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kraftvendingocs.com Vending & OCS

America’s best-selling gum* was introduced in 1964 as the first patented 
sugarless gum in the category. Since then, TRIDENT has built a strong oral care 
heritage through ongoing innovation. You’ll enjoy more sales when you stock the 

category-leading brand that sells itself.
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For more information, visit kraftvendingocs.com, contact your Kraft vending  
account manager or call customer service at the number listed below.

GOOD  FOR  SMILES
GOOD  FOR  SALES
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he weather couldn’t have 

been better. The inau-

gural Gratitude Tours in 

Boston and New York City in 

September, the fi rst of seven 

in a nationwide series through 

October, packed ‘em in, non-

stop, for hours on end.

The premier event at 

Boston’s Prudential Center 

hosted a more Gen Y crowd 

while the South Street Seaport 

event in New York drew a 

more mixed audience.

Both events dazzled 

consumers with video touch-

screens, some with 3-D images 

of spiraling brand icons, 

sweepstake contests and nutri-

tion panels.

It has been decades since 

the vending industry invited 

the public to view its wares, 

and given the progress the 

industry has made in recent 

years, the Gratitude Tour 

makes perfect sense.

The name, Gratitude Tour, 

is intended to convey the 

industry’s thanks to the public 

for its patronage. In reality, 

however, the bigger reward 

went to the industry itself 

since the Gratitude Tour gives 

manufacturers and operators a 

unique opportunity to witness 

just how powerful their prod-

ucts and services have become.

Welcoming attendees at 

entrance points were Fastcorp 

snack machines inviting them 

to “push my buttons to get 

free stuff.”

Standing like giant smart 

phones at the main entrance 

were the mascot machines of 

vending’s new era: the Coke 

Interactive Vendor, The Pepsi 

Be Social machine and the 

Kraft Diji Touch machine, 

beckoning attendees to touch 

the graphic icons and engage in 

a whole new interactive experi-

ence. Consumers of all ages 

marveled at being able to call 

up nutrition information on a 

touch screen.

There were, in addition to 

the machines mentioned above, 

the Canteen 2bU machine, 

a beverage/snack glassfront 

with LCD screen that carries 

product that is locally sourced, 

organic, all natural, vegan, 

gluten-free or kosher; the 

PepsiCo Dream machine that 

recycles containers and offers 

reward points; the Seattle’s 

Best Coffee machine that 

brings a well known specialty 

coffee to vending; self checkout 

kiosks; and more.

Free product was offered 

for the grabbing at tables, but 

that didn’t stop people from 

standing in line in front of 

machines to push selection 

buttons, send social media 

messages, upload photos of 

favorite products and earn 

reward points.

Industry salespeople 

dressed in custom designed 

Gratitude Tour shirts relished 

the chance to explain the fea-

tures and benefi ts.

Forward thinking operators 

attended to see consumers’ 

reactions to these marvels.

The goal of the event, 

according to the organizers, is 

to create buzz. And that it did.

But vending is about value, 

and that it delivered.

The greatest value delivered 

was to the industry since the 

activity allowed industry mem-

bers to fully grasp what their 

trade has become.

The Gratitude Tour, a part 

of the NAMA industry growth 

strategy, is an experience that, if 

preserved in attendees’ minds, 

will drive automatic merchan-

dising to a whole new height in 

customer appreciation.

It’s now up to the vending 

industry to make it happen. 

T

’Gratitude Tour’ marks 
a whole new beginning
By Elliot Maras, Editor

Please send your comments regarding this 

or any article in Automatic Merchandiser to 

Elliot.Maras@VendingMarketWatch.com

Consumers by the thousands rediscover 

vending.
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VendingMarketWatch Top News Stories

reen Mountain Coffee Roasters, Inc. (GMCR), announced a defi nitive stock 

purchase agreement pursuant to which Aramark Refreshment Services, LLC, 

a provider of offi ce coffee and refreshment services, will acquire all outstand-

ing shares of Van Houtte USA Holdings, Inc., also known as the Van Houtte U.S. 

Coffee Service business or Filter-

fresh business from GMCR, for 

an aggregate cash purchase price 

of approximately $145 million. 

The purchase price is subject to 

adjustment based on Filterfresh’s 

working capital and indebtedness 

as of immediately prior to the 

transaction’s closing.

On Dec. 17, 2010, GMCR 

acquired Van Houtte through the purchase of all of the outstanding capital stock 

of LJVH Holdings, Inc. At the time of the acquisition, GMCR announced it would 

pursue a sale of a portion of the former Van Houtte business, namely Van Houtte’s 

U.S. coffee service business, also known as Filterfresh. GMCR has accounted for 

all the assets and liabilities relating to the Filterfresh business as held-for-sale in its 

most recent fi nancial statements.

G

Aramark will acquire          
Filterfresh for $145 million

Vistar Corp. buys Vend 
Service Inc. in the 
Southeast
▶ Vistar Corp., a division 

of Performance Food Group, 

has acquired Vend Service 

Inc., a Rome, Ga.-based vend 

product distributor with a 

distribution facility in Ocala, 

Fla., for an undisclosed sum, 

according to Mike Sidwell, 

president of Vend Service. 

The company was founded 

in 1965 by Sidwell’s father, 

Carl Sidwell.

Sidwell said he and his 

brother Mark, vice presi-

dent, will continue to work 

for Vistar in some capacity, 

while their sister, Diane, sec-

retary/treasurer, will leave the 

company. He said the Rome, 

Ga. facility will merge with 

Vistar’s Suwanee, Ga. facility 

while the Ocala, Fla. facility 

will merge with Vistar’s Kis-

simmee, Fla. facility.

Vend Service was part of 

the Vend Channel, a coalition 

of fi ve independent regional 

vend product distributors 

that collectively cover the 

U.S. and provide a variety of 

online services to operator 

customers.

Sidwell noted Vend Service 

employs about 100 people.

U.S. Foodservice 
acquires Brea, Calif. 
foodservice distributor
▶ U.S. Foodservice, 

announced it has acquired 

the foodservice distribution 

business of White Apron, a 

supplier and processor of 

premium fresh meats based 

in Brea, Calif. The busi-

ness will be integrated into 

the U.S. Foodservice-Los 

Angeles division, based in La 

Mirada, Calif.

Brinton becomes 
main owner of Avanti, 
former partners form 
Breakroom Provisions
▶ Jim Brinton has pur-

chased a majority ownership 

position in Avanti Markets 

from former partners Kevin 

Bailey and Aaron Speagle, 

who have launched a new 

self-checkout market prod-

uct under the name, Break-

room Provisions Co. Brinton 

is now CEO of Avanti Mar-

kets, working from Seattle, 

Wash. Bailey said he and 

Speagle saw a need for a 

new self-checkout system 

geared toward foodservice 

management companies 

and larger vending opera-

tors. He said the company 

is based in Conover, N.C. 

and has begun shipping 

units to customers. 

Dr Pepper Snapple 
seeks bigger stake in 
Hydrive energy drink 
▶ Dr Pepper Snapple Group 

Inc. will try to buy up to 40 

percent of Hydrive Energy 

LLC, based in Rye, N.Y., 

giving it a larger stake in the 

fast-growing energy drink 

category, according to The 

Dallas Morning News in Dal-

las, Texas.

Apriva LLC moves to 
bigger headquarters 
facility
▶  Apriva LLC, provider of 

end-to-end wireless transac-

tions and secure informa-

tion solutions, moved its 

corporate headquarters to 

a larger facility in Scotts-

dale, Ariz. The new address 

features over 50,000 square 

feet of space to accommo-

date the approximately 160 

employees that work out 

of Apriva’s headquarters, 

representing an increase of 

some 20,000 square feet 

over its previous location.
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Canteen buys Coffee 
Break Service and 
North Shore Industrial 
Vending
▶ Canteen Vending Services 

Inc. acquired Coffee Break 

Service Inc. in Baltimore, 

Md. and North Shore Indus-

trial Vending in Lincolnwood, 

Ill. near Chicago. Coffee 

Break Service operated one 

and a half routes and had 

fi ve employees. Coffee Break 

Service was founded in 1962 

by Fred Sapperstein and 

was incorporated in 1989 

by Fred Sapperstein and the 

late Winnie Sapperstein and 

their son, Steve Sapper-

stein. North Shore Industrial 

Vending was founded 30 

years ago by Jerry Spathis, 

president, and operates eight 

routes which will fold into 

Canteen’s existing business.

Jammin Java partners 
with BC Coffee
▶ Jammin Java Corp. has 

partnered with BC Coffee & 

Supplies, Inc. for distribution 

of its coffee lines in Florida. 

BC Coffee’s distribution hub 

will also provide coffee to 

Jammin Java’s customers in 

the Caribbean. BC Coffee has 

been in business for over 30 

years and is the largest OCS/

breakroom distributor in the 

Southeastern U.S. and cur-

rently distributes coffee and 

associated products to over 

300 OCS/vending companies 

throughout Florida.

Vending repair training 
program moves to new 
Philadelphia school
▶ The vending repair 

technician training program 

at Edison Fareira High 

School in Philadelphia, Pa. 

has moved to the Randolph 

Skills Center in Philadelphia. 

The Randolph Skills Center 

is located on Henry Avenue 

about four miles from Edison 

Fareira High School, accord-

ing to Bud Burke, who is an 

advisory board member for 

the program. Burke said the 

board was not satisfi ed with 

the manner in which the pro-

gram was being managed at 

Edison Fareira High School.

At the Randolph Skills 

Center, Burke said the pro-

gram will have the necessary 

support from the school’s 

administration.

Kraft offers chance to 
fi ght hunger, win trip
▶ Kraft Foods Inc. will 

donate one meal to local 

Feeding America food banks 

for every case vending opera-

tors purchase of qualifying 

Oreo and Planters Peanuts 

products through Nov. 4, 

2011. Vending operators who 

participate in the program 

are given the chance to win 

a trip for two to the Kraft 

Fight Hunger Bowl in San 

Francisco, Calif. For more 

information, contact a Kraft 

vending account manager or 

visit kraftvendingocs.com.

People in the News

John Martin retires from SunBurst
John Martin, a 25-year veteran of the food 

and refreshments industry, has retired. He 

most recently worked in business develop-

ment for SunBurst Foods Inc. in Goldsboro, 

N.C. Before joining SunBurst Foods, he was 

director of sales and marketing at South-

eastern Vending Services Inc. in Charlotte, N.C.

Grindmaster-Cecilware tabs Avenado
Grindmaster-Cecilware Corp. named Jose Aven-

daño vice president of engineering. He will be 

based in Louisville, Ky. and will be responsible 

for all aspects of engineering for the company. 

Avendano was most recently employed at Crane 

Merchandising Systems in St. Louis, Mo. as 

director of refrigeration and product reliability.

PepsiCo: Carey new CEO, Foss to retire
PepsiCo Inc. announced Albert Carey has been 

named CEO of PepsiCo Americas Beverages while 

Eric J. Foss, chief executive offi cer of Pepsi Bev-

erages Co., will retire effective Dec. 9, 2011.

de Jong Duke names Duprey sales 
manager for North America factory
de Jong Duke, a Holland-based provider of high 

tech single-cup coffee brewers, has strengthened 

its commitment to the North American market 

with the recent announcement that Bill Duprey 

will be based in the company’s Taylor, Mich. 

manufacturing plant as sales manager for the 

North American market.

Martin

C A L E N D A R  O F  E V E N T S

OCT. 18 - 20. 2011
National Automatic Merchandising Association 
CoffeeTea&Water 2011
Bally’s Resort, Las Vegas, Nev.
Phone: 616-299-6483
rstewart@namacoffeeservice.org
www.vending.org/education/coffeeevent.php

OCT. 21 - 22, 2011
Atlantic Coast Exposition (ACE)
Embassy Suites at Kingston Plantation,      
Myrtle Beach, S.C.
Phone: 919-387-1221
info@atlanticcoastexpo.com
www.atlanticcoastexpo.com

MARCH 14-16, 2012
National Bulk Vendors Association Conference
Las Vegas Convention Center, Las Vegas, Nev.
Phone: 480-302-5998
Email: admin@nbva.org
www.nbva.info/

 

APRIL 25-27, 2012
National Automatic Merchandising Association 
OneShow
Venetian/Sands Resort, Las Vegas, Nev.                
Phone: 312-346-0370
www.vending.org 
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he Automatic Merchandiser State of the Coffee 

Service Industry Report, published in September, 

revealed several “hot buttons” for OCS operators 

looking to grow the business. They are:

• Reinforce the OCS message. OCS remains one of 

the most affordable employee benefi ts.

• Engage the customer. Use the Internet and social 

media to engage the customer. This creates opportu-

nities to build the ticket.

• Cover more day parts. OCS offerings extend 

beyond the morning coffee. Afternoon “pick me ups” 

include milk-based drinks like cappuccino and latte, 

iced coffee, iced teas and hot tea.

• Invest in service and delivery. All employees need 

to be OCS ambassadors. The strength of the com-

pany’s message is as strong as its weakest member. 

Commit to ongoing coffee education for employees.

• Plan your attack. The OCS customer’s needs 

change as more products are introduced at retail. 

OCS companies must have a business plan and 

review it at least annually with respect to changing 

customer needs.

KEY TASTE PROFILES

In addition to these hot buttons, consumer research 

sponsored by Mars Drinks North America indicates 

several key coffee taste profi les that collectively cover 

all consumer needs. Company offi cials said consumer 

feedback indicates these profi les are consistent in all 

geographic U.S. markets.

By tailoring OCS offerings to these distinct profi les, 

operators can increase their sales. The profi les are: light 

and smooth, dark and intense, medium and bright, and 

medium and balanced, in the market share noted in the 

accompanying chart. Mars Drinks North America has 

also identifi ed having the right tea assortment at work 

can impact customer satisfaction:

• Select green, English breakfast and raspberry herbal 

tea will satisfy 49 percent of the consumer needs.

• Adding white with orange tea to the above assortment 

will satisfy 60 percent of the consumer need.

• Adding chai ice spice and peppermint herbal to the 

above will satisfy 75 percent of the consumer need. 

T

Research: ‘hot buttons’ for 
growth and key consumer 
coffee taste profi les

KEY COFFEE TASTE PROFILES
● Light and smooth: Refreshing, clean and sweet for 

the all day coffee drinker.

● Dark and intense: Dark roasted, intense and full 
bodied for those who enjoy a complex cup.     

● Medium and bright: A lively experience for the 
adventurous who enjoy different aromas and fruity 
flavors.

● Medium and balanced: Distinctive flavors for dis-
cerning palates who know what they like.

Source: Mars Drinks North America

31%

15%22%

32%

Coffee roasters and retailers alike have 
created a bigger variety of customer tastes. 
With today’s product variety, refreshment 
service operators have numerous opportunities 
to capitalize on this growing market.
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Foundation for success: 
customer relations
By Elliot Maras, Editor

A changing business environment requires a strategic approach that 
considers how all assets relate to customer communications.

ith change coming fast on 

so many fronts – customer 

needs, products, technolo-

gies, and new competitors – can 

vending operators adapt quickly 

enough to survive?

Most operators recognize the 

business environment is changing. 

But with the day-to-day challenges 

they face in a diffi cult economy, 

operators are unsure where to 

begin making changes in their 

operations. Operators are unsure 

which technologies to invest in 

and where they will get the best 

return on investment and improve 

customer relations.

Automatic Merchandiser this 

past year profi led operators who use 

new technology successfully. But 

many readers wonder if these are 

not exceptions whose experiences 

cannot be easily duplicated by the 

average operator.

In the interest of helping a 

“typical” operator strategize in a 

challenging industry, Automatic 

Merchandiser has developed a 

customer relations action plan 

designed to help operators deter-

mine what technology tools make 

the most sense, given that operators’ 

resources are limited.

Automated systems are replac-

ing manual ones at a time when 

consumers are more attuned to 

technology than ever, and are more 

demanding of the products they buy 

from service providers. The new 

tools create new opportunities, but 

at the same time, new challenges.

One operator who recently 

upgraded her Website noted the 

frustration she encountered because 

of the capabilities that the new 

Website created. On the positive side, 

this operator, who asked to remain 

anonymous, said the upgraded 

Website has drawn more customer 

inquiries and has provided a tool to 

pre-screen customers. At the same 

time, she said some customers began 

asking for things like video touch-

screens that are too expensive, while 

others that she would expect would 

want the most state-of-the-art tools 

only want the most basic service.

With all of this change occurring, 

the vending operators’ role continues 

to be one of meeting the refreshment 

needs of consumers conveniently 

while they attend to both at-work 

and non-work functions.

TECHNOLOGY BRINGS MORE CHOICES

Automatic Merchandiser has spot-

lighted a host of technology-based 

solutions to emerge in recent years 

that give operators new ways to 

meet their traditional objectives: 

cashless payments, remote machine 

monitoring, touchscreen messaging, 

self checkout markets, automated 

warehouse management, etc.

The new tools create new 

operating effi ciencies that enhance 

customer service. In some cases, 

such as cashless payments and 

touchscreen promotions, the new 

tools create new customer 

conveniences as well.

In assessing the 

benefi ts of these 

new tools, Auto-

matic Merchan-

diser concluded 

that virtually all of 

W
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the decisions operators face regard-

ing these tools have to do with mak-

ing their businesses more customer 

relations focused.

Hence, the very purpose of the 

service that automatic merchandis-

ing provides gives focus to reor-

ganizing an operation with new 

technologies.

The proliferation of tools makes 

planning more necessary. Few 

operators have the resources to take 

advantage of every conceivable tool 

now available.

STARTING POINT: WHO AND WHAT ARE YOU?

The underlying question that an 

individual operator must ask is: 

What is the company mission?

The operator who sees his or 

her mission as providing the larg-

est assortment of products at the 

lowest possible price will be differ-

ent than the one who defi nes the 

mission as creating a memorable 

refreshment experience.

By understanding their mission, 

operators can develop more specifi c 

goals in the areas of service delivery 

and marketing.

The operator who successfully 

introduces automated warehouse 

management will be able to serve 

more customers with fewer route 

drivers. How to make best use of the 

labor savings will depend on what 

the company’s goals are in the area 

of customer satisfaction.

The company interested in mini-

mizing customer interaction will 

be more likely to assign the former 

route drivers to tasks having less 

direct impact on customer service.

The company interested in 

maximizing customer interaction 

will be likely to promote a former 

driver to customer relations special-

ist, a move which could require 

additional training.

COMPANY MISSION DICTATES CHOICES

Providers of some of the new 

technologies introduced in recent 

years, such as dynamic routing, 

have emphasized the opportunities 

for improved customer interaction 

(due to giving drivers more time to 

spend with customers). However, 

in conducting fi eld research, Auto-

matic Merchandiser learned that 

some of the most technologically 

progressive operators believe the 

technology minimizes the need for 

customer interaction.

This point of view is consis-

tent with those who have long 

believed that the best vending 

service is the one that remains 

unseen and unheard.

Operators who hold this view 

are those who were less likely to 

conduct customer surveys in the 

past and are least inclined to engage 

in social media in the future.

Again, the purpose of this article 

is not to advocate one school of 

thought over another. The goal is to 

recognize that as new tools arrive 

on the scene, operators must know 

their objectives as service providers. 

This understanding will enable them 

to determine what tools to invest in 

and what roles to assign employees.

An operator could, for instance, 

want to have a high level of inter-

action with the account decision 

maker but keep his actions largely 

out of view of the end users.

Such an operator would be likely 

to have a newsletter for the decision 

maker but not have a Facebook page 

inviting end users to participate in 

company sponsored contests.

Another operator might take 

the opposite view and seek to infl u-

ence the decision maker through 

the end users.

STEP 1: WRITE THE MISSION STATEMENT

The fi rst step is to write the com-

pany mission in a few succinct 

sentences. Everything the company 

does should be covered by this mis-

sion statement.

STEP 2: LIST WHAT COMPANY PROVIDES

The next step is to make a list of 

everything customers want from 

your service. There should be two 

lists: decision makers and end 

users. The decision makers may 

want the following:

• Sales reports

• Commissions

• Statements documenting user 

satisfaction

• Updates on new products available

• Reports on machine inspections

C O N T I N U E D  ▶
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The end users will want the 

following:

• Good value for their money

• Clean and attractive machines

• Convenient payment options

• New products on a regular basis

STEP 3: LIST COMPANY ACTIVITIES

The next step is to list every ongo-

ing activity the company conducts: 

Training, record keeping, phone 

followup, fi lling bins in the ware-

house, etc.

STEP 4: MATCH COMPANY ACTIVITIES TO 

CUSTOMER EXPERIENCE

Then list how each activity relates 

to the account decision maker and 

how it relates to the end user.

This will be a long list. It will 

allow every employee to see how 

their task affects the customer.

STEP 5: HOW ROLES IMPACT CUSTOMERS

The next step is to list all the posi-

tions in the company and how each 

position impacts customer satisfac-

tion. This step has taken on new 

importance in companies that have 

introduced technology tools since 

new technology has changed some 

employees’ tasks.

Pre-kitting and dynamic schedul-

ing, for example, allow drivers to 

service more stops. In some cases, it 

results in fewer visits to locations.

If the company believes main-

taining contact with customers 

is important, management must 

determine how this contact will be 

provided. With today’s communica-

tion tools, there are more options 

for providing this than ever.

Item-level reporting at the 

machine level allows the operator 

to provide customers more detailed 

information about location product 

preferences. Remote machine moni-

toring gives operators a tool to make 

transaction information accessible 

to account decision makers without 

leaving their desks.

Management must decide if pro-

viding this information is benefi cial 

to its customer relations and if so, 

develop processes for gathering it 

and providing it.

In interviewing operators, 

Automatic Merchandiser found 

varying opinions about how much 

information to share with custom-

ers. Providing unwanted infor-

mation can hurt more than help 

customer relations.

Many operators noted that it is 

important to decide what informa-

tion to gather since every task costs 

valuable employee time.

STEP 6: LIST COMMUNICATION TOOLS

Once the company has decided what 

types of information to communi-

cate, and to whom, the next step is 

to decide what communication tools 

to use. These include the traditional 

tools such as customer newsletters, 

in-person visits, direct mail, telemar-

keting, as well as the newer and 

more powerful tools like Internet 

Websites, email, and social media.

The fi nal step is to executive 

the plan.

CONSULTANTS ADVOCATE NEW TOOLS

William Donohue, Ph.D., a professor 

and director of sales communica-

tion at Michigan State University 

who has participated in the National 

Automatic Merchandising Associa-

tion (NAMA) executive develop-

ment program, thinks tools that give 

operators more feedback from end 

users are more important than many 

realize. He said account decision 

makers only hear from a minority of 

end users.

“The vending machine people 

never get information from the 

people who put money in the 

machines,” he said. “We have to 

somehow get more direct linkage 

between the operator and the people 

who stick money in the machines.”

Donohue urges operators to seek 

consumer input via their Websites.

“Operators should explore mak-

ing the vending experience more 

direct and even more fun,” Dono-

hue added.

Tom Siciliano, who operates 

Integrity Recruiting & Consulting 

Inc., a Huntley, Ill.-based NAMA 

Knowledge Partner, said there are 

many online tools for businesses 

to use to support their social media 

outreach. One such tool is Hoot-

Suite, which allows a user to sched-

ule social media posts automatically.

Siciliano said social media is 

a very cost effective way to reach 

targeted audiences. For vending 

operators, he said it’s a great way to 

help clients do their jobs better.

He noted there are also tools that 

allow a business owner to fi nd out 

who is looking at their online infor-

mation. He suggests operators fi nd 

consultants who are knowledgeable 

about these new tools.

GNC Vending LLC in Houston, Texas has found 

the Vend.Love.Win Facebook materials helpful 

as customer relations tools at locations.

C O N T I N U E D  ▶
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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 to Las Vegas for the 2012 NAMA OneShow 

 in April, a $1500 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.

© 2011 Kraft Foods

Vending & OCS

Your driver has worked even harder this year to 

provide more choices and deliver more prod-

ucts from KRAFT and CADBURY. Show that 

his or her extra effort hasn’t gone unnoticed. 

Nominate your most valued driver for Automatic 

Merchandiser’s 8th Annual Route Driver of the 

Year Awards, and he or she could win a trip to 

Las Vegas, a flat-screen TV, and more.

Fill out and submit a short evaluation form  
(online or via mail). Nominations can be made 

by virtually anyone: vending operators and per-

sonnel, fellow route drivers — even customers.  
In addition to receiving a cap announcing him  
or her as an official Route Driver of the Year 

Nominee, your driver could win one of four  
quarterly rewards or even the grand prize! 

Vote

route driver

yourfor

favorite

2011in

Vote

route driver

yourfor

favorite

2011in
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Sheryl Barlow, director of busi-

ness development at CWS, a Roch-

ester, Minn.-based web design fi rm, 

said social media is becoming a more 

important tool for businesses. She 

acknowledged that some owners are 

concerned about soliciting negative 

feedback, but she said businesses 

can control the information they 

make available for employees and 

customers to see.

Barlow’s company is developing 

a social media program for D&R 

Canteen in Rochester, Minn.

OPERATORS EXPERIENCES VARY

Operator experiences using new 

tools for customer relations report 

varying experiences.

One operator who recently 

introduced SPIO redeemable 

coupon dispensers on machines 

and self checkout markets said he 

believes the technologies enhance 

customer relations signifi cantly. 

These customer enhancements 

have increased sales and profi ts for 

his company. “We’re having better 

success at getting no-commission 

accounts,” said the operator, who 

did not wish to be identifi ed.

He noted that to successfully 

use technology, it is important 

to have good employee training 

programs. The technology solu-

tions he provides can create big 

problems if the fi eld execution is 

not good.

This operator is among those 

who welcome the NAMA Facebook 

contest and gratitude tour to pro-

mote new vending technology.

Vending operators have not been 

quick to embrace social media. The 

Automatic Merchandiser State of the 

Vending Industry Report found only 

22 percent are using it.

More operators have, however, 

recognized the need for more profes-

sional Websites. Operators have 

learned that customers are using the 

Internet to fi nd service providers, 

and a user friendly Website helps 

win customers.

Vend Central Inc., a Pleasanton, 

Calif.-based provider of Website 

design and marketing services 

for vending, fi nds vendors more 

interested in improving their 

online presence, noted Neil Swin-

dale, company owner. Swindale’s 

services include search engine 

optimization and online videos. 

“Videos are the fastest grow-

ing thing online,” Swindale said. 

“People love to watch product and 

service videos.”

P&Js Vending in Hopkington, 

Mass. recently launched a blog 

on its Website, noted Laura Kelly, 

customer relations manager. The 

company is promoting the NAMA 

Vend.Love.Win Facebook contest, 

inviting people to submit photos 

and videos to win $200. “It gave us 

a way to be relevant through social 

media,” Kelly said.

CNC Vending LLC in Houston, 

Texas also recently began promot-

ing the Vend.Love.Win Facebook 

contest, noted Chuck Olson, com-

pany owner. He has used vending 

machine stickers and banners pro-

vided by NAMA’s marketing com-

pany, Healy & Schulte in Chicago, to 

promote the Facebook contest.

Paul Tims, owner of Imperial 

Vending Co. based in Tulsa, Okla., 

said he relies mainly on sales people 

to educate customers about new 

technologies such as automated 

warehouse management and the 

Sprout prepaid card.

Sid Greenspan, president of Ven-

drite Vending Corp. in Whitestone, 

N.Y., agreed that personal interac-

tion remains his main education 

method. He said Websites are not 

the main tool for customers seeking 

new services. As for social media, he 

said it is useful for reaching younger 

decision makers.

John Mitchell, president of 

Treat America Food Services 

based in Merriam, Kan., said solu-

tions such as the Sprout prepaid 

card and self checkout markets 

allow companies to build same 

location sales, and fortunately, 

today’s management software 

allows him to measure sales 

growth more effectively.

Aldar Vending, a Hackensack, 

N.J.-based company that has 

invested in various technologies, 

was advised by a consultant that 

search engine optimization and 

social media are not the best invest-

ments for a vending operation, 

noted Mike Ehrentreau, owner.

Refreshment services has 

always been about customer 

service. Operators will fi nd that 

fi ne tuning their customer rela-

tions activities will deliver more 

satisfi ed customer and ultimately 

better business results. 

For more information, contact:

CWS, 888-426-7793, www.cws.net

Healy & Schulte, 312-765-8770, www.healyandschulte.com

Integrity Recruiting & Consulting Inc., 847-669-6723, 

www.sales-recruiting.net

Vend Central Inc., 866-699-8363, www.vendcentral.com

Vend.Love.Win, www.facebook.com/VendLoveWin
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Customer relations 
action plan

1) Write the company mission.

2) List what the company 

provides customers.

3) List all company activities.

4) Match company activities 

to customer experiences.

5) List how all vending em-

ployee roles affect customer 

experiences.

6) List communication tools 

impacting customer relations.

7) Execute the plan.
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BETTER FOR THE ENVIRONMENT
AND YOUR BOTTOM LINE.

Mitsubishi Fuso Truck of America, Inc.

mitfuso.com

As the vending industry moves to greener transportation, our new Canter® offers many solutions. Like its new 4P10

diesel engine and DUONIC® 6-speed automated transmission that deliver 20% greater fuel economy. Plus, an ECO

mode for additional savings in congested traffic. And an environmentally friendly BlueTec® exhaust

treatment system that extracts emissions without hurting fuel economy. Together, they save you more

green through lower cost-of-ownership, and deliver a world we can all breathe a little easier about.
*See dealer for complete
warranty details.

lower cost-of-ownership.
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Customers will pay 
for better water
By Emily Refermat, Managing Editor

With increased customer education on fi ltration benefi ts, water can be a 
profi table add-on service.

t’s no secret locations are money conscious when it 

comes to vending and offi ce coffee service. However, 

water service is trending upwards.

According to the Water Quality Association, a non-

profi t international trade association representing the 

water treatment industry, more than half of Americans 

are concerned about the quality of their water and will 

take action in their homes, revealed by a 2011 inde-

pendent survey by Applied Research-West, Inc. The 

study found a majority of consumers are now willing 

to pay more to eliminate contaminants, especially those 

respondents who had experienced a “boil water alert,” 

(about 19 percent). More than half typically purchased a 

fi lter pitcher or end of tap device, compared to 38 percent 

in 2008. Additionally, 54 percent are concerned about 

health contaminants in tap water, and 42 percent believe 

the water is not as safe as it should be.

This has implications for refreshment service opera-

tors because these people are decision makers when it 

comes to adding water service. And the good news is 

there are more options than ever to satisfy their con-

cerns, including better sanitation processes that don’t 

waste water.

MULTIPLE FILTER OPTIONS AVAILABLE

“It’s really just educating the end user what options there 

are,” said Cliff Rosen, president of KoolTek. He recom-

mends operators open with a “good, better, best” presenta-

tion of water fi ltration. This way, the location can balance 

cost with their desire for fi ltered water.

Filters have really come a long way, according to 

Rosen. For coffee brewers, he recommends a 5 micron 

carbon fi lter, which eliminates most contaminants that 

will affect taste and will take out odors. A micron is a 

unit of measurement. The smaller the micron number, 

the better the fi ltration, because it prevents particles and 

parasites of smaller sizes from going through the fi lter 

with the water.

In the case of the coffee brewer, the 

water is being boiled, so more intense 

fi ltration usually isn’t necessary.

For drinking water, Rosen said 

the fi lters can now go down to a half 

micron to fi lter out extremely tiny 

impurities. “To give you a comparison, 

a human hair is 100 microns,” said 

Rosen. “The fi ltration available today is 

just mind boggling.”

More expensive options include sterilizing the 

water. Five years ago, everyone wanted reverse 

osmosis systems, remembers Rosen, but even with the 

units becoming more effi cient, they can waste three 

to four gallons of water to make one gallon because 

of the pressure required to force water through the 

membrane. Instead, the trend is towards ultra violet 

(UV) treatment, where the UV light passes through 

the water and breaks down the DNA of hard-shell 

bacteria. Ozone units also sterilize water, although 

these are not as popular because the term “ozone” 

disturbs end users.

I

CONSUMERS CONCERNED 
ABOUT HEALTH CONTAMINANTS 
IN TAP WATER
● Concerned

● Not concerned

CONSUMERS BELIEVE WATER IS 
NOT AS SAFE AS IT SHOULD BE
● Not as safe

● Safe

54%46%

42%58%
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Rosen believes selling water ser-

vice is about sharing information with 

the end user. Not to scare them with 

it, but enough for them to make an 

informed decision.

Roger Egli, sales executive at Hydro 

Life Inc., hears a lot about how opera-

tors want to cut their maintenance 

costs. He offers a solution to lime scale, 

which can otherwise build up and 

damage hot beverage equipment. The 

Hydro Life media alters the molecular 

structure of calcite (lime scale) by chang-

ing the number of oxygen atoms within 

the molecule. The calcite becomes a 

substance called aragonite, which has no 

clinging capability, allowing the scale to 

remain harmlessly suspended in the water 

as it passes through the equipment holding 

tanks and water lines without adhering to 

equipment surfaces.

“There are no chemicals of any kind 

used in our media. It is completely chemical 

free,” Egli added.

Eliminating lime scale without the use 

of chemicals is a niche for operators serving 

the espresso market, according to Sergio Tre-

vino, senior account executive of Omnipure 

Filter Co. While phosphate can be added to 

water to prevent scale on drip coffee brew-

ers, there are applications where using special 

softening fi lters that include a combination of 

carbon and resin is preferred to protect equip-

ment and improve taste.

“Espresso is made under pressure where all 

the water in the tank is turned into steam, so 

phosphate doesn’t work,” said Trevino. Instead, 

he recommends operators soften the water before 

it goes through the machine to protect the espresso 

brewer, an expensive piece of equipment.

Trevino has heard customers say even less expensive 

coffees have more fl avor when made with fi ltered water.

Jim Nelson, director of sales for Everpure, LLC, 

tries to get operators to see the value in decarboniza-

tion fi lters, those that eliminate lime scale. “Most 

operators want a $10 fi lter, no scale, that lasts for-

ever,” he said. He teaches operators about the return 

on investment for fi lters, such as spending more on a 

decarbonization fi lter on the 10 percent of accounts 

that account for 50 to 60 percent of the service calls.

“If it costs you $300 a year, but saves you 12 ser-

vice calls, it’s worth it,” said Nelson.

DYNAMIC FILTER SERVICE

To be effective, fi lters need to 

be changed regularly, so Ever-

pure offers an online fi lter 

service program. Operators 

enter installation and replace-

ment dates, and the program 

will send out a reminder 

email. 

“A byproduct (of the fi lter) 

is taking most of the alkalinity 

out which produces great cof-

fee, and great iced tea,” added 

Nelson.

FILTERED DRINKING WATER MARKET 

IS GROWING

A new company, Apiqe, is 

offering water that can be made 

individually for the end user. “Offi ce employees drink, 

on average, 10 times more water than coffee,” said John 

Margaritis, president of sales at Apiqe.

The Apiqe unit is described as a countertop water 

dispenser, which serves room temperature, chilled, or 

hot water in a single serving. The end user can add 

sparkling water and/or fl avor enhancers.

“We will see some new technologies soon in 

carbonation and water fl avoring enhancing,” said 

Margaritis. He added that the carbonation technology 

has already advanced to a point where the Apiqe unit 

does not require a compressor tank, pump or electron-

ics, allowing it to be a countertop unit.

POINT OF USE GROWS

The most popular water fi ltration system today is 

point-of-use because it eliminates bottled water charges 

and is fairly inexpensive. According to Carl Sutera, 

president of Pure1 Systems, it’s been a progression that 

began when big companies started making fi lters and 

lending credence to the idea of fi ltered water, together 

with the fact that all bottled water is fi ltered.

“When water companies started doing coffee service, 

it made OCS companies take notice,” he said. With 

the advent of quality point of use technology, the OCS 

operators were able to retaliate by adding water to 

their services. “(Companies that) go to the table with 

everything get the business,” observed Sutera.

Pure1 offers a new 4-zone cartridge that goes from 

5 micron fi ltration down to a half micron absolute, 

which eliminates the need for separate prefi ltration. 

“Without an absolute rating, 1- and 2-micron bacteria 

C O N T I N U E D  ▶
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Water filters come in 

various sizes and styles. 

This cartridge from 

Pure1 Systems filters 

water from 5 microns 

down to 0.5 micron, 

eliminating 99.9 percent 

of impurities and bacte-

ria half micron in size or 

larger.
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could potentially get past the fi lter,” 

Sutera said. Using this fi lter would 

ensure protection even if a boil 

water alert were announced.

Sutera also touts how green the 

cartridge is compared to other mod-

els on the market. It’s a small, effi -

cient fi lter with a lifetime warranty. 

The inner cartridges, which are the 

parts that get replaced, are able to be 

incinerated instead of just thrown 

away. The sediment cartridge is 

made of spun polypropylene, which 

makes it less expensive and tougher 

than brittle ceramic fi lters. “And 

we manufacture the products in the 

U.S.,” added Sutera.

Many operators have turned water 

service into a premium water pro-

gram, according to Everpure’s Nelson. 

Operators are charging for cleaning, 

sanitizing, changing fi lters, etc.

Nelson suggests operators charge 

to upgrade fi lters too. Everpure offers 

an ultrafi lter technology that has a 

membrane made of millions of piano 

wire looking straws. It’s certifi ed by 

the National Sanitation Foundation 

as a purifi er, so it reduces bacteria and 

viruses. It is hard for reverse osmosis 

manufacturers to get the virus-elimi-

nation certifi cation, although Nelson 

admits that it does eliminate them. 

“So operators can upsell virus protec-

tion even to customers with reverse 

osmosis systems,” he said.

Most operators lease a water fi ltra-

tion system to the location and charge 

them a rental fee per month. “It’s a 

good revenue model,” added Nelson.

Nelson sees fi xed pressure water 

reducing valves as the next trend in 

new technology for the water industry. 

“Insurance claims (after a water leak) 

are going up and up,” said Nelson. 

Especially in high rise buildings 

where the water pressure is likely to 

fl uctuate, there is a possibility of the 

pressure breaking a fi lter or split-

ting a line. Nelson remembers when 

those claims were to clean carpets or 

fi x baseboards, but now water can 

damage expensive servers or high-

end copy machines. “We’re going to 

work at NAMA (National Automatic 

Merchandising Association) to focus 

on best practices, and the potential 

for liability,” said Nelson. “I know 

pressure regulators are going to be a 

required part of any installation going 

into a high rise.”

BOTTLELESS OFFERS AN OPTION

There’s an opportunity for new 

bottleless water coolers, which save 

the end user money, hassle and still 

provide top quality drinking water, 

according to Bob Cooper, co-owner 

of ZeeCooper & Co., LLC. “It’s much 

more cost effective versus bottled 

water coolers,” he said. It also allows 

the operator to guarantee certain 

fi ltration standards.

Units that allow multiple fi lters 

give operators diverse choices. Cooper 

noted fi lters can be chosen based 

on their rating; how fi ne a particu-

late they fi lter; and what the fi lters 

remove, such as chlorine taste, odors, 

and particulates such as lime scale or 

parasites like giardia cysts and crypto-

sporidium.

Besides the savings in 5-gallon 

bottle fees, delivery fees and the 

storage problems, going bottleless 

can actually make water free to loca-

tions. According to Cooper, some 

offi ces don’t pay for water usage. 

This means a plumbed-in water 

cooler will only cost the location for 

service and fi lters. Coupled with the 

fact that the connection processes 

for coolers have become easier to 

perform, offering a bottleless water 

cooler makes a perfect add-on ser-

vice for operators.

Because many operators already 

look at water as an add-on, Cooper 

sees the price of the cooler units as 

important. He’s found the price dif-

ference between an inexpensive and 

expensive model tends to be its “bells 

and whistles.” “The big one is a digital 

read out,” said Cooper. The digital 

read out shows the end user what the 

temperature of the water in the cooler 

is. While this is a nice feature, opera-

tors have an increase in service calls 

when the end user sees minor temper-

ature changes. Cooper had an operator 

who didn’t want the digital read out 

because it was too much information. 

Customers would call him for service 

anytime the numbers didn’t seem 

right, regardless of whether the water 

was still cold or not. 

Water fi lter technology has come 

a long way. Many customers want 

the peace of mind that comes with a 

water service program. 

For more information, contact:

Apiqe, 203-226-2717, www.apiqe.com

Everpure, LLC, 630-307-3000, www.everpure.com

Hydro Life Inc., 800-626-7130, www.hydrolife.com

KoolTek, 877-Kool-Tek, www.kooltekcoolers.com

Omnipure Filter Co., 800-398-0833, www.omnipure.com

Pure1 Systems, 978-975-1800, www.pure1.com

ZeeCooper & Company, LLC, 443-404-5462, www.zeecooper.com

How to break into 
water service

Cliff Rosen, president of 

KoolTek, tells operators to do 

the following homework to add 

water fi ltration:

• Call the water municipal-

ity and get a report on the 

water.

• Determine the water’s use: 

brewers or drinking water.

• Determine three price point 

presentations, including 

fi ltration and frequency of 

fi lter changes.

To assist operators in educat-

ing customers, Rosen offers 

information sheets, fl yers and 

data from NSF International, 

an accredited, third-party cer-

tifi cation body that tests and 

certifi es products to verify they 

meet public health and safety 

standards.
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Considering self checkout? 

Variety and quality 
are paramount
By Allen Weintraub, Contributing Editor

elf checkout vending markets 

(SCVMs) continue to grow at a 

rapid rate. As challenged as our 

industry’s operating environment 

has become, these SCVMs are pop-

ping up nationwide and delivering 

outstanding sales.

Change is never easy. To offer 

a SCVM, the vending operator 

must invest in new equipment, 

learn how it works, invest in new 

products, and establish a new 

delivery system.

But progressive operators are 

fi nding these SCVMs allow them 

to provide consumers the values 

they want.

What do installations of SCVMs 

to date teach us?

The most dramatic difference 

over vending is the number of stock 

keeping units (SKUs) available to 

the consumers through SCVMs 

as compared to vending. Patrick 

Hagerty, president of Vistar Corp., 

told Automatic Merchandiser that 

when a SCVM replaced vending at 

Vistar’s headquarters, the SCVM 

offered about 300 SKUs, which is 

far more that the vending machines 

did. My research indicated that a 

SCVM carries an average of 

272 SKUs.

However, just as important 

as the number is the quality of the 

SKUs available.

From my vantage point, opera-

tors are learning they must become 

true retail merchandisers to be suc-

cessful with SCVMs. This isn’t to 

say the same thing isn’t true about 

vending. But with SCVMs, the 

stakes (and the potential benefi ts) 

are much higher.

THE FACTS DEFINE THE TREND

According to BCC Research in 

Denver, Colo., in the next fi ve 

years, sales volume through self 

checkout will grow at a compound 

annual growth rate of 9.3 percent 

compared to vending’s 3.2 percent. 

This 9.3 percent refers to all types 

of self checkout, including the 

systems used by traditional retail-

ers. It’s safe to assume that the 

vending self checkout growth will 

be much faster.

If kiosk operators do not expand 

their product lines and merely 

replicate vend items, the consum-

ers at the SCVM locations will soon 

become dissatisfi ed.

Recently I visited a location 

with multiple kiosks. The location 

manager was seeking to replace the 

SCVM operator because the product 

selection was merely replicating 

vending machines. The location 

manager eventually selected another 

S

C O N T I N U E D  ▶

Operators must be retail merchandisers 
to make kiosks work
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kiosk operator who offered a wider 

diversity of products, especially 

fresh food selections.

FOOD SELECTIONS ARE VITAL

Vending operators, who tradition-

ally view fresh food as a burden, 

must become more innovative 

with food when introducing a 

kiosk and think of themselves as 

restaurant operators. Fresh food 

is not the only area where opera-

tors must think more critically 

about what products they use in 

SCVMs, but it is the most impor-

tant category since it’s the area 

that allows an operator to distin-

guish himself or herself from the 

competition, and at the same time 

become a meal destination.

Have you seen what drug stores 

are doing with fresh food lately? I’m 

as picky as anyone when it comes 

to fresh food, and what I see at my 

local CVS store blows my mind. 

Supermarket News recently reported 

that drug stores are growing food 

sales faster than supermarkets.

Some vending operators have 

commented that the SCVM allows 

them to get back into the food busi-

ness since the demise of the food 

machine began several years ago 

with the ebbing of big manufactur-

ing accounts.

The operator must solicit food 

requests from 

the consumers. 

If an operator 

does not have 

a commissary, 

he should seek 

a local foodser-

vice provider.

If fresh 

food sales are 

less than 30 

percent of the 

units and dol-

lars, you may 

be in jeopardy 

of losing the 

account to a 

competitor.

Pastry also 

requires a 

new approach. 

Operators 

should look 

for a bakery 

to provide 

pastry and 

baked goods. 

Instead of just 

a wrapped 

muffi n, how about a muffi n with a 

pad of butter and jelly and plastic 

knife wrapped in a paper plate? 

Cupcakes are also a growing prod-

uct line, such as seasonal cupcakes 

for Halloween, Christmas and St. 

Valentine’s Day.

CANDY AND SNACKS: MORE VARIETY

Snack and candy products also 

present opportunities. An opera-

tor should meet with their snack 

and candy manufacturers to deter-

mine what additional single-serve 

products such as premium size 

products are available. Diverse 

single-serve products such as 

those sold in convenience stores 

will be critical to the success of 

the kiosk locations. Higher prices 

mean higher profi ts.

COLD DRINKS: MORE VARIETY

Cold beverages constitute another 

30 percent to 35 percent of unit and 

dollar kiosk sales. An operator must 

provide a full range of beverages, 

not limited as in the case of many 

vending sites which rely on bot-

tler equipment. Moreover, research 

shows that consumers are inter-

ested in purchasing non-carbonated 

and specialty beverages at higher 

price points and greater profi tabil-

ity, instead of the standard carbon-

ated beverages.

Another important consider-

ation: is it time to consider fountain 

beverage service at these locations? 

Those of you who have paid atten-

tion know there are some exciting 
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IF operators want to be profes-

sional merchandisers, they must 

make product selections based on 

what customers want. 
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fountain products that should be 

able to integrate with a kiosk.

Milk and ice cream are another 

area that demand attention. In 

every geographic area, there are well 

known local dairies that provide 

milk and ice cream.

COFFEE: 25 TO 40 PERCENT OF TOTAL

Finally, the SCVM system must 

track all OCS consumption or 

sales. OCS consumption/sales at a 

kiosk location can be in the range 

of 25 percent to 40 percent of total 

kiosk sales.

SCVM operators must integrate 

their OCS brewer with the kiosk 

software. If coffee is provided free to 

the employees by the location, the 

kiosk system should be able to track 

consumption.

By tracking coffee consumption, 

the operator can send a quarterly 

email showing the value each 

employee receives from the loca-

tion from free coffee. Beyond free 

coffee, the operator can also place 

units like the Tassimo that can 

offer premium coffee which the 

consumer can elect to pay for.

More importantly, if the 

consumer pays for the coffee, the 

kiosk should integrate the sales 

from the coffee equipment to the 

kiosk application so payment can 

be made using a UPC label instead 

of by pushing icons on the video 

touch screen. This has been a prob-

lem in some instances, but SCVM 

system providers have addressed it.

SOURCING BRINGS CHALLENGES

By now, it is clear that product 

selection and sourcing becomes a 

major part of success with SCVMs. 

This can be viewed as a negative, 

a positive, or both. I view it as a 

positive since it allows the operator 

to seek the best possible values to 

provide the best possible service.

Rebates are an issue. There are 

many great products out there that 

may or may not qualify for manu-

facturer rebates.

Operators need to consider 

rebates, but I am in the camp that 

believes vending operators never 

should base their buying decisions 

on rebates. If operators want to 

be professional merchandisers, 

they must make product selections 

based on what consumers want.

On the positive side, some of 

the purchasing sources out there, 

such as convenience store product 

C O N T I N U E D  ▶

What do we call these markets?

Automatic Merchandiser recently conducted an informal poll of self 

checkout market operators on what generic term best describes the 

markets. Operators were asked to select from the following terms: self 

checkout market, self checkout vending market, micro market, unat-

tended retail, unattended market, unattended retail market, quick scan 

market, quick scan vending market, and “other.”

The poll found a wide disparity among the terms operators prefer.

Allen Weintraub prefers the term “self checkout vending market” because 

the self checkout system in a vending location has no on-site personnel, 

as is often the case in other retail sites with self checkout.
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distributors, bring new merchandis-

ing expertise to the table.

At grocery stores, 65 percent 

of U.S. consumers consider a self 

checkout kiosk important and a 

stunning 80 percent of consumers 

18 to 24 years old view all technol-

ogy as an important factor in their 

shopping experience.

Right now, grocery stores are 

doing more than any other retail 

channel to enhance self checkout’s 

capabilities, and it’s important for 

vending operators to know what 

they are doing. There is nothing 

that supermarkets are doing with 

self checkout that vending opera-

tors won’t be able to do. And they 

may even be able to do it better.

Grocery stores are concentrating 

on promotions to encourage con-

sumers to increase their purchases. 

One approach to this “buy more 

strategy” is the promotion of “build-

a-meal” – arranging a chicken 

breast, bagged salad, beverage and 

dessert for a $10 price. 

The SCVM operator should 

follow the example of the grocery 

stores’ “build-a-meal” and combine 

fresh food, a 

snack, bever-

age, and des-

sert to increase 

the consumer 

transaction 

dollar.

The kiosk 

system the 

operator selects 

should have 

the database 

for the opera-

tor to track 

the consumer/

dollar/transac-

tion and to 

develop loyalty 

programs 

to achieve a 

minimum $5 

transaction 

level.

What vend-

ing operators 

are learning 

is they can-

not run the 

SCVMs the 

same way they operate their vending 

machines.

In providing SCVMs to your 

locations, you should consider 

selecting a kiosk system you can 

work with to provide your consum-

ers with a new experience. You can 

check on YouTube and observe the 

various kiosk systems in action.

To make the SCVMs work 

as a “restaurant,” not a vending 

machine, requires addressing the 

issues raised in this article. 

For more information, contact:

365 Retail Markets, 888-365-7382, 

www.365retailmarkets.com

Avanti Markets, 877-242-5851, www.avantimarkets.com

Breakroom Provisions Co., 888-282-0689,                   

www.breakprovisions.com

Microtronic US, 800-879-3586, www.microtronicus.com

ABOUT THE AUTHOR

Allen Weintraub 

operates Vending 

Consultants Co., 

providing research 

and consulting 

services for product 

manufacturers, technology companies, 

self checkout and individual vending 

operators. He can be reached at: 333 

Mamaroneck Ave. #239, White Plains, 

NY 10605, phone: 914-287-0095; email: 

aweintraub@vendonline.com.

Steve Foley, 

president of 

Foley Food 

& Vending 

Co., based in 

Norwood, Mass., 

has been able 

to market many 

popular, high 

priced products 

in self checkout 

markets.
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Untapped revenue 
ow to serve smaller locations 

has always been a challenge 

for vending operators. The 

answer, according to one 

operator, is an old one – honor 

boxes. Mark Legler, owner of V.E.N. 

Enterprises, Remington, Ind., has 

a thriving vending business, half of 

which consists of honor boxes.

No maintenance, easy servicing 

and minimal upfront cost compared 

to vending make up for the lower 

revenues from honor boxes, accord-

ing to Legler. He has some vending 

accounts, but only because certain 

locations have multiple shifts with 

too many people to remain honor-

able. “I’d have all honor boxes if I 

could,” he said.

Getting new accounts is easy 

because of the small number of 

honor box competitors, but a quar-

ter of Legler’s new business doesn’t 

evolve into long-term contracts. The 

attrition rate means he is continu-

ously adding new business.

’IT SOUNDED LIKE FUN’

Before his vending company, Legler 

worked in the trucking industry. 

When the company he worked for 

moved to another town in the fall of 

2000, Legler wanted to do something 

else, something close to home and 

different. During this time he ran 

into Harold Gooden who operated a 

100-account honor box business in 

the Remington, Ind. area. Gooden 

wanted to sell his operation and retire.

“It sounded like a fun thing 

to do, better than trucking,” said 

Legler when he decided to buy the 

business in September. He wasn’t 

thinking long term, but he knew 

from the start the key to success 

was getting more locations.

As Legler started knocking 

on doors trying to add honor box 

accounts, he discovered a vending 

niche for locations around 20 to 75 

employees. “The factories were cov-

ered, but the smaller places in vend-

ing were not being served,” said 

Legler.” He decided to add vending 

services for these locations.

Currently, Legler has 150 vend-

ing accounts and 2,500 honor box 

accounts and serves a 70- to 80-mile 

radius around Remington. The 

revenue is roughly equal between 

honor box and full-line vending 

accounts.

He started out renting a por-

tion of a friend’s garage for his 

warehouse, but quickly outgrew the 

space and rented a block building 

H
Midwest independent grabs small locations with thriving honor box business. Low overhead 

Jim and Ann Elliott, married for over 60 years, come into the V.E.N. 

warehouse to pack honor boxes three days a week. “I never met such 

dedicated workers,” said owner Mark Legler.

By Emily Refermat, Managing Editor
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with no heat or air conditioning. 

“They were some cold winters,” 

Legler remembered.

In 2008, he bought the current 

building from his brother in law 

and sectioned off a 2,500-square-

foot space for his warehouse, 

adding climate control. He 

plans to rent out the rest of the 

12,000-square-foot building.

RECESSION: VENDING TURNS TO HONOR BOXES

One trend Legler has noticed is dur-

ing the current recession, companies 

have been reducing staff. Some of 

his small vending accounts became 

honor box accounts because of the 

shrinking employee numbers. And 

some honor box accounts closed 

completely. “We have to be adding 

accounts constantly because they’re 

closing,” he said.

Legler charges two prices in his 

honor boxes, $.75 for snacks and a 

dollar for candy. “I had gone away 

from candy because it cost more,” 

said Legler, “but people argued and 

fussed.” He agreed to put candy 

back in, but at a higher price point. 

Customers didn’t complain. They 

pay the premium price. “I don’t 

think I could put more candy bars in 

than they would buy,” said Legler.

An interesting difference 

Legler sees between honor boxes 

and vending machines is what 

people buy. Honor box patrons 

are more likely to buy a granola 

bar, for instance. The granola bar 

doesn’t sell as well in the vending 

machine. Other items Legler sells 

more via honor boxes than vend-

ing machines are the cracker and 

cheese combos as well as certain 

snacks like Combos and Snack-

wells. Legler doesn’t have a reason 

for this. He guessed that it might 

be what customers buy after the 

candy bars are gone.

Legler has a retired couple come 

in three days a week to pack the 

boxes. Before them, he hired vari-

ous people from the town to pack 

boxes, including his own kids on 

Friday nights when he fi rst bought 

the business.

market: Honor boxes

V.E.N. custom builds its honor boxes

V.E.N. owns the dye for the specially 

designed honor boxes it uses, which 

includes a fold-out money holder. The 

original owner designed the box and Mark 

Legler, the current owner of V.E.N., gets 

them professionally cut every few years. 

He punches them out and constructs 

the boxes himself and adds the labels. If 

handled gently by the customers, the boxes 

can last fi ve or six years.

Legler charges different prices for snack and can-

dy based on wholesale costs. Customers pay the premium for candy without complaint.

While Legler accepts the term “honor box,” he will often refer to them as snack boxes 

with customers. He feels it has a better connotation. “Honor box implies that you may not 

pay me,” he said.

costs and an unsaturated marketplace make honor boxes a strategic add-on.  

C O N T I N U E D  ▶

Mark Legler 

bought an exist-

ing honor box 

business in Sep-

tember 2000 and 

renamed it V.E.N. 

Enterprises using 

the initials of 

his children’s 

names..
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f. Total Distribution (Sum of 15c and e) 14869 14814

g. Copies Not Distributed 114 60

h. Total (Sum of 15f and g) 14982 14874

Percent Paid and/or Requested Circulation 80.4 81.3
     (15c / 15f x 100)

16. Publication of Statement of Ownership for a Requester Publication is required and will be printed 

       in the October issue of this publication.

17. Signature and Title of Editor, Publisher, Business Manager, or Owner Date

September 7, 2011

Julie Nachtigal, VP Audience Development

PS Form 3526 -R Facsimile

I certify that all information furnished on this form is true and complete. I understand that anyone who furnishes false or misleading information on this form or 
who omits material or information requested on the form may be subject to criminal sanctions (including fines and imprisonment) and/or civil sanctions (including 
civil penalties).

Drinks 
Coffee 
Cold Food 

Snacks

THE PREKIT PROFESSIONALS

LightSpeed 

FastTrack

LightSpeed

Mobile

NOW AVAILABLE FOR:  Avanti, Company Kitchen & Breakroom Provisions
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HONOR BOX SERVICE IS FAST

It takes 15 seconds to service an 

honor box account since the driver 

goes in with a full box and brings 

back the old one regardless of what’s 

left. This means Legler’s route 

drivers can do 70 or 80 stops a day 

versus 12 or 15 vending stops.

Legler doesn’t always sepa-

rate the vending and honor box 

routes. Many times the route 

drivers will do both, whatever 

works best with the geography of 

the accounts. Most days Legler 

still runs a route himself.

SHRINKAGE FACTORED INTO COST

The only real drawback to honor 

boxes is shrinkage, which Legler 

estimates to be about 18 percent. 

He factors that into his costs and 

the price he charges.

“The key to getting them to pay 

is a relationship with a person at 

the location, either the boss or the 

people sitting in the breakroom,” 

said Legler. If there’s been some 

theft, he will go to the person, or 

people, and say “There’s X amount 

of money missing, come on – help 

me out here.” According to Legler, 

this approach only works with 

someone he knows. Otherwise, the 

person gets defensive, and often 

doesn’t renew the honor box service.

“It’s harder to steal from some-

one you know than just some invis-

ible route guy,” added Legler.

Legler has honor boxes in 

small rural areas as well as city 

locations and in many types of 

business. He does not see one 

place or type of location as hav-

ing more or less shrinkage.

He does notice that a location 

with more men tends to do better. 

“They (men) eat more,” he said.

ONE TYPE OF SERVICE PER LOCATION

There have been times a loca-

tion has asked for both a vending 

machine and an honor box, but 

Legler fi nds this doesn’t work well. 

“If they have money, they spend 

it in the vending machine. If they 

don’t, they take it from the honor 

Small location venders 
not a good option

Mark Legler has looked 

at small location vending 

machines, but doesn’t think 

they’ll work better than 

honor boxes. He believes the 

machines will bring inconve-

niences such as mechanical 

issues, coin acceptance only, 

and higher overall expenses.

C O N T I N U E D  ▶

 October 2011    VendingMarketWatch.com    Automatic Merchandiser 29

C O V E R  S T O R Y

Five things you 
need to know 
about cashless 
vending...

Learn more at 

AprivaVend.com/FiveThings

P 877-277-0728   |   ©2011 Apriva LLC. All Rights Reserved.

Access to your funds in 

24-48 hours

Scalable hardware that can 

grow with your business

Reduced operating costs, 

higher sales and profits

No hidden fees or contracts

Expert advice and dedicated 

support team

1

2

3

4

5
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box,” he said. The only exception is 

soda machines, which tend to pair 

well with honor boxes.

While the vending machine 

side has higher revenue per 

account, the drawbacks are the 

expense and maintenance of 

the machines. Legler repairs the 

machines himself, often with the 

help of the manufacturer’s tele-

phone helpline.

UNSATURATED MARKET

While Legler used to sell all the 

accounts himself, for the past fi ve 

years he has hired an independent 

salesperson to help him grow his 

business, Harry Movsesian. Every 

few months, Movsesian takes 

prepacked boxes and heads to a 

city Legler has targeted for new 

business. He stops in and talks 

with the decision maker. If it’s 

a location V.E.N. already serves, 

Movsesian turns the interview into 

a service call. If not, he delivers an 

honor box and brings the business 

card back to Legler.

“I couldn’t have gotten to the size 

I am without Harry,” said Legler.

Of the new accounts, Legler esti-

mates in the next two months, he’ll 

retain 75 percent. These accounts 

will likely stay with him a long time. 

“I still have most of the accounts I 

bought from Harold,” he said.

The other accounts will either 

decide they don’t want to renew the 

honor box or will have shrinkage 

rates that are too high.

Legler doesn’t offer commis-

sions to honor box locations and 

only 20 percent of his vending 

locations get commissions. He 

values both halves of his busi-

ness, but he sees a real benefit to 

honor boxes. 

PROFILE: V.E.N. Enterprises
Headquarters: Remington, Ind.

Owner: Mark Legler

Number Of Employees: 
2 full-time route drivers,
3 partners, independent operators 
in surrounding markets,

1 independent sales person,
2 warehouse employees

Product Lines: Frito-Lay, Mars, Kellogg

Main Equipment Line: Automatic 
Products

Annual sales: Not revealed

Stop driving by potential accounts.  Start making more 

money with honor snack boxes.  It's a great way to see 

if an account warrants a large machine.  Take out a large 

machine that isn't making enough and put in a three dollar 

snack box.  The snack boxes will make your routes much 

more profitable and send you skipping to the bank.

BEEF UP YOUR ROUTE  
WITHOUT EMPTYING YOUR WALLET

$3.20 FOR A NEW ACCOUNT! (+shipping)

Order now for immediate shipment!
www.sheridansystems.com

800-669-8492

/box

A reputation built by the numbers.
Family-owned for 123 years… 6 million pounds roasted per year…  

7 branches throughout Indiana, Michigan & Ohio… 24/7 service… 

1,600 unique coffees to choose from… Since 1888, Cadillac Coffee Company 

has served the Midwest with the finest coffee products to suit every taste — and 

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

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

A U T O M A T I C  M E R C H A N D I S E R  S P O T L I G H T S

26-30 Operator Profileem3.indd   3026-30 Operator Profileem3.indd   30 9/22/11   3:38 PM9/22/11   3:38 PM

http://www.sheridansystems.com


National Representatives for:
National Coffee Roasters

Cafe Classics & Donut Shop Pods
Barnie’s Coffee & Tea
Autocrat On Demand

Renewal Water
Thermo Concepts

Biodegradable Food Service

Sell Coffee, Have Fun!
Phone: 561-632-9750  
www.ncsv.net

Coverage for Kentucky, Indiana, Ohio,
Western Pa., West Virginia
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MAIL AD COPY TO:  Automatic Merchandiser, Attn: Jenny Hallett, P.O. Box 803, Fort Atkinson, WI 53538-0803

Inquiries to Jenny Hallett:  Toll Free:  800-547-7377 x1314  •   Fax:  877-370-1575   •   E-mail:  jenny.hallett@cygnusb2b.com     

Marketplace

VENDING ROUTES FOR SALE
North Carolina, Tennessee, Arkansas, Ohio  

We Also Buy USI,  FAWN, FEDERAL Vending Machines.

VENDING MACHINE SALES
In vending 50 years.

PHONE: 800-313-1821 • FAX 800-211-1066
www.vendingmachinesales.com

vendingmachines@mediacombb.net

1-800-917-8363
WWW.1VENDINGPRICELINE.COM

Are You Considering 
Selling or Purchasing an 

Established Vending Business?

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

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

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

Phil Hanson Jr.
President

M&M
12 select candy $775

Truck load: $550

Ice Cream
Fastcorp. 631 $800
Truck load: $495

Ice Cream
Fastcorp. 820 $1450

Truck load: $895

ICE CREAM VENDORS FOR SALE
Call 

BAR Vending 
for quantity 
discounts 

and 
additional 

information.

888-777-4227 • www.barvending.com

MT

ID

WY

UT

AZ

CO

NM

NV

R

CA

Able to manage all your Confec n & 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

Please contact John Anthony @ 602-254-5555  / johna@co-sales.com

Visit us at:
www.co-sales.com
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Saverino & Associates, Inc.

Jennifer Saverino
 

Pulsifer Brokerage
Manufacturers Representative            Member NAMA & AMAF

Jim Pulsifer
2071 Global Court
Sarasota, Florida 34240

Of  ce (941)378-3167
FL Watts (888)JIM-PULS

Cell (941)232-2142
Fax (941)371-1791

E-mail: pulsbrok@comcast.net

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

Michael C. Patterson, NCE5, CCS

425 Huehl Road, Bldg. #17       847.778.5374 Cell
Northbrook, IL 60062-2322       847.714.1200 x17
MichaelPatterson@PattersonCo.com      Fax 847.714.1275
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Time is running out!Time is running out!
Don’t miss out on 
advertising in the next issue 
of Automatic Merchandiser. 

Contact Jenny Hallett 
for more information
1-800-547-7377 ext. 1314 
jenny.hallett@cygnus.com
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SPECIALIZING IN

BUNN

NEWCO

BLOOMFIELD

“Call Us Before 
Buying New”

REBUILT COFFEE
BREWERS

100% GUARANTEED

We Pay Top $ For Used Equipment

CREATIVE COFFEE, INC
P.O. Box 218507

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

fax 281-579-0679
www.creativecoffeeinc.com 1-716-873-7003

Your
Snack BoxORIGINAL

➵

Deluxe Corrugated
SNACK BOXES ➵

                                 LOLLIPOP 
                           CHARITY DISPLAYS

The Perfect Low Capital Cost 
Business Builder!

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

247 Cayuga Rd. • Buffalo, NY 14225

www.sheridansystems.com

We buy and sell all types 
of vending machines, bill 
 changers, bill validators 

& coin changers.

Over 1,000 machines in stock!

We also part out machines if you 
are looking for used parts.

www.automatedservicesllc.com

1-800-727-8363
Ask for Gary or Mike Jr.

VENDING MACHINE SALES
“Brings Big Operator Prices

To Small Operators Nationwide”
CALL THE REST THEN . . .

In vending since 1960.
PHONE OR FAX 1-800-211-1066

WWW.VENDINGMACHINESALES.COM

JACK CROSS

8650 E. 32ND ST. N

WICHITA, KS  67226

TEL 316 686 5060

FAX 316 686 3909

1-800-451-3445

COMMERCE
LEASE GROUP

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

Off-lease vending trucks and vans

jackcross@commerceleasegroup.com
www.commerceleasegroup.net

Food Broker Specialists

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

www.michmerch.com

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

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

srorah@michmerch.com

Jo Ann Lichtman
Vending Broker Specialists
2019 Forest Creek
Libertyville, Illinois 60048
(847) 680-4790 / 800-801-7453
(847) 680-4796 FAX
jolichtman@aol.com
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When travelers forget…you profit!
Top name-brand personal sundries for your 
glassfront, cigarette, or drop-shelf vendor.

No minimums, no fixed units — plus 24-hr turnaround.
 ■ Colgate toothpaste    Trojan condoms
 ■ Pocket toothbrush    Kotex
 ■ Scope mouthwash    Chap-X
 ■ Mennen Speed Stick    Advil
 ■ Bic razor    Alka-Seltzer
 ■ Pantene shampoo    Bayer aspirin
 ■ Laundry supplies    Tylenol Extra Strength
 ■ Band-Aids    Rolaids
      Hand lotion    Smith Brothers

…and lots, lots more!  Choice of packaging, 
including our exclusive clamshell.

Phone or write for details and product list.

Medimat Sundries Distribution Co., LLC
11 Castle Drive - Chestnut Ridge, NY 10977-6522

Telephone or Fax:  845-624-2649
E-mail:  medimatsundries@aol.com

Keith Zarin, Phoenix Equipment Brokerage
4200 Hoerner Road, Little Rock, AR 72209

(501) 801-6200  •  keith@phoenix-equipment.com

◗  Save up to 80% by buying used
◗  Quantity discounts
◗  All brands, including Fetco, Wilbur Curtis, 

Bunn, Cecilware
◗  Ship anywhere from our 100,000 sq. ft. 

warehouse
◗  We help liquidate your excess inventory
◗  Credit cards, fi nancing and leasing options 

available
◗  Buy on-line www.phoenix-equipment.com

KKeKeKeKeeeeKeKeeKeKKeeeeeeeeeeeeKeeeeeeitititititititititittititititiitititittititittitiititittitittttittititititititi hhhhhhhhhh hhhh hhhhhhhhhhhhhhhhhh ZZZZaZZaZZZZZaZaaZZaZZaZaZZZaZZaZaaaaaZariririiriirirrr nnn,n,nn,nn,n,nn,nn, P P P P PP PPhhhohohohohohoohh ennnenenene ixixi  Equipment Brokerage
4424242424242424242422222222444444444444 00000000000000000000 HHHHHHHH HHHHHHH HHHHHHHH H HH  oooeoeoeoeooeoeoeoooooooooooooooooo rrrnrnrrnnnererrrrrerrr RRR Roooaoaoaao d,d,d,d,, L L LLiittititittltt e Rock, AR 72209

(5(5(5(5(5(5(5(5(5(5(5(5(5(5(((5(5(5(5(5(5((5(5(5(5((55(5(5(((55(5(5555(5(((5(55(5(5(5(55(55(5(5(5(5555(5(5(( 0100010101010010100001010101000000010010101000010101101))))))))))))) ) ) ) ))))))))))) 88080080808008088000880000000888011--1-1--1-1-1---1 6262626262626262622666662200000000000   •••• • • k kkkkeieieieiitththtt @p@ hoenix-equipment.com

Keith Zarin, Phoenix Equipment Brokerage
4200 Hoerner Road, Little Rock, AR 72209

(501) 801-6200  •  keith@phoenix-equipment.com

Brewers/Frozen-Cold Drink/Coffee Grinders/Cappuccino

WHY BUY NEW?
Brewers/Frozen-Cold Drink/Coffee Grinders/Cappuccino

WHY BUY NEW?

• Low start up cost  
• No service calls 
• All cash business 
• Smudge resistant box 

Deluxe Wood Grain Honor Snack Box

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

1-319-931-9165

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

BY ADVERTISING IN

AUTOMATIC MERCHANDISER
CONTACT Jenny Hallett FOR MORE INFORMATION:

1-800-547-7377 x1314 • jenny.hallett@cygnus.com
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1-888-760-4477
www.gpsnorthamerica.com

Reduce 
Fuel Costs 20%

GPS North America 
customers average a 
20% reduction in fuel 
consumption
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kraftvendingocs.com Vending & OCS

Contact your Kraft Foodservice 

Representative to pre-order the  

top-selling retail flavor today!Contact your Kraft Foodservice

Upgrade your filled cracker offering to the premium cracker sandwich  
made with real whole grains and real cheddar cheese. 

Upgrade your filled cracker offering ttoo tthhhe prremiiumm craacckkker saandwich
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