue NA NA 17,000 21,000 23,000 27,000
Mars Drinks Mars Drinks (Flavia) 140,000 250,000 362,500 362,500 384,500 384,500
Newco Smartcup, Freshcup 1,000 1,800 1,800 1,800 3,300 4,300
Rheavendors Rhea, Cino, 2,694 3,194 3,644 4,373 4,810 4,810
Saeco USA Saeco, Estro 22,000 24,200 26,400 27,705 29,125 30,141
Sara Lee Douwe Egberts 775 775 2,325 3,000 4,500 7,000
Starbucks Starbucks 2,000 5,000 7,500 8,000 10,000 11,000
Technologies Coffea Coffea 0 0 0 0 275 2,200
VE Global Solutions Venus, Cypris, Juno, Prosyd 9,500 12,500 16,500 18,800 21,700 26,100
VE Global Solutions  Brio, Colibri, Koro, Korinto, Konvivo 34,000 42,000 51,500 59,600 67,675 72,950
Wolfgang Puck Wolfgang Puck 0 0 1,000 5,000 6,500 2,000
Other 6,800 6,800 6,800 3,500 3,500 3,500
Total 412,228 633,530 929,031 1,003,898 1,083,715 1,316,211
* Number includes Filterfresh branded machines, not all machines Filterfresh operates.
** Does not include 480,000 at-home Keurig brewers that were in offices in 2009/2010.
** Does not include 980,000 at home Keurig brewers that were in offices 2010/2011.
period of low consumer confidence CHART 9: ACCOUNTS BY TYPE, 5-YEAR REVIEW
demonstrates the high value these
systems have earned among account 06/07 07/08 08/09 09/10 09/10
decision makers. The popularity of  Offices 63% 54%  58% 54% 55.4%
these systems also reflects the high Business and industry 20 24 18 16 18.53
level of value that consumers place Restaurants, delis, bakeries 3 3 4 7 6.23
on high quality coffee in general, Convenience stores 3 4 5 8 3.52
quantified by rising coffee sales in Government/military 1 1 1 1 1.45
all retail channels. Schools/colleges 5 6 4 5 4.84

Retail outlets 2 2 1 3 1.42
SINGLE CUP HAS GEOGRAPHIC DISPARITIES ~ Other (Health care/hotels) 5 6 8 6 7.61

As single cup has expanded
in recent years, the geographic
disparity in single-cup’s popular-
ity nationwide has become more
pronounced. Single-cup systems are
considerably more common in the
Northeast, followed in order by the
West, the Midwest and the South.
In all regions, single cup commands
stronger penetration in large cities
than small population areas.

Where single cup represents the
majority of OCS accounts in New
York City, they remain virtually
unknown in rural Missouri.

The higher cost of operating sin-
gle-cup systems compared to batch
brew systems has resulted in market
dominance by very large OCS opera-
tors in the markets where single-cup
systems are most common.
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As a result, the larger operators
have begun to define OCS as a pro-
fessional specialty, more than at any
time in the industry’s history.

Single-cup system manufacturers
have played an undeniable role in
this development, a role that extends
beyond simply providing products
and equipment.

CONTINUED »



Loved at home.

Loved even more everywhere else.
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SPLENDA® No Calorie Sweetener Packets and Pouches can help you increase traffic and sales in your operation with
the sweetener your customers love, chosen by millions at home,* actually. Whether you want low-calorie packets for
coffee, pouches for high-volume iced tea and vending machines, or you're just trying to keep up with the growing
demand for different low-calorie menu options, SPLENDA® No Calorie Sweetener has a great tasting and profitable
solution that will make customers happy, which should make you pretty happy too.

Find out how much more customers could love your operation by visiting www.splendafoodservice.com
or by calling Diamond Crystal Brands, Inc. at 1-800-654-5115.

* Information Resources, Inc., Total US — FDTKS Monthly HH Penetration 52 weeks ending 01/02/11. ‘“ ) ( ; pl ¢I?da
REWRARDS.com S —

© McNeil Nutritionals, LLC 2011. SPLENDA® is a registered trademark of McNeil Nutritionals, LLC.
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FUEL CHARGE ACTIVITY

CHART 10A: COMPANY BILLED
CUSTOMERS FOR FUEL

YES
@® NO

CHART 10B: AMONG THOSE BILLING
FOR FUEL, HOW MANY CUSTOMERS
WERE BILLED?

ALL CUSTOMERS
@ ON SELECTIVE BASIS

CHART 10C: AMONG THOSE BILLING
FOR FUEL, HOW OFTEN WERE
CUSTOMERS BILLED?

@ ALL DELIVERIES

SPECIAL DELIVERIES
@ HALF OF DELIVERIES
@ LESS THAN HALF

CHART 10D: AVERAGE AMOUNT
CHARGED FOR FUEL PER DELIVERY

The larger operators have
enjoyed sales, marketing and train-
ing support of single-cup system
manufacturers, considerably more
than their smaller competitors.

The importance of this support on
these companies’ professionalism
has been significant. The support
has included identifying sales leads,
sales training, Website development
and marketing materials.

Unlike the manufacturers of the
more traditional coffee brewers and
fraction pack coffee, the single-cup
system manufacturers have dedi-

2008/2009

2009/2010

2010/2011

2008/2009

7.5% 3:3%

7.5%

2009/2010

2010/2011

2008/2009 2009/2010 2010/2011

° $4.34

4 $3.50 fely

3

2

1

0

2008/09 2009/10 2010/11

cated resources specifically to the
development of the OCS market.
More traditional equipment suppli-
ers focused on OCS in addition to
foodservice. Fraction pack coffee
suppliers focused on consumers,
foodservice customers and retailers
in addition to OCS.

THE OCS PROFESSIONAL EMERGES

The most significant OCS devel-
opment in 2010/2011 has been the
emergence of the OCS professional,
an operator more attuned to his
customer’s needs, supported by an
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organization aggressively focused
on meeting these needs in a profit-
able manner.

For operators willing and able to
invest in their operations, single-
cup providers have directed them
to query their customers to better
understand their product prefer-
ences. The vast array of products
available allows operators to meet a
variety of customer needs.

The Internet tools that single-
cup providers make available allow
operators to communicate product

CONTINUED »



Vending machine coffee
SO good, people may feel
the urge to leave a tip.

[

25 i _'J

(1]

e

Now you can offer your customers
a wide range of premium coffee
and specialty beverages they'il
love. And with the earning potential
of a highly sought after brand like
Seattle’s Best Coffee, we can help
you take your vending business to
new heights. For more information
about the Seattle’s Best Coffee”
Hot Drink Center or Retrofit Kit
call your local Crane sales
representative, Equipment
Distributor or 1-800-325-8811.
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(%)
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© 2011 Seatt &'s Best Coffes, LLC. Al rights reserved
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features and benefits via their own While employers in most indus- Many employers continued to
Websites and by email. tries have not rehired workers they spend less money on all benefits,
Improved marketing profession- laid off since the recession began, including OCS. In these cases, OCS
alism has proved helpful in light of many of them enjoyed record profits  operators were able to meet the
the fact that many OCS customers and were willing to spend money need to reduce costs by offering less
value better quality products. on productivity enhancing benefits expensive coffee and/or fewer allied
One reason these efforts have like OCS. products. As indicated in chart 6,
paid off for OCS operators is Employer willingness to spend coffee has increased as a percent of
that many OCS customers have on OCS was not uniform; companies  all OCS sales for the last five years.
demonstrated a new willingness to  exhibiting this tendency were those While some customers switched
spend money on OCS despite the that better recognized the value OCS ~ away from single cup back to batch
recession. has on employee productivity. brew coffee due to higher prices, a

trend first reported two years ago,
CHART 11: HOW RISING COSTS ARE BEING HANDLED, 3-YEAR REVIEW these incidents were in a minority.
@ RAISING PRICES 1%
@ ABSORBING
@ COMBINATION

@ OTHER

12.1%

SINGLE CUP VERSUS BATCH BREW
The economics of single-cup
systems have also become more
favorable to many customers
despite rising coffee prices.
: The higher price of fractional
2008/2009 2009/2010 2010/2011 pack coffee in the last 12-month
period reduced the price differen-

CHART 12A: HAVE ADDED OR REDUCED STAFF IN THE LAST 12 MONTHS, 3-YEAR REVIEW  tial on a percentage basis between

@ ADDED fractional pack coffee and single-
@ REDUCED o 26.5% cup coffee. The elimination of
@ NO CHANGE £ wasted coffee in the single-cup
system further appealed to cost
41.2% conscious customers and OCS
operators, both of whom noted that
2008/2009 2009/2010 2010/2011 more expensive frac‘fional pack cof:
fee has more expensive waste.
CHART 12B: IF ADDED STAFF, IN WHICH AREAS? While OCS sales have returned
@ SALES 1% 10.3% to a growth mode, profitability has
© DELIVERY been.a different matter.
@ REPARR 12.8%  25.6% Single-cup systems deliver

higher sales, but oftentimes,

@ WAREHOUSE [ -1 [ ul _
= lower profitability. The dominant

51.3% single-cup systems are the portion
control systems, which are more
2008/2009 2009/2010 2010/2011 expensive on a per-serving basis
but also less profitable.
CHART 12C: IF REDUCED STAFF, WHICH AREAS? In 2010/2011, one sign of the

impact of portion control systems

: [S)QIIZ:EVSERY was the gain in national brand cof-
@ REPARR fee at the expense of private label
@ WAREHOUSE RBLA coffee, indicated in chart 6. This
® OFFICE marked the first year national

brand coffee gained market share
over the more profitable private

4.4%

2008/2009 2009/2010 2010/2011 label coffee in several years.
CONTINUED »
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Celebrate! Deep Savings
on Single Cup Coffee!
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Introducing...

Available TODAY Grove Square®single cup
coffee, made with naturally roasted, instant
and microground Arabica bean coffee. Choose
between 3 coffee varieties: light, medium,
and dark roast in 24,18, or 12 count cartons.
For a seasonal variety, Grove Square also
offers Spiced Cider and Caramel Apple Cider too!
Ideal for OCS and vending opportunities.

Available in 2012

Ground Roast
Single Cup Brewed Coffee!

Order Today! ~:iederaer

o Contact Premier Broker Partners (PBP):
info@premierbrokerpartners.com
orcall us at 1.800.447.6313

e Direct from Manufacturer Sturm Foods:
call us at 920.596.5252

9 Available through Dot Foods:
www.dotexpressway.com

Want to become a Grove Square
OCS Distributor? Call PBP at, 800-447-6313
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Hence, while single-cup has the
capacity to build sales, the OCS
operator needs to manage costs bet-
ter in order to sustain profitability.

K CUP PROFITS A CHALLENGE

The popularity of Keurig K Cups,
the dominant single-cup product,
has both helped and challenged
OCS operators in recent years. The
K Cup, the only portion control
product that can be in used in both
OCS and homeowner brewers, has
created the largest following among
single-cup coffee consumers.

Where other single-cup brewer
manufacturers sought to protect
their OCS customers from pilferage
by not having a homeowner brewer
that accepts the same portion con-
trol product as the OCS brewer, Keu-
rig introduced homeowner brewers
that accept the same K Cup as the

Ask about our gourmet
portion pack, filter

pack, single-serve and
vend coffee programs.
You'll enjoy consistent
gourmet quality coffees
and competitive pricing.
You’ll be glad you’ve made
the change — every day.

SAVE WITH OUR INTRODUCTORY OFFER

1-800-428-4627

www.gavina.com/vend

INDUSTRY

CHART 13A: HAVE ADDED PRODUCTS THAT ADDRESS ENVIRONMENTAL
CONCERNS, 3-YEAR REVIEW

@ YES 3%
NO
@ DON'T KNOW

2.9%

2.4%

2008/2009 2009/2010 2010/2011

CHART 13B: PRODUCTS ADDED THAT ADDRESS ENVIRONMENTAL CONCERNS
@ RECYCLED PRODUCTS (CUPS, FILTERS, PODS, UTENSILS)
WATER FILTRATION DEVICES TO REDUCE BOTTLED WATER
@ COFFEE WITH SUSTAINABILITY FEATURES
@ OTHER

2008/2009

2009/2010 2010/2011

OCS brewer. This resulted in both
positive and negative impacts on
OCS operators.

On the negative side, OCS oper-
ators face more competition for K
Cups than they did when OCS was
the only channel selling K Cups.
Many OCS operators noted the
widespread availability of K Cups
has reduced its profitability.

Also on the negative side, the
temptation to pilfer K Cups for
home use is stronger now that
homeowners have home Keurig
machines.

On the positive side, con-
sumer awareness of the K Cup
has fostered a stronger demand
for K Cups. By marketing to both
workplace and homeowner audi-
ences, Keurig has been able to
build the largest audience of any
single-cup provider.

In 2010/2011, Keurig’s domi-
nance expanded in both the OCS
and consumer markets. Chart 8
shows the large increase of OCS
Keurig shipments in 2010/2011.

day

i

%‘_ﬁ‘/
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Homeworld Business magazine,
which covers the consumer house-
wares industry, reported that unit
sales of single-serve coffeemakers
jumped from 2.7 million units in
2009 to 4.1 million in 2010. The
magazine’s staff confirmed that
Keurig represents the majority of
these units.

The Beverage Mar-
keting Corp., which
studies beverage indus-
try trends, reported the
number of portion con- @ YES
trol packs jumped from NO
2.425 billion in 2009 to
3.61 billion in 2010.

The National Coffee
Association (NCA),
in its coffee drinking
trends report, noted
people who buy the por-
tion control system have
become more likely to
use it to replace their
current brewer.

Perception of the
single-cup systems
overall also improved,
moving from 26 per-
cent who think the
systems are excellent or
very good in 2007 to 45
percent who think the
systems are excellent
or very good in 2011,
NCA reported.

Concern about employee pilferage
of K Cups for home use has not been
a major factor for OCS operators.

Attempts to offer alternative
single-cup systems continued in
2010/2011, demonstrated by the
increases noted in chart 8.

Manual pod systems, which
are portion control systems that,
unlike cartridge-based systems like
Keurig, allow operators to source
different coffee suppliers, increased
in 2010/2011. Operators agreed
that the manual pod systems have
improved in quality in recent years.

CHART 14: COMPANY
CURRENTLY OFFERS
ONLINE ORDERING
ON ITS WEBSITE

CHART 15: CUSTOMER
SERVICE CONTRACTS

@ REQUIREIT
ASK BUT DON'T REQUIRE
@ DON'TASKFOR IT

STATE OF THE COFFEE SERVICE

But operators also agreed that
the leading single-cup providers
have established dominant market
positions that will be hard to dis-
place. Operators noted that custom-
ers have demonstrated a willingness
to pay higher prices for the leading
single-cup products, even during a
period of low consumer
confidence.

While OCS opera-
tors remained frus-
trated by an inability
to increase consump-
tion in 2010/2011, the
location downsizing
of the prior two years
ebbed, resulting in a
stabilization of unit
sales. Operators noted
that customers recog-
nized OCS provides
a tangible employee
benefit compared to
other benefits, despite
the higher cost.

A slight if tempo-
rary improvement in
consumer confidence
nationwide in early
2011 also played a role
in the gains reported
for all types of coffee
retailers. The nation’s
unemployment rate fell
from a high point of
10 percent in the fourth quarter of
2009 to a low point of 8.8 per-
cent in the fourth quarter of 2010
before rising again to 9.2 percent
in July 2011.

Operators also noticed that the
accounts lost in 2008 and 2009
were less profitable accounts to
begin with. Hence, the business that
remained was more profitable on a
per-account basis.

0CS STRENGTHENS HOLD ON ITS CUSTOMER
Another positive trend was

the success that OCS operators

scored protecting their business

INDUSTRY |«

from alternative channels, such
as office supply retailers, bottled
water operators, membership
warehouse clubs, supermarkets
and Internet sites. Automatic Mer-
chandiser reported last year that
these players, particularly office
supply companies, became more
aggressive in 2009, presumably in
response to lower sales in other
product segments.

Automatic Merchandiser found
in conversations with product
suppliers and research companies
that these competing channels lost
their share of OCS sales in the last
year. Coffee product suppliers con-
firmed OCS operators’ claims that
these competing channels primar-
ily cater to smaller OCS custom-
ers and were unable to provide
service that customers expect from
OCS operators.

The report found that layoffs
among OCS operators declined in
2010/2011 compared to the previous
two years, indicated in chart 12a.

A similar number of operators
added staff in 2010/2011 as in the
prior year, but in the recent year,
operators hired more people in
non-sales positions, indicated in
chart 12b. This indicates operators
focused more in serving existing
customers than in trying to win
new ones.

The percent of operators adding
products to address environmental
concerns declined in 2010/2011,
indicated in chart 13a. Operators
interviewed noted that consumers
continue to place a strong empha-
sis on environmental issues, but
are not willing to pay more for
these items.

OCS operators have the tools to
meet the demand for good quality
coffee in the office. By investing in
all aspects of their business - prod-
ucts, equipment, employees and
marketing — OCS operators will
continue to prosper. | 4
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Survey:

30

0OCS UPDATE

rinking coffee helps
mericans feel inspire

recent survey by Don

Franciso’s Coffee, a retail

coffee brand produced by
F. Gavifia & Sons, Inc., measured
inspiration among Americans
today. The over 1,000 respondents
averaged 66 on a scale from 0 (not
at all inspired) to 100 (extremely
inspired) and reported taking a
coffee break as among the most
inspiring moments.

According to the survey, four

out of ten respondents indicated
a willingness to give up alcoholic
beverages, chocolate and going
to the movies rather than their
coffee. Java devotion had its limits,
however. Respondents weren’t
willing to give up their car, job or
sex for coffee.

INSPIRATION INDEX SURVEY

Don Francisco’s Coffee
developed the first-of-its-kind
“Inspiration Index” as a means of
quantifying the current state of
inspiration of the American peo-
ple, taking into account internal
personal factors such as optimism,
spirituality, health and well-being,
along with external factors such
as the state of the world, the
economy, and the weather. |

Inspiring Moments

40%

Coffee breaks

78%
I 66%

Relaxing alone

Walking or exercising

Hanging out
with family or friends

Driving

Source: Don Francisco’s Coffee Inspiration Index survey

Inspiring People 88%
s D

Among professions:

wcrr D 7 3%

Celebrities

Professional athletes - 33%

Politicians

President Barack Obama
Source: Don Francisco’s Coffee was the public figure

Inspiration Index survey most frequently named
as a souce of inspiration.
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BREW A HOMIER WORKPLACE
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OFFICE COFFEE PROGRAM
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WORK FAMILY.} |

Make your employees feel more at home with Folgers.

bolgers

folgersofficecoffee.com




CUNVENTIUN REPURT SOUTHEASTERN VENDING ASSOCIATION

Southeastern Vending
Association Draws Record
Attendance In Destin, Fla.

Vending operators and suppliers from throughout the
Southeast converged on the Sandestin Resort in Destin, Fla.
in early August for three days of education, relaxation and
networking, marking the best attended Southeastern Vend-
ing Association Convention ever. The association includes
the Alabama, Florida, Georgia, Louisiana, Mississippi and

A Scott Newell of Apige serves attendees water from the
countertop water purification system.

Tennessee vending associations affiliated with the National < Rick Col-
Automatic Merchandising Association. loredo, left, of
NFL legend Joe Theismann ended the educational pro- PepsiCo Inc.,
joins Pattie

gram with a talk on “The Challenge of Change.” Theismann

signed autographics following his talk. Holt of Lincoln

County Vending
in Fayetteville,
Tenn. and Larry

Gray of G&J
Find more convention coverage online at: Marketing &
http://www.vendingmarketwatch.com/10325494 Sales Inc. in

Dalton, Ga.

LightSpeed T o LightSpeed
FastTrack g Mobile

We'll do the driving!
L ICH T O -

i

www.light-speed-automation.com —_— ] 888.400.5744
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CONVENTION REPORT

Most business .
decisions aren't

. -
this easy.

A Bill Hutchison of The Vend- A Dod Hamre of Automatic
ing Center in Midland, Ala. Food Service in Montgomery,
welcomes Heidi Chico of The Ala., left, chats with Warren
Wittern Group. Philips of Validata Computer &

Research Corp.

A Phil Nicholson, left, and Bill Himburg, both of Kraft Vending &
0CS, serve Tassimo coffee to John Eastlack of Canteen Vending
Services Inc. in St. Petershurg, Fla.

With 60 million Starbucks lovers and over
40,000 Seattle’s Best Coffee retail and
foodservice locations, Starbucks Office
Coffee has the premium brands and
premium margins that just might help take
your office coffee business to new heights.
For more information call 888-494-5282.

A Geoff Paul of Excelso Coffee Co. auc-
tions off prizes during the live auction.

A NFL legend Joe Theis-
mann speaks on the
challenge of change.

A Glenn Butler of CTO Services LLC in Office Coffee & Vending
Boston, Mass., left, chats with Randy
Smith, SEVA chairman, during the

. . © 2011 Starbucks Coffee Company. All rights reserved.
live auction.
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Evans defines

in Metro New York

Second generation owner finds challenges bring opportunity

By Elliot Maras, Editor

im Evans isn’t fazed by the

recession. Or rising coffee

prices. Or intensifying competi-
tion. In his mind, he’s faced bigger
challenges in the OCS business over
the past few decades.

And any company that has sur-
vived amidst all these challenges has
emerged as a stronger company.

Nowhere has it been as evident
as in the metropolitan New York
City area, the nation’s largest and
most competitive OCS market.

Evans Quality Coffee Service,
based in Moonachie, N.J., has
mastered the product knowledge,
market knowledge, team strength
and forward-looking vision needed
to prosper in today’s OCS industry.

Evans, a second generation
owner, noted that a business owner
must recognize changing customer
needs, new technologies, and have
the ability to focus on the areas the
company can best serve. “Single-cup
in general has changed our industry,”
said Evans. “It has absolutely revo-
lutionized how people drink coffee
both at home and in the office. It also
comes with its own frustrations.” Jim Evans thinks challenges have improved OCS.
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The current recession is only
one of several challenges that OCS
companies have faced since single
cup became the mechanism of
choice in the Northeast several
years ago. Profit margins on K-Cups,
the most popular single-cup product,
were declining prior to the reces-
sion, forcing OCS operators to focus
closely on their profit margins.

The coffee price increases in
the past year have compounded the
challenges even further.

But despite all of the challenges, the
OCS customer still wants a good cup of
coffee and is willing to pay for it.

Evans Quality Coffee Service has
increased sales in the last year in
double digits. Evans
claims price increases
account for less than
half of this growth.
The company has
expanded its coffee
selections to offer

Shipping clerk Jose Leon
scans labels for a direct
delivery shipment.

Above, driver Cruz
Hernandez loads a
delivery van that
advertises products.

Left, Repair technician
Matthew Valent fine
tunes a Keurig brewer.

customers more variety. It has also
discovered some popular new prod-
uct segments, such as iced bever-
ages. And it has also established a
strong Internet sales program.
Evans is quick to credit the sup-
port he gets from product and equip-
ment suppliers. He recognized early
on the important role suppliers play
in a service company’s success.
More concerning to Evans than
price increases and stiff competition
is the fact that the economy remains
in a fragile state. Refreshment ser-
vice operators cannot expect volume
growth until customer populations
increase, and employers aren’t going
to invest in growth until the eco-
nomic outlook becomes more stable.
But Evans is optimistic because
OCS has become a specialty, and over
the years, his company has mastered it.

ROOTS IN MOBILE CATERING

Evans has been in the refresh-
ment services industry for as long
as he can remember. In 1960, his
father, Edward Evans, then 19
years old, bought a mobile catering
truck and delivered food made in
his parents’ kitchen to industrial
work sites.

Mobile catering was a much
bigger business then than it is today.
Edward Evans expanded to three
trucks and began selling trucks and
supplies to other mobile caterers.

In the 1970s, the company
expanded into vending, manual
feeding and OCS.

In 1980, Jim Evans was a teenager
when his father built a 14,000-square-
foot building to open a commissary.
The commissary supported the vend-
ing, manual feeding and mobile cater-
ing business. OCS was the smallest
part of the business at the time.

Shortly thereafter, Jim Evans
attended Seaton Hall University
in South Orange, N.J. and studied
business management and indus-
trial relations.

September 2011 | VendingMarketWatch.com
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Edward Evans saw that while
OCS and vending were both grow-
ing, the two businesses did not
have a lot of synergies. He realized
the company needed to dedicate
resources to both businesses.

Between the two businesses,
Edward Evans realized that OCS
was a more profitable business.
Hence, he acquired a 2-route OCS
company in Berlin, N.J. with the
intention of focusing on OCS more
than vending. The Berlin branch
eventually moved to Pennsauken.

In the mid 1980s, Evans
acquired a small OCS company
in southern New Jersey and also
helped a relative start an OCS busi-
ness in Boston, Mass., Evans Qual-
ity Coffee Service of New England.

The company invested in dedi-
cated software for OCS inventory
management and billing.

0CS REQUIRES A DEDICATED FOCUS

When Jim Evans graduated from
college in 1984, his father offered
him a job as manager for a newspa-
per cafeteria in New York City.

Two years later, Jim was pro-
moted to manage the company’s
25-employee commissary. The
mobile catering business was still
fairly significant in the mid 1980s.
But membership warehouse clubs
were offering product and equip-
ment for mobile caterers. This com-
petition, in addition to the growth
of fast food restaurants and conve-
nience stores, took its toll on Evans’
catering business.

By 1990, the company’s mobile
catering business had fallen from 70
to about 30 trucks.

The company had diversified
over the years, but in 1990, it found
itself at a cross road. Mobile cater-
ing, the mainstay, was declining.
Manual feeding was also declining
since industrial customers were los-
ing interest in subsidizing cafeterias.

CONTINUED »
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Vending and OCS were small, but
they were growing.

Around this time, Jim Evans
moved out of commissary manage-
ment and joined the company’s
5-person sales team, which was
focused on expanding the OCS and
vending businesses. He found him-
self natural in the sales role, and
soon became sales manager.

OCS, while a growing business,
faced its own challenges.

0CS FACES CHALLENGES

A spike in coffee prices in the
late 1970s resulted in a massive
downgrading of OCS pack weights
through the 1980s. Operators were
competing on price, and profit mar-
gins suffered.

By the early 1990s, some
national coffee brands began selling
OCS fractional packs to membership

Brenda Kelly, right, assists Karen Walters
with an order in the customer service
department.

warehouse clubs, putting further
pricing pressure on OCS companies.
Little did Evans know that these
pressures would ultimately push the
OCS industry to a stronger position.
The competitive pressures
forced OCS operators to better
understand the importance of cus-

Coffee Parts Plus
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tomer service. “It forced us to look
at things differently, to take on dif-
ferent products,” Evans said. “We’re
a service, we have to remember.
We’re not a club store.”

Evans formed a partnership
with Martinson Coffee, a private
label roaster, to offer a coffee line to
compete against the national brands.
Martinson Coffee’s own sales force
assisted Evans’ sales team.

Automatic thermal brewers were
also introduced, giving OCS operators
a new way to reduce wasted coffee.

The most significant develop-
ment of all was the introduction of
single-cup systems which were being
introduced at OCS trade shows. Most
OCS operators rejected these systems
as too expensive, too labor intensive
and too complicated. But not Evans.

Evans studied these early hopper-
based systems and recognized the

You deserve

axtraomﬁmn&
and axtmwm? iW\& coffee

every time.

service

We take pride in going
the eXtra mile for you.

03

Des Moines, IA 515.243.8805
WWW. usrocsterle com
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customer convenience and the high
product quality they provided.

SINGLE-CUP TAKES CENTER STAGE

He claims he was one of the first
operators in the country to begin
offering customers Café System 7
machines from Crane Co., mostly on
a lease basis. The system won office
accounts. The company ultimately
placed 100 Café System 7s, includ-
ing 20 units in one hospital alone.

Being a vending operator,
Evans had the staff to understand
the technicalities of the unit, such
as whipper motors and solenoid
valves, and perform the main-
tenance. This was an advantage
many OCS operators did not have.

The Café System 7 did present
space issues for some accounts,
he noted.

Then there was the Lavazza
Espresso Point machine. This was
a single-cup espresso machine
for offices and restaurants. Evans
placed about 50 of these machines.

The company expanded into
bottled water in the mid 1990s,
mainly as a defensive measure. By
switching to slightly larger trucks,
they could deliver boxes of 16.9-
and 20-ounce water bottles in addi-
tion to OCS products.

In the late 1990s, a break-
through development came in the
form of the coffee cartridge single-
cup system. These machines were
less expensive than the hopper-
based single-cup systems and pro-
vided reliable quality in a smaller
footprint. The hopper-based sys-
tems had won a lot of business for
the company, but the expense and
the large size limited the number of
locations they could go in.

Keurig was offering its K Cup
cartridge system to select operations.

Evans was not the first OCS oper-
ator in the metro New York market
to offer Keurig, but he was among the
first. He became an authorized Keurig

distributor in 1998, when the portion
control concept was still fairly new.

As an authorized Keurig distrib-
utor, Evans received sales assistance
from Keurig’s sales team.

“Because of Keurig, our industry
has changed forever,” Evans said.

COVER STORY |«

accounted for no more than 5
percent of its brewers.

Thanks largely to Keurig, single-
cup now represents 70 percent of
all brewers.

Around this time, the company
also became a Starbucks preferred

When Evans began offer-
ing Keurig, single-cup systems

operator.

CONTINUED »

VOTE

for your,

favorite
OCS Route Driver R
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oute
of theY

Sponsored,by

For the first time ever, you can nominate your favorite OCS driver for a

Merchandiser’s 8th Annual Route Driver of the Year Awards!

or via mail). Nominations can be made by virtually anyone: OCS vending
operators and personnel, fellow route drivers—even customers.

EVERYONE'S A WINNER

Nominees:
Official 2011 RDOY-Nominee baseball cap

Quarterly winners:
$250 and a feature article in
Automatic Merchandiser

Grand Prize winner:
An all-expense paid trip for two fo
Las Vegas for the 2012 NAMA One Show
in April, a $1,500 flat-screen TV, a cover
photo and story in Automatic Merchandiser
and an engraved plaque

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

1:888+879:0267

© 2011 Kraft Foods kraftvendingocs.com
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chance to win a frip to Las Vegas, a flat screen TV and more in Automatic

Your OCS driver works hard for you all year long. Show him or her you've noticed!

To nominate your OCS driver, fill out and submit a short evaluation form (online

\' 4
.kraft foods

Vending & OCS

September 2011 | VendingMarketWatch.com | Automatic Merchandiser

31




»|COVER STORY

CHALLENGES CONTINUE

The improved delivery systems
fueled OCS growth at the start of
the new millennium. But the growth
curve wasn’t smooth.

Everything was going gang-
busters until the Twin Towers ter-
rorist attack on Sept. 11, 2001.

The terrorist attack took an
emotional toll that surpassed the
business hit, Evans recalled. He
feels fortunate that he didn’t lose
any employees, but many of his
customers did.

The company was not able to
deliver product to many custom-
ers for several weeks following the
attack because of security measures.

Evans, who was then running
the company, reasoned that none of
his three branches were operating
at maximum efficiency. He didn’t
feel he had the management depth
to run all branches efficiently, so
he decided to sell the Boston, Mass.
and Pennsauken, N.J. branches in
2002 and 2003.

The company was still recover-
ing from 9/11 when the recession
hit in 2007. By then, single-cup
had become entrenched, but many
customers could no longer afford
to spend as much money on coffee.
Some accounts laid off 20 percent of
their personnel.

Customers were looking to
reduce coffee costs. Some even
switched from single-cup systems
to batch brew. Evans said less
than 5 percent of the customers
switched from single-cup back to
batch brew.

As early as 2004, manual pod
brewers were introduced as a less
expensive option to the cartridge
single-cup systems. Evans tested
many of these units, but he didn’t
feel they were reliable enough.

A big problem with the pod
systems was that many of the pods
were incompatible with many of
the brewers.

Edward Evans founded the company in
1960 as a mobile caterer.

PROFILE:
Evans Quality Coffee
Service Inc.

Headquarters Location:
Moonachie, N.J.

Founded: 1960
Owners: The Evans family

Number of Routes: 8 OCS,
2 vending

Number of Employees: 45

OCS Software Provider: Chal-
lengemaster

Annual sales: Not revealed

In recent years, pod systems
have improved, Evans said, but the
cartridge units have since estab-
lished strong customer loyalty.

Evans has high hopes for the
Tassimo Professional from Kraft
Vendng & OCS. The system’s bar
code technology ensures proper
water level, air and temperature,
which deliver a high level of qual-
ity. The system offers one of the
best quality cappuccino and latte
products on the market.

The sheer variety of high qual-
ity OCS products and equipment
enables the company to tailor offer-
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ings to individual customer needs,
Evans said.

The homeowner side of the
business has also created a growth
opportunity.

Evans expanded into the hom-
eowner single-cup business in 2004.
He got the idea watching a friend
sell car parts on Ebay.

After becoming an authorized
Keurig homeowner distributor,
Evans began selling boxes of K-Cups
on Ebay. The response encouraged
him to set up his own coffee products
Website, www.coffeewiz.com. Con-
sumers must register to use the site.
Orders are sent by ground shipping.

The consumer Website marked
Evans’ third Website following
the main company Website and a
Website for selling commercial cof-
fee products to small offices, www.
northeastcoffeeco.com.

The consumer Website, www.
coffeewiz.com, has required a
significant capital investment. His
initial outlay was $100,000.

The consumer Website, besides
offering extensive product informa-
tion, hosts demonstration videos
provided by manufacturers in addi-
tion to videos the company pro-
duced itself.

As location population losses
ebbed in 2010, single-cup sales
have rebounded for Evans. He
noted that single cup placements
rose 25 percent in the last year.
This, coupled with Internet sales,
has resulted in a 10 to 12 percent
sales gain in the last year.

Evans has learned that refresh-
ment services is a changing busi-
ness, and to be successful, an
operator needs to continuously
understand customer needs.

Today’s array of high quality cof-
fee equipment and products allows
an operator to meet customer needs
better than ever. And the Internet
has provided an outstanding com-
munications tool. | €
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http://www.northeastcoffeeco.com
http://www.coffeewiz.com
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assimo

—ilterfresh Coffee Service
Places
Srewers Throughout Clearview

—ro

Cinemas Movie Theaters
In New York And New Jersey

Filterfresh coffee senice
Inc., the Westwood, Mass. based coffee
service operation, recently placed Tas-
simo Professional brewers throughout
the Clearview Cinema chain of 46
movie theaters in New York and New
Jersey. The concession staff uses the
Tassimo Pro brewers to prepare coffee
by the cup for its cinema customers.

Some of the theaters have as many
as four Tassimo Pro brewers.

The system'’s bar code technology
reads every T DISC individually and
adjusts the temperature, water volume
and brew time to ensure that each
beverage is made just right.

The system offers one of the best
quality cappuccino and latte products
on the market.

Robert Jones, concessions and
project analysis manager for Florham
Park, N.J.-based Clearview Cinema,
said the chain wanted to provide
patrons with the same quality and
variety they were buying at specialty
coffee shops and bringing into the
theaters. He said the Filterfresh
contract is the first chain-wide coffee
service contract for his company.

Jones said Clearview Cinemas previ-
ously used another single-cup brewer
in 25 of its theaters, but that system
did not provide the espresso-based
beverages that the Tassimo Pro pro-

ADVERTORIAL

vides. He said the Tassimo Pro doubled
the unit sales and tripled the revenue
over the previous brewer. He said the
theaters price the beverages similar to
what specialty coffee retailers charge;
$1.75 for regular and $3.75 for latte
and cappuccino.

“The Tassimo Pro makes it really
nice because we can brew every cup
fresh,” Jones said.

In the months that the cinemas
have had the Tassimo Pro systems,
Jones said the Signature Blend and
the Columbian have been the stron-
gest selling coffees. He further noted
that some of the milk-based coffee
drinks, the cappuccinos, mochas and
lattes, have been good sellers and have
accounted for more than 20 percent of
total sales.

Customers and
employees alike
at Clearview
Cinemas enjoy
the Tassimo
Professional’s
quality and
variety.

The theaters have provided special
signage to announce the coffee to their
patrons, Jones said. He said they have
5- by 3-foot banners in the lobby and
counter cards. One lobby has a digital
menu board. In the future, the theaters
will advertise the products as part of
their standard screen commercials that
run before the movies.

Joanna Kim, national accounts
manager at Filterfresh, said the
company views the Tassimo Pro as a
big success in the Clearview Cinemas.
“It's a great product, which is why
we're proud to stand behind it,” Kim
said. “We're always on the lookout for
new technologies.”

She said the fact that the espresso-
based drinks use a genuine espresso is
a big part of their success. |
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Move loads
up to
1,500 Ibs! R

«c WWW.POWerMate.info

PowerMate
Power liftyour profits
and lower

up ahq down stairs!/
fLoadyour vehicle!

1-800-759-6283

“Fresh Cup is capable of delivering

NEWCOCOFFEE.COM

SINGLE SERVE
AUTOMATIC EJECT POD SYSTEM

¥

PERSONAL TASTE
WiIFTH P@B, CONEEE

When it comes to
coffee, everyone's taste
preferences are unique.
No matter how each
may enjoy their coffee,
Fresh Cup always brews
it to perfection and allows
each cup to be specially
brewed to three personal
strengths: Mild, Medium or
Bold. 3
1‘—) 1‘—) 1‘—) Your Coffee profiles are easily
' ] programmable and provide
complete control over the
critical brewing parameters:
pre-infusion, brew volume, and
water contact time.

| —

[ =

Enjoy better
coffee while
respecting the

a Gold Cup Standard
cup of coffee”

environment.

800.325.7867

5. Thomay & Agsoc: Inc

We repair National, AP,
Dixie Narco, Speedqueen,
Royal, Polyvend and
many other circuit boards.

We also repair Mars,
Coinco, Hamilton,
Maka, & many other bill
& coin acceptors.

1216 Ford St.
Irving, TX 75061

Repairs

Replacement
available

1-888-869-6999
972-445-1358
www.stavend.com

40

Coffea®Technology
introduces the new evolution
in coffee brewing industry.

We joined forces with "Baristi" and
Roasters to bring you the latest in
coffee brewing technology.

Never seen before, reaching in and
getting out the best from coffee bean.
This patented system with the Quality
Extraction Process Program™(QEPP)
brings perfect balance to your cup.

Do yourself a favor, offer your
clients the best... With Coffea® -
Your clients will thank you!

For details please contact us at:
1-877-341-2233 or info@coffeainc.com

www.Coffea-USA.com

Technologies
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UTOMATIC MERCHANDISER SPOTLIGHTS

JAYA /7

THE ULTIMATE
SINGLE CUP

FRESH-BREWED COFFEE
& WATER DISPENSER

The patented JavaFlow® system
offers your customers great tasting,
premium quality, fresh-brewed cof-
fee and water through the conve-
nience of a bottled water dispenser.
JavaFlow delivers coffee a_nd hot or ORICINAL
cold water on demand with lower JAVAFLOW
cost and less waste. RLo00
uses bottled
water with an
e Portion control easy-to-use
o No prep time dispenser
e Uses any liquid coffee concentrate
e Adjustable coffee strength
e Child safety switch
e Refrigerated compartment

BOTTLELESS
JAVAFLOW
PG1500POU

connects directly to
water line or may be
used with bottled water

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

CALL 985.863.7792
TODAY FOR MORE INFO!
www.JAVAFLOW.com

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

PHONE 985.863.7792 * rFax 985.863.7790 ¢ info@javaflow.com

General Manager Wanted

[ J
One of the largest providers of vending, office coffee, and food service in the Southeast is u
looking for experienced General Managers.
We need talented professionals interested in a career and not just another job to join our team. s

Successful General Managers will:

* Work with Senior Management to implement short and long range goals, set objectives, ‘ U S I o M R E P RI N I S
and create business plans.

© Have accountability for the financial and operational performance of a Division. . o e .

* Lead by example and provide leadership to local management that will create support Use reprlnts to maximize your marketlng
and ownership of goals and encourage active participation in decisions that impact the initiatives and strength en your
Division.

* Manage direct and indirect reports to include employee relations issues, performance brand’s value.

management, and new employee training and development.

* Review Division performance against goals and provide direction to subordinates to
achieve desired results.

 Motivate staff to meet financial and customer satisfaction goals.

e Maintain confidential information regarding personnel, financial, and customer matters.

Qualified Candidates will: REPRINTS ARE IDEAL FOR:
© Have a four year degree or equivalent experience in the industry. N Prod A
* Have 7 to 10 years of experience managing a profitable branch location within the ew Froduct Announcements
:_IITUUSUV- 35170 00l Sales Aid For Your Field Force
© Have experience supervising at least 70 people. q 3 q
* Have a proven track record of hitting revenue and profit goals, cost management, and PR Materials & Media Kits
driving top line sales. Direct Mail Enclosures
 Be professional, well spoken, customer service focused, results oriented, and enthusiastic. C &P P q
* Have excellent analytic skills (both mathematical and rational) and computer skills. ustomer rospect Fresentations
* Have impeccable references. Trade Shows/Promotional Events
© Have a very strong work ethic, attention to detail, team orientation, and commitment to
excellence.

* Have a positive and upbeat attitude to ensure a positive work environment.
© Have excellent communication and training skills with the ability to develop the trust and
confidence of others.

For additional information, please

contact Foster Printing Service, FOSTER

o Be self-starters with strong problem solving skills; capable of making decisions and the official reprint provider for
taking necessary action.

PRINTING SERVICE
Automatic Merchandiser.

We offer competitive wages along with a benefits package which includes, Medical, Dental,
Vision, 401k, Short & Long Term Disability, Critical lliness, Vacations and Holidays. Call 800.875.3251

email resume to starsearch@snackforyou.com or sales@fosterprinting.com
A Drugs Don’t Work Equal Opportunity Employer.
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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: 800-547-7377x1314 e Fax: 877-370-1575 e E-mail: jenny.hallett@cygnush2b.com

Deluxe Wood Grain Honor Snack Box
WA N T E D : As my banker once said, “You have the perfect business.”
O e Low start up cost
CranelNationalfl6i7is « No service calls

o All cash business

/] * Smudge resistant box
TOp dal I ar: Vending Business Information
5 o 1_ 3 7 2_ 7 9 8 8 www.vending-business-information.com

1-319-931-9165

Professional OCS coffee machine.

Makes 1 cup, half and full carafe.
Totally NEW Brewing System

1-877-341-2233
www.coffeainc.com

!Iﬂl candy .. gotvending?
< (0-SALES

P R TR AL
Able to manage all your Confection & Snacks needs in Grocery
and Convenience in the Western Region ... all 11 states!

Also covering your Vending business in the following
territories:

« Arizona/New Mexico
« Colorado/Wyoming

« Utah/Idaho/Montana
« Northern California

Visit us at:
Wwww.co-sales.com

Please contact John Anthony @ 602-254-5555 / johna@co-sales.com
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Truth in Vending
2011

Changer Services

Quality Driven...
Satisfaction guaranteed

Nation’s #1 Repair Center for Coin Mechs,
Bill Validators & Control Boards

Mike Bunt
General Manager
Corp. Mktg. Equipment
Buffalo Rock Pepsi

“Buffalo Rock and Changer Services have been business partners for 6-7 years. When the decision was made
to enter into an exclusive control board and payment systems program with Changer Services we established
performance goals; all have been achieved and surpassed year after year. We really appreciate the Timely
Tips sent out each month and the online tracking program the MEMs use to control their inventories and track
repairs to the tech level. Overall | would rate the quality and responsiveness of Changer Services 9.75 out
of 10.” The Buffalo Rock Company is one of the nation’s largest single-family privately owned Pepsi-Cola
bottler operating 14 distribution sales centers in AL, GA and Fl.

Darrel Ford
Service Manager
Coca-Cola United

“We have been doing business with Changer Services for the past 4 — 5 years... before then we were
having a lot of quality issues. Changer Services is our business partner; their pricing, quality and warranty
are great... if there’s ever an issue they take care of it immediately. We use the online account information
they provide to help us make better business decisions when managing our coin mechs, control boards and
bill validators. The training they provide and the help they give us saves us a lot of money annually. They are
a great business partner!”

Paul Rabe
Service Manager
Chesterman Coca-Cola

“Chesterman Coca Cola has been with Changer Services since the middle of the 1990’s. We started with
control boards and now use CSI exclusively for all of our currency device repairs and remanufacturing.
Everything they say they’ll do they do. They’ve helped organize our inventory, trained our technicians and
their reliability is excellent. Their integrity is unequalled; we will never go anyplace else for our service.”

Michael Binder
Support Service Mgr.
Canteen Vending Serv.

O

“We started doing business with Changer Services about seven years ago. Rowe’s District Manager
recommended Changer to us as a reputable service center to repair our Dex control boards. Since then
our experience with Changer has been terrific. Their pricing is competitive, there’s free shipping, they are
easy to work with, and easy to get a hold of...they’re quick to respond to issues. We use their monthly
timely tips to save money and lower repair costs ...they are our business partner.”

Contact us at 888-328-5067

or email our President Mark Stolley at
mstolley@changerservices.com

We welcome the chance to prove our performance...

Changer Services

2339 Waters Drive
St. Paul, MN 55120

WWW. changer services.com

your satisfaction is our number one priority.




STEP VAN REPLACEMENT PARTS

Call Today For - Chassis Hardwam - (oot Hardenm
¥our Free CGalalog Elgctrical - Heating - LA Gale
or Vislt Us On-Line Lightreg - Wieron - ol Up Door
il -
w8 800-888-5072
StepVanParts.com
==

MILL SUPPLY., INC

Faris sl & Oresweas Seeger ey lmewsy . s Oy loey Loemee) PElbpwrie o w=rr

Aker Hervice Co.

Coin & Currency Counters
New & Pre-owned Equipment
Sales, Service, & Supplies
“We stock parts for discontinued models”
(859) 225-8244 < Lexington, KY
www.cashhandlingsolutions.com

414-529-4441 Ext. 201 FAX 414-529-3728
800-733-7372 E-Mail hsmltd@sbcglobal.net

Hanson ~ Sales and Marketing LTD.

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

Phil Hanson Jr.

President

o VERT "?}Mﬁ'

WATER PRODUCTS
Maniclar, Califarnia

800-627-2146

[(909) B26-27100
fiun [90E) B26-3535
Infa = Vartex Walsr.com

& Full Range of Models o1 Affordable Prices - wisit our websile or mone inlo

www.VertexWater.com
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Brewers/Froz8i '(2}1 D i”’;fl(“ ;fﬁgzijﬁi’g’; .UB.NEBB
. VALUATIONS

D Al _.T":ands,including Fetco, Wilbur Curtis, Estates - nwner Buv i“ or Bu|] out

R o o 10000 s £ Buying/Selling a Business * Divorce
Buy/Sell Agreements

Sav

,._;ﬁg on-line www.phoenix-equipment.com
Keith Zarin, Phoenix Equipment|Brokerage JS Busmess SQP\IICES, LI,'c
MB&A and Consulting for Vending and OCS Businesses

jerry@jshusiness-services.com © Call 516-621-7159

IGE CREAM VENDORS FOR SALE

2 call

BAR Vending
for quantity
discounts
and
additional
information.

E’\ F t 4200 Hoerner Road; Little| RockyARY#2209
(501) 801-6200* Keith@phoenix=equipment:com

Ice Cream Ice Cream M&M
Fastcorp. 820 $1450 Fastcorp. 631 $800 12 select candy $775

888-777-4227 « www.barvending.com
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—» Exclusive key codes per customer

— Complete & precise access records:

—+ One key per employee
— Eliminates lost key risk
—# Instant re-routing

—+ Stop lock picking & drilling - =

—+ Fast locking & unlocking
— Reduce number of routes

TriTe

Lock mml Becurnily

- 847-640-7002

www.Iriteqlock.com

GPS North America j
customers average a .
20% reduction in fuel Sg¥’
cunsumptmn ..‘h

¥ §

Red
Fueel g:sets 200/0_

+ Erpch Tomi Wodiches

+ Radlgrn Tael oiti

+ Hpdaon Tubide Lipeapei

+ [pmmuniiste with Sreeny

+ |npnisy Prosductivity

+ Nubady Hamirnanie Brmmden

+ Bmpateh oy [rutlp b Brivae'y
Birmen Rargutins Taas

1-888-760-4477

www.gpsnorthamerica.com

Integrated GPS
Tracking & Navigation

@®crs

NOM TN AKITEICA
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The REVISION" Door

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

The REVISION door trom Vendors Exchange converts AP 6000, AP
7000, 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
energy than traditional lights, they also catch the consumer's
ava 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
|J"ﬂl:"l.llf':|5 -:.1I"I:II] Sansor contrel and mora

+ Optional custom graphics. Custom graphics designed
spacifically Tor your machine {or choose from our large satecton
of stock 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.vaii.com/revision

PRICING:

Starting at 51,095

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

Kristy Moyer,

Café to You by Goodman, Reading, Pa.

Described as dependable, honest, friendly and efficient — Kristy Moyer has the
qualities it takes to stand out as an OCS route driver

ch is a profitable and expanding part of the
refreshment services industry. Because of this,
Automatic Merchandiser Magazine and Kraft
Vending & OCS wanted to ensure the contribu-
tions of these route drivers didn’t go unnoticed.
After much discussion, it was decided to split

the Route Driver of the Year contest into two,
offering, for the first time, a chance for OCS route
drivers to be recognized for their skills.

Nominations can be made by anyone at Vend-
ingMarketWatch.com. Click on “Awards,” then
“Route driver of the Year,” to see the nomination
choices. OCS route drivers are judged by the same
criteria as vending drivers, such as years as a driver,
miles traveled, accidents and citations, thorough-
ness, customer compliments, truck condition, and
sales, assigning each a numerical score.

Kristy Moyer stood out this quarter as some-
one who exemplifies a model OCS driver. She was
nominated by Rosie Unger, regional sales director
for the eastern division at Goodman Vending/Café
to You in Reading, Pa.

“Kristy has a bubbly personality and is fun to be
around, and in turn, her customers love her,” Unger
said. “No matter what we ask her to do, she has a
smile, and I never worry it’s done.”

“I find myself loving my job,” said Moyer. She
appreciates everything from being out on the road

making delivers to her relationships with cus-
tomers to the products she delivers. “I'm a coffee
addict myself,” she admitted. Her favorite is a
Columbia coffee with cream, no sugar.

FROM GOODMAN VENDING TO CAFE TO YOU

Moyer became a driver with Goodman Vending
in 2001 and since then has learned a lot about the
business and how interesting it is.

“Liking the product you sell really helps,”
said Moyer. In January 2010, Goodman Vend-
ing decided to brand its coffee division as “Café
to You.” The new name was put on private label
coffee, vans and uniforms, which increased sales
with existing customers and drew awareness in the
community for Goodman’s OCS department.

Over her decade as an OCS driver, Moyer has
seen an increase in the popularity of single-cup
brewers.

Locations are always asking if Café to You
can provide that style unit. “We (also) recently
brought in a (lower) priced coffee to meet custom-
ers’ needs to cut costs,” said Moyer.

Moyer noted that offices and other businesses are
requiring a more upscale coffee system presentation.

Outside work, Moyer enjoys spending time with
her fiancé and two young children. “They keep me
busy,” she said. | 4
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TREAT YOURSELF TO

DELICIOUS
REWARDS.

WE'VE GROWN AND YOU CAN TOO.

Get more value out of your vending '
machine with more choices from KRAFT $|{raft foods %{{
and CADBURY! Select your favorite products —
from our extensive line of classic KRAFT Vending & OCS
snacks and CADBURY confections.

For more information visit kraftvendingocs.com,
contact your KRAFT Vending Account Manager or
call customer service at the number listed below.

‘:I{raﬂ foods

© 2011 Kraft Foods kraftvendingocs.com Vending & OCS

108888790267
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