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WIN With MEDIA

To grow your vending business, you need a winning strategy to capture new locations, defend your
base locations and increase same-store sales. That means offering the most advanced equipment
available today - equipment that attracts new consumers and provides an engaging retail shopping
experience. Media not only helps you sell more, it also enables you to manage your business more
effectively via over the air updates for firmware, advertising content, planograms, and price changes.

Empower Your Strategy

CRANE | MERCHANDISING SYSTEMS

cranems.com | 803.266.5001
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ESTATE GROWN COFFEE

This innovative new film
combined with a nitrogen
flushed packing process
keeps each pod free of oxygen,
preserving the quality of the

freshly ground coffee.

After enjoying a cup, coffee, pod,
and packaging can all be thrown
directly in to your compost bin where

7his packegRacs
of its con al
9% compos!

g they will break down into

a nutrient rich mixture
that can be used to

nurture a new

generation of plants. \

barista

S ELECT

a hew collection of solubles for automated coffee machines

8 delicious flavors:

Cocoa ¢ French Vanilla « Hazelnut ¢« Almond Amaretto
English Toffee « White Chocolate Caramel ¢ Milk ¢ Irish Cream

ALLIANT

—— COFFEE SOLUTIONS ———

COME & SEE US AT THE NAMA SHOW; BOOTH 652

www.wpcoffee.com 800.465.4240 info@wpcoffee.com



Content FEBRUARY/MARCH 2017
VOLUME 59, NUMBER 1

FEATURES

22 » What You Can't
Miss At The NAMA
OneShow

See the latest and greatest,
including nontraditional
vending items and health
focused solutions.

24 » Business Basics:
A Road Map To
Prepare Your

SUCCESS STORY OPERATION PROFILE Business For Sale

Whether you plan to sell

38 » Indiana Independent Brings tomorrovwor in 10 vears, it

worth being prepared.

32 » 5 0CS Trends
You Need To Be
Doing Now

Office coffee service continues

|
To ve " d I “ g to be a profitable segment.

. ' ' ' DEPARTMENTS
ReFresh Facility Services launched into vending and grew to

more than $2.5 million in annual revenue by focusing on the 8 » Editor's Note

people, the product and the process. Invisible service is easily
replaced, so make sure your

brand is strong and stands

TECHNOLOGY TRENDS for something.

18 » Getting Into 10 » VendingMarketWatch
Cashless Vending: News o
c Guide No Matter 16 » OCS Update |

our Size Employees are

The entry into cashless varies for driving a reinvented
operators of all sizes, from those breakroom centered
with 100 machines to others with on coffee and
more than 100,000. coffee-based drinks.

41 » Products
50 » Classifieds

4 Automatic Merchandiser | VendingMarketWatch.com | February/March 2017



PayRange’ BluKey" connects to

Something Big.

See it first at the NAMA OneShow!

Attend the live unveiling: ﬁ P |

: [ ayRange
Wednesday, April 19 at 4:00PM R y g
NAMA OneShow, Booth #1408 [ VISA R | g | $Pay || pay I
Watch the Stream at www.facebook.com/PayRange
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Online Exclusives

AVAILABLE ONLY AT VENDINGMARKETWATCH.COM

BLOGS, PODCASTS & VIDEOS

VIDEO: MicroMarkets In Small Spaces

www.vendingmarketwatch.com/12301447

EDITOR’S BLOG: Is A Café In The
Workplace Ahead Of Its Time

http://www.vendingmarketwatch.com/blog/12301506

GUEST BLOG: Me And My Partners

www.vendingmarketwatch.com/12304037

SPECIAL SEGMENT

5 Charact
0CS Customers

Just as the coffee industry has evolved, so too has the
coffee consumer.

GUEST BLOG:
SELL MORE STUFF:
FOOD SHOULD BE FUN 2

www.vendingmarketwatch.com/
12306502

VIDEO: 0CS Highlights
- February 2017

www.vendingmarketwatch.com/
12305950

Only Available
on the Coffee Service
Channel

OCS OPERATOR

Visit www.vendingmarketwatch.com/coffee-service
or have it delivered to your inbox at
www.vendingmarketwatch.com/reg/newsletter/
display
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Connect with Us.

Transform your business with interactive technology
from Crane Connectivity Solutions.

Increase revenue.
Improve operational efficiency,
Enhance the consumer experience.

NAMA OneShow;
booth-613

Connectivity
CRAN E@ Solutions

4,000,000,000 transactions
every week...and growing.

Grow with Us.
NAMA OneShow, booth 613

Visit us at NAMA OneShow, where we will
introduce the latest innovation from CPI: the
— new MEI® CXB2™ global note validator.
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CRANE | PAYMEN

www.CranePl.com



P‘EDITOR'S NOTE BY EMILY REFERMAT

Stop Being The
Silent Partner

Invisible service is easily replaced, so make sure your brand is

strong and stands for something.

ome things don’t change. One is the percep-
tion (and value) of a brand compared to a
generic. I was recently looking for an article
in our archives and happened across a Pub-
lisher’s Note written in 1997 by then publisher
of Automatic Merchandiser, Gloria Cosby. In her
articulate way, she brought
up the idea of being con-
sidered generic, and how it
can be so easy for location
managers to consider vend-
ing service generic, because
machines rarely have the
company logo or name
prominently displayed.
That was 20 years ago, and
I would say the statement
is as true as it ever was.
Many micro markets have a
bit more branding, albeit of
the micro market supplier,
instead of the operator
servicing the account.

WHAT IS
out of
sight is
ultimately
forgotten.

The invisible hand

I think the fact that vend-
ing operators don’t brand
themselves has its roots in
multiple reasons. The first
is how drivers service routes. A driver stocking
early in the morning, before the normal work
rush, is unseen. And that was a trait of which
the industry was proud. The vending machine
was always clean, filled and working — no
hassle service for the customer. But what is out
of sight, is out of mind, and ultimately forgot-
ten. This invisible service hasn’t helped the

image of vending. Instead, it has left vending
service as a commodity. Our competition, on
the other hand, has upped the brand angle from
McDonald’s to Wa-Wa convenience stores.
Another reason I've heard for the lack of
branding is to avoid receiving complaints. After
all, if there is no one listed to complain to, then
no complaints are made. This is just short-sighted,
and doesn’t apply to our current society with
social media and smartphones that offer built-in
cameras. The frustrated user has an even larger
outlet to voice complaints along with a greater
ability to negatively shape others opinions of
vending machines, micro markets and office coffee
service. A brand is more important than possible
negative reviews. People are loyal to a brand, pay
more for a brand and tell others about a brand.

Take a strong stand

It’s time to take your brand to the next level.
Instead of being a generic or unknown private
label on coffee or fresh food items — make it
stand for something. Pair it with flavor, fast
service, healthy items or whatever makes your
operation stand out in the area. Revamp your
website presence, social media and digital mar-
keting — anywhere you put your brand (and
tagline). Make sure uniforms, trucks, etc. have
the brand. These are billboards. Use micro
market kiosks, vending machine promotions
and signage near the coffee brewer to tell your
story, and ensure the user knows your name.
This is what will drive loyalty. You are already
a partner with the location to provide refresh-
ment. It’s time to stop being the silent partner
and be the showpiece with whom a location is
glad to be doing business. |«

n Facebook/VendingMarket

@VendingMagazine LLIJ http://linkd.in/VendingMarketWatch
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Goodness™

The Future of Convenience, Today

Designed to satisfy with a better user experience
and better-for-you options, you can expect results with
Hello Goodness. With turnkey solutions and trusted
choices brought to you by PepsiCo, convenience just got
easier, and more profitable, for you.

- PEPSICO

Want to know more? Say hiat pepsicohellogoodness.com



VendingMarketWatch Top News Stories

Indiana Senate Passes
Micro Market Bill

n February 2017, the Indiana

Senate Commerce & Technol-

ogy Committee and then the
full Indiana Senate passed a bill that
codifies the definition of a micro
market. SB 77, authored by Sen. Jon
Ford and co-authored by Sen. Jim
Merritt and Sen. Tim Lanane, was
designed to protect the investment
of all members operating in the

rapidly emerging micro market seg-

ment of the vending industry.

Need for legislation

According to the Indiana Refresh-

Leg:iSIathn

~ONFIRM

The Indiana Refreshment Providers Association

ment Providers Association (IRPA),
formerly known as the Indiana Vending Council (IVC), micro markets have been
allowed to exist in Indiana as the result of a “Governance Document” negotiated
with the Indiana State Department of Health (ISDH), which Jeff Snyder, president
of IRPA considers nothing more than a “gentleman’s agreement” that could be
rescinded at any time. A governance document does not have the force of law (either
statutory or rule) and the amount of investment in micro markets has grown too

large to leave to chance.

(IRPA) is fighting for clear micro market definitions.

Now that it has passed in the Senate, the bill will move to the Indiana House of Repre-
sentatives. IRPA continues to support the bill, planning for the next legislative session.

FIVE 7:17; TAR
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COFFEE SERVICE
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Five Star Acquires
Southern Coffee
Service

P Five Star Food Service
announced the acquisition of
a Chattanooga coffee service
legend, Southern Coffee
Service or as the locals call
it, “Southern”.

Long a staple in the

coffee and water service
industry in Chattanooga,
Southern and former owner
Robert Berman are per-
haps as well-known for

its civic engagement and
philanthropy across the
region. Berman purchased
Southern Coffee Service

in 1984 from its original
owner James Powell, Sr.
who founded the company
in 1960. After acquiring
ARAMARK Tri-State division
in 1990, Southern grew into
one of the largest and most
respected vendors in the
area. Berman will remain
active in the business at Five

Star serving in a sales and
customer service capacity.
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New York Vendor
Expands K-Cup Mix-n-
Match Retail Concept

Plattsburgh, NY based
Valley Vending is expand-
ing its coffee and tea retail
model, including offering it
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to those in the vending and
coffee sector, reports Press
Republican. The retail model
includes opening a store
front, Choice Coffee, in both
Plattsburgh and Queensbury,
NY, where customers have
the opportunity to mix-n-
match different K-cups.

Elior Group To Acquire
MA-based Vending,
Micro Market Operator

Corporate Chefs

P Elior Group is planning
to acquire Corporate Chefs,
expanding the company’s
position in the United States
on the Business Dining and
Education markets. Elior
Group, one of the world’s
leading operators in the
contracted food industry, has
signed a definitive agree-
ment through its US subsid-
iary, culinary management
leader Elior North America,
to acquire Corporate Chefs,
a Massachusetts-based
provider of freshly prepared,
high quality meals for the
Business Dining and Educa-
tion markets.

-

¥ \L CASCO BAY VENDING

MAINE'S PREMIER HEALTHY VENDOR

Casco Bay Vending
Acquires Two Maine-
Based Competitors

P Casco Bay Vending

has acquired Maine-based
competitors Pine State Vend-
ing, a division of Pine State
Trading Co, and Canteen of
Maine in an amicable acqui-
sition. Casco Bay Vending,
based in Lewiston, Maine,
assures employee retention
with comparable or improved
employee opportunities
while keeping all companies
Maine-based and managed,
honoring long-held traditions
for all.
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FOOD SERVICES
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Reno Snax Purchased
By Accent Food
Services

P> Accent Food Services has
completed an asset purchase
of Reno Snax, Reno, NV.
This served as Accent’s fifth
acquisition over the past year.
The acquisition was led
by Ray Leydecker, Director of
Business Integration. Reno
will serve as an anchor for
Accent Food Services focus on
growth throughout the region.

y P 600th Micro Marlet - 3‘

Five Star Celebrates
600th Market Install

P Micro markets 600 and
601 have been installed at
Meritor, Inc.’s production
facility in Morristown, TN
about a 45 minute drive
northeast of Knoxville,
according to Five Star.
Meritor, a longtime vending
customer, is a global supplier
of axle, brake and suspension
parts to original equipment
manufacturers and the
aftermarket for commercial
truck, trailer, bus and coach
and off-highway machinery
manufacturers, in addition to
defense contractors.

Keurig Green Mountain
To Pay Civil Penalty

P The U.S. Consumer Prod-
uct Safety Commission (CPSC)
announced that Keurig Green

Mountain, Inc., of Waterbury,
Vermont, has agreed to pay a
$5.8 million civil penalty to
the government.

The penalty settles
charges that Keurig know-
ingly failed to report a defect
and unreasonable risk of
serious injury to CPSC imme-
diately with Keurig MINI
Plus Brewing Systems, as
required by federal law.

Keurig recalled about 6.6
million MINI Plus brewers in
December 2014.

o |
Bevi Partners With

Canteen On Seltzer
Machine Distribution

P Bevi, a company that
designs high-tech coolers for
sparkling and flavored water,
announced a distribution
partnership with Canteen,
the nation’s leading provider
in unattended retail solu-
tions. This agreement adds

a revolutionary offering to
Canteen’s product lineup,
reflecting changing consumer
demands for more personal-
ized, healthy and sustainable
beverage offerings.

Treat America/
Company Kitchen Buys
Harris & Pipkin

P Treat America Limited,
d.b.a. Company Kitchen
announced that it acquired
the assets and operations of
Harris & Pipkin, Inc. of St.
Louis, MO. Adviser on the
transaction was Marc Rosset,
founder and president of
Professional Vending Consul-
tants, a specialized inter-
mediary for acquisitions of
vending and OCS companies.

TOP NEWS |«

People in the News

USG Names Ed Cunningham C00

Unified Strategies Group (USG) announced

that Ed Cunningham, formerly vice presi-

dent of purchasing, has been promoted to a

new role as chief operations officer (COO).

Ed possesses 40 years of experience in the

industry and is a true veteran.

Cantaloupe Adds Industry Leader

Elyssa Allahyar-Steiner

Cantaloupe Systems announced that it has
hired known industry leader, Elyssa Allahyar-

Steiner to head up its marketing team as

the company continues to grow into markets _
including cashless, micro markets and other

unattended retail segments.

U-Select-It Announces
New Regional Technical
Sales Managers

U-Select-It Inc. announced
Michel Potvin and Steve En-
dres have joined the company
as Regional Technical Sales

3
Potvin

Endres”

Managers for the Eastern and Western regions of

the United States and Canada respectively.

Maryland State Delegate Antonio
Hayes Visits Black Tie Services

Scott Meskin, Black Tie Services President
and NAMA Board Member, hosted Maryland
State Delegate Antonio Hayes (D-Baltimore)

for a site visit at the company’s headquar-

ters Friday, January 6.

Accent Food Services Adds New
Members To Executive Team

Accent Food Services, a vending, micro
market and office coffee service provider
in Austin, TX, recently announced several

additions to its executive team.
Shauntel Deshautelles has been named Se-

nior vice president of human
resources; Julie Ausherman
is vice president of finance;
and Richard (Rich) Gottbrath
became director of strategic
development and planning.

Gottbrath

)

Fi

LUSIEIGED]

Deshautelles
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P‘TOP NEWS

John Murn Believes
New Vending Machine
Will Rival Amazon Go

ndustry veteran John Murn has
announced his new vending
machine named Lisa and is calling

it the future of auto retail.

To be released in May, Lisa is a
glass fronted vender that accepts mul-
tiple cashless payment options before
unlocking the door and allowing the
customer to make selections of food or
any item. Smart shelves detect when
items are removed and the account is
charged when the door closes. Addi-
tionally, Lisa recognizes users, learns
their preferences and rewards them

with loyalty promotions.

Scalable solution

Lisa is a glass fronted vender that accepts
multiple cashless payment options before
unlocking the door and allowing the customer to
make a selection.

It will compete with Amazon Go because it is scalable, Murn explained to Forbes in
a recent online interview. With this concept, Murn can offer stores a shelf or a few
shelves instead of a full-store concept with Amazon Go, Murn is quoted as saying.
Lisa prototypes are already in the field and Murn is getting orders from all over the
country, cites the Forbes article.

CALENDAR OF EVENTS

MARCH 7

MAMA Lobby Day - Missouri
Missouri capital building,
Jefferson City, MO

Phone: 314-627-0690
www.mamavending.org

MARCH 23-25

NCA Annual Convention 2017
JW Marriott Austin,

Austin, TX

Phone: 212-766-4007
www.ncausa.org/convention2017

APRIL 19-21

2017 NAMA OneShow
The Venetian,

Las Vegas, NV
Phone:312-346-0370
www.namaoneshow.org/

APRIL 20-23
Global Specialty Coffee Expo
Washington State Convention

Center,

Seattle, WA

Phone: 562-624-4100 L

coffeeexpo.org Nestlé USA To Move
MAY 17-19 Headquarters To
MAMA Annual Convention Vlrglﬂla

Camden on the Lake Resort, Spa
and Yacht Club,

Lake Ozarks, MO

Phone: 314-627-0690
www.mamavending.org

P Nestlé USA, a subsidiary
of Nestlé S.A., a leading
global nutrition, health and
wellness company, today
announced that it will transi-
tion its corporate headquar-
ters to Arlington County, VA
starting later this year. The
move marks an important
milestone in the company’s
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history and signals Nestlé’s
commitment to future invest-
ment and growth in the U.S.
With the move, the com-
pany also demonstrates its
leadership in responding to
the rapid pace of change in
the food industry with a new,
more efficient structure and
closer proximity to the bulk
of its business and stakehold-
ers. The company expects to
bring approximately 750 jobs
to the Washington, D.C. area
with this transition.

Canteen Acquires
Rochester, MN-Based
D&R Star Vending

P Canteen, a division

of Compass Group North
America, has purchased
D&R Star Vending from Mike
Hawkins, according to Post
Bulletin. The sale included
just the vending business,
with Hawkins retaining the
amusement segment and
family fun center. All the
vending employees were
hired by Canteen after the
sale with no jobs lost, says
the source. The contract was
final on December 13, 2016.

Audax
Group

Audax Private Equity
Purchases Accent
Food Services

P Audax Private Equity
Audax announced it has
partnered with manage-
ment to acquire Accent
Food Services, LLC Accent.
Audax acquired Accent from
Silver Oak Services Partners.
Terms of the transaction
were not disclosed.



Vending Technologies
Program In Jeopardy

P> For 27 years the Vending
Technologies Program (VTP)
has thrived, heavily sup-
ported by owners of local
vending machine companies,
product distributors and
brokers, and national vending
equipment manufacturers. As
of 2017, however, the VTP

is in jeopardy. A change in
the CIP Code has revealed
that CIP Code 47.0109 for
Vending Machine Repair no
longer exists on the US DOE
national database, therefore
the program was approved
under 47.0106 Appliance
Installation and Repair Tech-
nology/Technician CIP Code.

However, under the 47.0106
Appliance Installation and
Repair Technology/Technician
CIP Code the instructor Davis
Haines has not been issued an
emergency teaching certificate
by the Pennsylvania Depart-
ment of Education authorizing
agency, Temple University.
They state several reasons: the
task grid for vending does not
match the task grid for small
appliance repair, and that the
instructor cannot show two
years’ experience in small
appliance repair.

Black Tie Vending
Services & Accent
Food Services Merge

P Black Tie Vending
Services and Accent Food
Services have completed an
asset purchase agreement
making Black Tie part of the
Accent family. This transac-
tion represents the largest for

Accent and will establish an
East Coast presence under
Accent’s Mid-Atlantic Divi-
sion. Scott Meskin and the
Black Tie Vending Service
team will remain on board
with Scott leading the charge
as Division President.

Former lowa Mayoral
Candidate Charged In
Vending Crime

» Former Council Bluffs,
IA, mayoral candidate Mat-
thew Hartfield has been
charged with stealing vend-
ing machines in Nebraska,
according to CBS2lowa.
Hartfield pleaded not guilty
to a dozen misdemeanor
counts of theft.

Authorities report that
the thefts started occurring
in November when “a well-
dressed man would enter
an Omaha store, measure a
machine and take it,” with
promises to bring back a
larger one. The owner of the
vending machines has an
estimated loss of $10,000.

Evergreen Vending
Acquires S & S Vending
0f Oregon

P Evergreen Vending — a
vending operator in the
Pacific Northwest has
acquired all of the assets

of S&S Vending of Tuala-
tin, Oregon from Dave and
Rhonda Brown as of January
31, 2017. The Browns
decided to retire after 45
years in the industry. They
originally purchased the 60
year-old locally owned vend-
ing company in 1990 when
the founding owner, Walt
Skuzeski, retired.

TOP NEWS

People in the News

Industry Veteran Jerry Browning
To Retire

After more than 40 years in the vending
industry, Jerry Browning, account executive
at Vistar, retired at the end of December
2016. “It’s been really enjoyable,” Browning
told VendingMarketWatch.com about his time in
the industry.

Royal Cup Coffee & Tea Welcomes

Anne Pritz As Chief Marketing Officer

Royal Cup Coffee & Tea (Royal Cup), a leading
importer, roaster and distributor of premium and
specialty coffees and tea, announced that Anne
Pritz, former chief marketing officer (CMO) of
Sbarro, has joined the company as its new CMO,
effective November 28, 2016.

Former NAMA Chair Kenneth Nowak
Passes Away At 84

NAMA announced the December 3, 2016
passing of NAMA Chair Emeritus Kenneth J.
Nowak. Nowak, who was president of Vari-
ety Food Services in Warren, MI, served as
NAMA chair in 1984 and was a longtime member
of the association. Nowak was 84.

Farmer Bros. Co. Announces
Executive Management Changes

Farmer Bros. Co. announced the resignation of
Isaac Johnston, treasurer and chief financial of-
ficer, effective January 6, 2017, to accept another
opportunity.

On February 17, Farmers Bros. Co. announced the
appointment of David G. Robson as treasurer and
chief financial officer, effective February 20, 2017.

Additionally, the company announced the promo-
tion of Scott A. Siers to the executive management
team. Siers is currently the senior vice president
and general manager for Farmer Bros.’ Direct Ship
business unit.

Farmer Bros. also announced Barry C. Fischetto,
senior vice president of operations, has resigned
from the company, effective immediately, to pur-
sue other opportunities.
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Folgers® Black Silk is a
TOP 10 retail coffee item
with a loyal following

Bold, Yet Smooth
Ter For The Office

Blsk S
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Now available in Foodservice, luxurious

Folgers Black Silk dark roast coffee
delivers a uniquely bold flavor with an

exceptionally smooth finish and aroma.

Resealable Filter Pack

Coffee and filter in one for
consistently bold, flavorful coffee.

Fraction Pack

Pre-measured fraction packs
save time and coffee waste.

*IRI Total US MultiOutlet Current 52 Weeks ending Sept 6, 2015, IRI NCP; Buyer Overlap between Folgers
MS Black Silk, Maxwell House Mainstream Dark Roast & Starbucks Premium Dark Roast 52 WE 9/6/2015

©/TM/® The Folger Coffee Company
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P‘OCS UPDATE

Coffee: Integral To
The Workplace Cafe

rogressive businesses are get-
ting the message about break-
rooms. These spaces need to be
redesigned to promote networking,
collaboration, refueling physically,
and creating a positive corporate
culture. Coffee, related products,
and those who deliver them, are
right in the center of this revolution.

Showcasing the brewer

The fact that Millennials bring an
appreciation of the coffeeshop with
them to the workplace has influenced

what the new breakroom looks like.
The most well designed mimic the
clean, open spaces of cafes with win-
dows as well as tables and lounging
areas. The coffee becomes a main
attraction. The brewer is not set in
a quiet corner, but put on display.
Specialty coffee brewers, especially
espresso machines are highly appre-
ciated. According to 2016 National
Coffee Association (NCA) data, 94
percent of people with an espresso
machine at work were very/somewhat
satisfied. Nearly 10 percentage points
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By Emily Refermat, Editor

Employees are
driving a reinvented
breakroom centered
on coffee and
coffee-based drinks.

less, 86 percent said the same about
drip coffee brewers.

Specialty beverages are really
growing the office coffee segment
in these redesigned break areas.
Machines that make lattes, cappuc-
cinos and flavored gourmet beverages
with solubles are valued. The percep-
tion of these drinks is often higher
among consumers than traditional,
plain coffee, regardless of roast or
sometimes bean quality. NCA found
an increase in consumers opting
for espresso-based beverages which



55

4

includes cappuccino, espresso, latte,
café mocha, macchiato, flat white and
caffe Americano. It increased to 18
percent of the cup share, double what
it was in 2011.

Some of this equipment really
adds to the atmosphere with similar
sights, smells and sounds of the cof-
feeshop. The bean-to-cup machines
are enjoying popularity in cafe style
breakrooms because the sight of the
beans, sound of the grinder and smell
of fresh coffee reminds employees of
a quality cafe experience. Millenni-
als especially value experience. Being
able to interact with the coffee brewer
to create a drink as well as experience
the coffeeshop atmosphere has high
appeal for this demographic.

Cold brew in many forms

In a class by itself is cold brew,
another growing trend. Produced
by coffee that has been steeped in
cold or room temperature water for
12 or more hours, it is smooth with
a lower acidity than traditionally
brewed coffee. Subtleties in flavor
also arise. Since this drink became
popular a few years ago, traditional
OCS operators have struggled with
how to bring it to the workplace
since it needs to be refrigerated and

OCS UPDATE |«

3 0CS extensions for the modern breakroom

1. LET THEM EAT
Add-ons to the new
workplace cafe are
welcomed by em-
ployees, enhancing
the experience and
appreciation for the
service. Operators in
areas of California,
lllinois, Alabama, Kan-
sas, etc. report great
success adding snacks
and other beverages
to this new, coffee-
focused workplace
concept. For many it’s
healthy snacks, like
nuts and granola. For
others, it’s an entire
mini kitchen worth of
food paid for by the
company. The solution
should be scalable.

2. PROVIDE
NATURAL
HYDRATION

Water especially is
an area where OCS
operators are branch-
ing out. Point-of-use
water filtration sys-
tems have become af-
fordable for locations
that couldn’t afford

5 gallon systems, or
opted for a solution
with less transport
and storage hassles.
The IBWA reports that
the volume of home
and office delivery

of bottled water
slipped in 2015,
while water consump-
tion increased. Water
has been increas-
ingly popular for

it’s lack of artificial
ingredients and its
perception of being a
healthful alternative
to other beverages,
said IBWA. While not
strictly water service,
PET bottled water
has been trending
upwards in consump-
tion as well.

3. MODERNIZE THE
EXPERIENCE
Technology is also
starring in this break-
room. It is the video
screens on brewers
that tell the story of
the coffee roaster and
the touchscreens that
assist users in build-
ing their ideal hot
beverage. These brew-
ers report issues to
operators and prompt
users to clean or
perform small main-
tenance tasks. Don't
miss the opportunity
to offer technology in
personalizing water
either, with units that
allow different levels
of carbonation into
sparkling water as well
as some with flavors.

has a short shelf life. Early adopters
offered it in growlers and kegs. Oth-
ers started using bottled options that
could be placed in coolers and were
ready to drink. Some even sell the
filter and coffee to locations with a
“cold brew pitcher,” so the office staff
can make cold brew themselves. NCA
data shows cold brew consumption,
past day, at 3.4 percent and our own
State of the Office Coffee Service
Industry data shows 31 percent of
operators are providing it in some
form, up from 25 percent in 2015.

There are more elements that
make up the new workplace break-
room, but at its heart is coffee, the
drink that has been associated with
workplaces for decades, perhaps lon-
ger. Focus on getting the coffee right
for the demographic, and the rest
will follow. This is the modern age
of coffee service, where being part of
the breakroom means more than a
brewer on the counter. Instead, it’s a
partnership between the OCS opera-
tor and the location to set a tone to
attract and retain employees. | €
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P‘TECHNOLOGY TRENDS

Getting
Into Cashless

Vending: A Guide

No Matter
Your Size

By Adrienne Zimmer, Contributing Editor

The entry into cashless varies for operators of all
sizes, from those with 100 machines to others with

more than 100,000.

n the world of vending, “cashless” is trending.

According to Automatic Merchandiser’s latest State

of the Vending Industry report, the number of vend-

ing machines in the U.S. that accept credit and debit
cards has reached 15 percent, and that number is predicted
to consistently grow in the coming years.

It’s not hard to see why operators are looking to cash-
less options. Cashless has been proven to increase sales
at many locations; it benefits operations’ bottom lines and
increases customer satisfaction; it also has been shown to
boost higher ticket transactions. But is a cashless invest-
ment right for your operation? Operators of all sizes speak
to their own cashless experience, weighing the challenges
and the many benefits.

A small-operator’s tale

The majority of vending operations in the U.S. are identi-
fied as small-sized companies. Automatic Merchandiser
reports that 50.5 percent of vending companies are ‘small;
with a revenue range under $1 million.

Mike Kever, president of Advantage Vending in Searcy,
AR, is one of those operators, with a little more than 100
vending machines. Despite his size, Kever invests in cash-
less. He was initially interested in investing in telemetry
so he could use a vending management system (VMS) and
prekit, but after talks with USA Technologies (USAT), he
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was convinced to add cashless readers as well. “I was already
going to be adding telemeters, so adding cashless readers was
just the simple next-step,” he said. “If you have a machine
doing $45 per week in sales, it’s worth it getting a cashless
device.” Kever has 80 telemeters and 30 cashless readers.
Within 3 months, he saw location sales grow 15 percent.

Many small operators who are using older equipment
are fearful that integrating cashless will mean they also
need to purchase new machines or spend a lot of money
making upgrades, which isn’t the case, says Kever. “What
some small operators don’t understand is that there are
companies like Vendors Exchange and InONE Technol-
ogy that will help you upgrade universal control boards
so you don’t have to get a new machine to have cashless,”
he said. In fact, cashless doesn’t have to be a huge invest-
ment, according to Kever, because more often than not,
it will be an ongoing process for small operators.

Kever started adding cashless readers 3 years ago,
beginning with 10, and has added a few more each year
as he sees fit. “The nice thing about it is that the upfront
costs are minimal. I paid a few hundred dollars,” he said.
Small operators are challenged with adding new technology
because personnel is limited when it comes to installing the
devices. Kever notes that if you get the right partnership
with your technology provider, they may come and help
you install the devices.
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Plus, cashless has fewer service
calls, says Kever, which is a relief for
small operators who wear many hats
in their organization. In the future
he will continue adding cashless with
Parlevel and USAT. “It’s hard to say
what the growth will be for operators
but the easier you make it for custom-
ers to pay, the better,” he said. “For
us, implementation wasn’t difficult. In
fact, even after implementation, chal-
lenges that come with
cashless aren’t different
from daily operational
ones. I've never had a
card reader fail.” The
reliability of the equip-
ment and ease of instal-
lation made cashless a
hassle-free investment
for Kever.

A guide if you're mid-size
Medium-sized operations — which
make up 26.6 percent of the indus-
try with a revenue range between
$1 million and $4.9 million — face
similar benefits of cashless. Gary
Arwin, president of Orlando, FL-
based Gator Vending, Inc., began
beta-testing a cashless option for a
company in 2012, but when the tech
company went out of business, Arwin
turned to PayRange, beginning with
30 PayRange devices. Today Arwin
uses both PayRange and USAT and
35 percent of his sales are cashless,
which has reduced cash loss risk and
increased sales. “We have more than
200 machines with cashless,” said
Arwin. “And with two-tier pricing,
cashless is a worthwhile investment.”

Vending operators, no matter
the size, have the option of buying,
renting or leasing card readers, but
as Arwin notes, that decision is up
to each operator. “We do all three
because we didn’t know right away
which one would make more sense
for our company,” he said.

Ryan Harrington, president of
Portland, OR-based Royal Vending

went 100 percent cashless in 2015 in
a partnership between Parlevel and
USAT. He pays a monthly service fee
but says the fee isn’t a negative factor
in offering cashless. Rather, integrat-
ing cashless allowed the company to
consolidate and become more effi-
cient, eliminating some labor costs.
“Now that I’ve done this, it keeps us
competitive,” said Harrington. As a
mid-size operator, Harrington wor-

VENDING operators,
no matter the size, have
the option of buying, renting
or leasing card readers.

ried that getting into cashless might
be an expensive endeavor, however,
the ROI was immediate.

The setup and implementation
was simple, too, Harrington notes.
“We deal with the cashless pro-
vider very little.” Harrington warns
operators that an additional invest-
ment may be needed if the signal at
a location is weak, in which case an
antenna may be necessary to ensure
transactions go through.

Scott Halloran, co-owner of
Richmond, VA-based Trolley House
Refreshments, agrees. “Cellular cov-
erage is an issue at some locations,”
he noted. “Some buildings simply do
not have the signal we need to run the
cashless units.” To remedy the chal-
lenge, Trolley House Refreshments
— which has grown to 85 percent
cashless with NAYA X — works with
its clients to find solutions such as cel-
lular repeaters, internet connection,
or exterior antennas on the building.
“This is another layer of cost for the
operator,” Halloran continued.

One of the biggest challenges Trol-
ley House Refreshments faces as a
medium-size operator growing into

TECHNOLOGY TRENDS |«

the ‘large’ category is manpower to
focus on the deployment of cashless.
“We have to fit deployment in around
our normal operations which slows
the process,” he said.

Additionally, there are challenges
with managing data once an opera-
tion begins adding technology. “Data
management is a struggle for an opera-
tion of any size,” said Halloran. “As
operators we are all using three to
six different platforms,
many of which do not
communicate with each
other. Deploying cash-
less is another database
to manage and we have
to be careful when units
are swapped from one
machine/location to
another to keep the data
accurate in the backend
system. This can get messy. Our part-
ner has listened to our issue and is
working on a solution that will auto
populate data using the VMS infor-
mation.”

Despite the challenges, customer
acceptance of cashless is high for
Trolley House Refreshments. In fact,
usage can be as high as 50 percent at
some locations. In 2017 the company’s
goal is to merchandise its machines
differently with higher price point
items that did not sell prior to credit
card acceptance.

When growth continues

For large and extra-large operations
— categorized as those companies
with a revenue of more than $5 mil-
lion per year — adding cashless is
no easy feat. Those operations must
consider hardware costs, transaction
costs and service charges, according
to Mike Coffey, senior vice president
of strategic initiatives for Canteen
Vending which currently has more
than 100,000 vending machines with
cashless capabilities through Crane,
USAT and Cantaloupe. When get-
ting into cashless, Coffey warns
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that operators need to know what
network they will be on and invest
in technology that will work with
network changes. “AT&T just shut
off 2G and we had to travel to 12,000
machines and make upgrades on our
equipment,” said Coffey. “Make an
investment into the most futuristic
network, even if it’s a quarter more
for that service, you’ll save money in
the long run. Otherwise you’re going
to have to replace the card or the
whole reader and you’ll have to cover
the costs associated with installing
and changing them.” Coffey recom-
mends going with a 4G network. “You
might have issues with signal at some
locations so do your research on who
the best carrier is in the area. Even
then, that might not be enough so
yowll have to invest more in a booster
signal,” he said.

Coffey warns that the larger a
company gets the bigger the manage-
ment task when adding cashless. The
company has trained its drivers to
swipe a card and cancel the transac-
tion during each stop to guarantee the
device is operating properly, which
cuts into time spent at the location.

One thing large and small opera-
tors alike have in common is that
cashless is an ongoing investment,
says Roger Sweeney, vice president
of sales at Illinois-based Ace Coffee
Bar, which uses both Microtronic US
and USAT. The company first started
into Microtronics pure cashless sys-

 I—

Advice from the field

Investing in cashless can be a big step for some operators. Mike Kever,
president of Advantage Vending in Searcy, AR, warns small operators that
if you're just now thinking about adding cashless, you're behind. But it’s
not too late to make the leap. “The reality is that no matter your size or
the investment amount, it’s worth it because if you don’t, someone will
come along with that service and take your business.”

Ryan Harrington, president of Portland, OR-based Royal Vending, recom-
mends that operators choose a cloud-based VMS if their operation is
adding both VMS and cashless simultaneously. “There are no future
costs of hardware and manufacturers will even work with retrofitting your
machines,” he said. He also notes that operators should focus on getting
a provider that works best for their operation. “Interview all of the manu-
facturers and determine what are must-haves for your business,” he said.
“We didn’t know what to expect, but we knew it was important to have

tem when a customer had to eliminate
the use of change in its manufactur-
ing plant. Since then the company
has installed a second large facility
with Microtronics cashless system,
and has USAT readers on 30 percent
of its machines.

While the company has seen 30
to 40 percent card usage on machines
and an 11 to 15 percent sales lift at
locations, there have been challenges,
too. “There’s a difficulty recovering
the cost at first,” said Sweeney. “But
card processors have dropped the
price down in the last six months, so
it has been less expensive.” Sweeney
sees a return on investment in about
one year in most locations.

But cashless isn’t just about
swiping a credit or debit card, says
Sweeney. It’s also about creating an
experience for the customer. “Cash-
less also means you can offer Apple
Pay or Android Pay,” said Sweeney.
“The only tough decision is choosing
which payment methods you want to
offer. We are betting on Apple Pay.”
Offering these up-to-date payment
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someone assisting us with getting everything online.”

When it comes to choosing a cashless provider, Mike Coffey, senior

vice president of strategic initiatives for Canteen Vending recommends
focusing on the manufacturers with support staff nearby. “If you have a
problem, you’ll want a solution quick. Focus on network reach and manu-
facturer support when choosing a provider.”

options has kept Ace Coffee Bar
ahead of the competition. “Cashless
is good because it keeps us contem-
porary and it helps with customer
retention,” said Sweeney.

Investing in tech
Generally, Coffey notes, it’s beneficial
to add a cashless option. In fact, it’s
just simple math. “Even a machine
doing $1,000 per year in sales is
making money with cashless,” said
Coffrey. “So why not do it?” Zach-
ary Oliver, operations manager at
Dependable Vending believes it’s also
an essential investment for operators
looking to grow. “You have to offer it
in your accounts or you’ll be bumped
out, guaranteed,” he said. Oliver rec-
ommends that operators network
outside their area of business and
shadow an operation installing cash-
less. “Ask questions and learn what’s
compatible with your business.”
Cashless doesn’t come without
its learning curves, but it can be a
simple investment that reaps great
rewards. | €
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Payment Innovation Consumer Connections

USAT is the industry leader in secure, unattended cashless payments and consumer
engagement for the unattended retail market. We provide the industry’s most com-
prehensive, secure, and turnkey suite of services designed specifically to connect

your business to more sales, better operating data, and stronger consumer relation-

ships. Contact your USAT Sales representative at 800.770.8539 for more information.

Visit us at NAMA in Booth #835.

USA

800.770.8539 . www.usatech.com
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|ONESHOW PREVIEW

See the fatest and greatest, includi
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ng nontraditional

vending items and health focused solutions.
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t’s time once again to prepare for the
annual NAMA OneShow. From its
record breaking exhibitor numbers
to three days of educational ses-
sions, the 2017 event promises more
“must-see” opportunities than ever.

Destinations on the show floor
New this year will be a pavilion area
called VENDTHIS! It will showcase
nontraditional vending items from
products to equipment. “We hope it’s
a place that drives ideas and thoughts
around what could be offered,” said
LyNae Schleyer, vice president of
events at NAMA. There won’t be
booths, but representatives from the
companies exhibiting in that area will
be present to talk about what they offer
and how it can be profitable in vending.
Another new pavilion on the show
floor will highlight the NAMA healthy
vending program FitPick, set off with
signage and the program’s distinctive
orange and green. The special focus on
FitPick will bring better-for-you and
nutritional products together making

L

shopping easier. “This is by no means
the only place to find healthy items on
the show floor, but it will have that
special focus,” said Schleyer.

The office coffee service/refresh-
ments pavilion will again be repre-
sented on the show floor. “It’s always
a feature that draws attendees to
see the latest products and brewers

Visit the
VEND THIS Pavilion

A growing number of non
traditional products are using

the vending channel to sell and test
their products. These unique, non-
refreshment items will be gathered
under the VEND THIS pavilion on
the show floor.

VEND THIS allows companies with
non-refreshment products to:

¢ |ntroduce their “vend-able prod-
ucts” to experts who can help

e |ncrease sales through automat-
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that support the OCS channel,” said
Schleyer. Even at booths of well-
known brands, ask what’s new,”
suggested Schleyer, “because there
is always something new at the
OneShow.” With 300+ exhibitors
already booked for the 2017 space,
there will be plenty of opportunity
to do just that.

VEND.>'¢
THISY

ed retail outlets such as vending
machines and micro markets

e Try out a great “test market”
in the ultimate event with the
perfect retail prospects (vending
operators)

Some early adopters in the VEND
THIS feature pavilion are:

e Lane Jumper

e Bar Code Supply
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Destinations to enhance learning
NAMA opens 2017 with four educa-
tional sessions on Tuesday. All sched-
uled prior to the OneShow opening,
the advanced seminars really hit
on the different business lines in
the industry. The topics includes a
micro market session, coffee 101, con-
venience services 101 and fanatical
prospecting or sales team training.
“Most of our members are operating
under multiple channels: vending,
micro markets, coffee service, con-
venience services, food service, etc.
This really brings them all together,”
finished Schleyer.

Wednesday and Thursday also
carry educational sessions. Dr.
Michael Kasavana is back again
in 2017 with an expert panel on

What’s Trending in Vending,
Micro Markets and Coffee Service
plus Optimize Your Business with
a Technology Roadmap. Find out
how politics will affect your busi-
ness with a Thursday morning
presentation by NAMA Knowl-
edge Source Partner Heather Bailey
called New President, New Cabinet,
New Employment Laws: How Does
This Impact Your Workplace?

Mixed in with the on-point seg-
ment specific topics will be a number
of general business education sessions
as well. “We had so much to offer and
so much we wanted to offer, that we
have expanded our education lineup
to Thursday morning providing
three days of training opportunities,”
explained Schleyer.

Destinations for networking

Las Vegas always produces the
largest turnout for the OneShow
in terms of attendees, indicated
Schleyer. “I think it not only lends
itself ideally for a trade show, but
is a great place for networking and
events,” she said. The OneShow
being at the Venetian is convenient
to many venues along the strip for
after hour meetings and hosting
special events to thank customers.
“There is a lot to do,” said Schleyer,
so she reminds attendees to carve
out a block of time for walking the
show floor, engaging with exhibi-
tors to find out what is new and
purposeful networking. “Don’t
overbook yourself,” she said. “That
is the one unfortunate circumstance
I see happen with many trade show
attendees,” she added.

If the idea of walking the 300+
booth show floor is a bit overwhelm-
ing, use the NAMA OneShow app
and on-site show guide to zero in on
the products and services that are
of the most interest. “I encourage
attendees to create target destinations
[using the app and show guide]. It will
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make their time at the show more pro-
ductive,” Schleyer concluded.

NAMA plans to make this event
a showcase for the “Bringing conve-
nience to life” message it revealed
with a new logo and website in 2016.
The marketing approach and show
literature will expand on this idea,
bringing all the segments of the
industry under one umbrella. All
in all, the eighth NAMA OneShow
promises to blast new records and
is a welcome sign of the industry’s
growth. | €

Former First Lady
As Keynote

On Wednesday, April 19, 2017
during the NAMA OneShow
opening session, attendees
will experience a first; former
First Lady Laura Bush as

the keynote speaker. “She

is a beloved icon and we are
delighted to feature her as a
speaker,” said Schleyer.

Her message will not be
political, but one that shares
stories of the White House
and speaks to her current
focus — global human rights
and literacy of children. After
her remarks, former First
Lady Laura Bush will sit down
with NAMA President Carla
Balakgie for a fireside chat.
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BUSINESS BASICS BUILDING BLOCKS FOR SMALL- AND MEDIUM-SIZE OPERATIONS

A ROAD MAP

To Prepare Your
Business For Sale

Whether you plan to sell tomorrow or in 10 years, it is worth being prepared.

by Michael Kelner, Contributing Editor

magine this, if you will. You’re

about to set out on the trip of

a lifetime. You’ve planned for

months, invested quite a bit of

money and are eagerly antici-

pating the wonderful time that
you’re sure to have. You hop into your
car, and set off down the road, only
to realize that you’ve forgotten your
map. What do you do? Do you shrug
your shoulders and keep driving, hop-
ing to eventually end up in the correct
spot? What do you think your odds
are of arriving at the destination of
your dreams without a map to steer
you in the right direction?

Selling your business is very
much like taking a road trip. Just
like planning ahead and follow-
ing a map will make sure that you
have the vacation that you’ve envi-
sioned, taking steps to make sure
everything is in order well before
you plan to sell will ensure that you
have a smooth sale and maximize
your financial reward.

But there’s no need to go it alone!
I'm here to map out the path to a suc-
cessful sale, whether that’s three, five
or ten years down the road. Read on
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Mike Kelner is the
founder of Vending
Biz Broker LLC, a full
service merger and
acquisition firm serv-
ing the vending, office
coffee and bottled
water industries. He

can be reached at mike@vendingbizbro-
ker.com or 704-942-4621.

to discover the steps you need to take
to prepare your business for sale.

Five to 10 years pre-sale

During this time you should review
your corporate structure and its
potential impact on the transaction.
Most buyers are only willing to enter

into asset purchase transactions for a
multitude of reasons. Selling a C-Corp
in this manner results in taxation at
both the corporate and personal level.
This means you could end up paying
15 to 20 percent more taxes when all
is said and done.

In order to avoid this situation,
businesses need to elect to transition
to a more favorable tax structure. In
most circumstances the Internal Rev-
enue Service (IRS) requires this be
completed five years or more before
the business is sold, otherwise the
transaction may not receive the more
advantageous tax treatment. Your
certified public accountant (CPA) or
tax adviser should be able to walk you
through the process.

Ownership issues also need to be
addressed. If possible, owners that are
not active in the business should be
bought out. When the time comes to
sell, you don’t want to be held hostage
by a former partner, ex-wife or retired
parent. These are impediments to
buyers and need to be avoided.

This is also the time when you
need to consider moving certain
assets out of the corporation. This
could include real estate, land,
trademarks or subsidiaries that
you don’t intend to sell with the
primary business.

Three to five years pre-sale

This is the period of time when you
want to build a company that can sur-
vive and thrive without you. Buyers
want to know that the business can
continue to grow and flourish with-
out the departing owner.

Now is the time to build a manage-
ment team that can run the business
on a day-to-day basis. It is vital to del-
egate the responsibility and author-
ity to your middle managers so that
they can gain the experience neces-
sary to be of value to an acquirer.
With their assistance, processes and
controls can be implemented in the
business, which provide a buyer with
confidence that the business is well
run and sustainable into the future.

It is also advisable to have a pro-
fessional valuation of your business
completed in this time frame. The
valuation will provide you with a
starting point for the consideration
of a sale. Comparing this initial valu-
ation to your goal will help you to
further assess the work to be done
and the required time to completion.

Begin to look at your financial
statements with a buyer’s eye. Ask
yourself these questions:

e Are sales growing consistently
year-to-year?

e Are gross profit margins improv-
ing or declining?

February/March 2017 | VendingMarketWatch.com | Automatic Merchandiser 25



LOOK A
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FINANCI
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O Are sales growing
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' to-year?
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Are gross C
profit margins
improving or
declining?

Are expenses in
line with industry

standards?
Are expenses ’
growing
faster than
sales? ’
O Are capital
expenditures
being made?

e Are expenses in line with industry standards?
e Are expenses growing faster than sales?
e Are capital expenditures being made?

At the same time, you now want to begin dealing
with unprofitable customers or lines of business. This
may mean pulling poorly performing accounts, raising
prices, lowering commissions or renegotiating contracts.
Similarly this is the time to take a hard look at your third-
party vend management business and its impact on your
margins and profitability.

One to three years pre-sale

As you get closer to your target date, it is important to
get your books, records and financial statements in order.
Buyers are normally looking at the most recent three years
of financial records. The more formal your statements
(accountant reviewed or prepared versus internally gener-
ated) the better the impression that you will make. Addi-
tionally, this is the time to remove personal expenses
from the business. Although it may cost you some taxes
in the near term it will pay dividends when it’s time to
sell as it demonstrates to buyers that you’re running the
business truly as a business.

NAMA BOOTH 207 NAMA BOOTH 1236

AdvancePierre Foods
FOR ALL YOUR SANDWICH NEEDS

AdvancePierre Foods is a leading national
producer and distributor of value-added, convenient,
ready-to-eat sandwiches, sandwich components and

other entrées and snacks to a wide variety of distribution
outlets including vending, micro markets, foodservice,
retail and convenience store providers.

3

AdvancePierre

Foods

GOOD MORNING, ENERGY

belVita *

HORRS, OF
4. 5

OTHER NATURAL FLAY

NETWT 1.76.07 (50p) 4 BREAKFAST

belVita Breakfast Biscuits offer 4 Hours of Nutritious Steady
Energy. Today’s breakfast consumers want convenience
without sacrificing quality, especially during the busy
workweek!. belVita Breakfast Biscuits deliver the great-tasting
nutrition and energy consumers demand.

For more information on all of the belVita products visit
fs-snacks-desserts.com.

belita

Technomic, Breakfast Consumer Trend Report, 2015
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Satisfy a variety of today’s taste preferences with equipment that is engineered to deliver
great results in the cup, day-after-day. Choose Experience. Choose BUNN.
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Capitalization policies need to
be reviewed and revised. Business
owners naturally want to expense
everything possible in order to min-
imize current year taxes. However,
this practice increases expenses and
decreases net income. The goal is to
portray the business in the best pos-
sible light. Overstating expenses obvi-
ously hurts this cause.

Irecommend a two- to three-year
steady state period for businesses.
During this period, the business
refrains from expanding geographi-
cally, acquiring small competitors or
bringing on new lines of business.
This demonstrates to a prospective
buyer that the business is on solid
footing, grows organically, provides
consistent recurring revenue and is
improving margins while controlling
costs. These are all major concerns of
abuyer so anything that can be done

TO BUYERS
contracts are
seen as
evidence a
business is run
professionally.

to put them to rest will increase the
value of your business in their eyes.

Vending operators have histori-
cally discounted the value of con-
tracts. In their minds, contracts are
not enforceable, too legalistic and
an impediment to a sale. Buyers, on
the other hand, have a dramatically
different view. Contracts are seen
as evidence that the business is run
in a professional manner and that

the client is likely to still be around
once the owner leaves. Therefore
it is important to bring as many of
your clients under contract as pos-
sible prior to a sale.

The final step of this phase is to
have the business once again profes-
sionally valued. A valuation at this
point is an excellent indicator if in
fact you will be able to achieve your
target price. Further, it provides
tangible evidence that your efforts
over the preceding years have been
beneficial.

The final year

It is important to assemble your team
of advisers at this point. This will
include tax advisers, financial plan-
ners, accountants and attorneys.
Interview several attorneys with
an eye to experience in mergers and
acquisitions along with strong negoti-

NAMA BOOTH 1009 NAMA BOOTH 603

The rich, authentic flavor of Café Bustelo® coffee is
available in a variety of formats to meet any need —

PepsiCo Foodservice
is a premier global
Foodservice partner
that leverages the best
of PepsiCo to provide
insights-driven food,
beverage, and equipment } |
innovation and solutions, | qggﬁ : i vy
such as Hello Goodness, | [l '
to drive value and
competitive advantage to
its customers.

Please visit us at the

PEPSICO FOODSERVICE

e
’. .‘o @ ',1‘5

1

from roast and ground fraction packs and whole bean to
Select Brew® On Demand coffees that can offer hot, iced
and specialty beverages. EI Sabor Que No Se Detiene™—
The Flavor That Doesn’t Hold Back™.
Experience Café Bustelo at booth #1009.

F S

FOODSERVICE

2017 NAMA One Show
at booth #605.
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Leer’'s breakthrough Vending Machine

TEER)

An Employee Owned Company

%.ow Investment Cost
/Low Operational Cost
¥ Quick ROI Potential

/Manage Remotely From Your
Laptop or Mobile Device

/Bagged Ice Delivered By
A Cerlified Packaged-Ice
Manufacturer / Distributor

Stop by booth 1623
at NAMA to see a live demo

April 19-21

People often need ice at all hours of the day and night so ice should be available for
purchase 24/7. This method of ice merchandising is built around customer convenience,
ultimately providing more money making opportunities for you, the machine owner.

Call: 800-766-5337 or Visit leerinc.com m#rﬂE USAE
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ating skills. Seriously consider hiring
an industry-specific intermediary to
represent you and help you through
the selling process.

This is the time to review all of
your legal paperwork. Make sure that
your articles of incorporation, per-
mits, licenses, customer and vendor
contracts are current and in order. It
is advisable to run a lien search on the
business as well. This will flag any
old liens that haven’t been removed
and allow time to correct.

You should also clean up potential
liabilities. Make an effort to clear up
any pending or potential legal prob-
lems, such as employee lawsuits, IRS
audits, insurance disputes, etc. A
buyer that purchases only the assets
of your business (instead of corpo-
rate stock) generally won’t get stuck
with inherited legal problems; how-
ever, the very existence of lawsuits or

other problems may raise red flags in
their minds.

Real estate leases need to be
addressed. Review the terms of your
leases. When do the terms end, are
they assumable, is there a buy-out
clause? These are important issues
and you need to know the answer. If
you own the real estate and lease it
back to the corporation, is the lease
at a fair-market value? In this circum-
stance, a market appraisal by a com-
mercial real estate agent is advisable.

It may seem like small potatoes
when compared with the bigger
items on your to-do list, but it’s

extremely important to make a good
first impression. Your office and
warehouse are a reflection of you
and your business. They need to be
neat, orderly and clean. Dispose of
old assets that have no value to you
or a buyer. Provide uniforms for the
employees so they project a profes-
sional image.

Finally, keep your eye on the
ball. Don’t let the business perfor-
mance decline because you are too
focused on the sale process. This
will only give buyers additional
negotiating power and ultimately
lower their offers.

Successfully selling a business is
not a passive process. Just like plan-
ning a vacation or road trip, it takes
thought, planning and preparation.
Putin the effort pre-sale, and you will
ensure that you arrive at the destina-
tion of your dreams. | «

NAMA BOOTH 1624 NAMA BOOTH 801

LITTLE DEBBIE®, AMERICA'S
FAVORITE SNACK CAKE NOW OFFERS
MARSHMALLOW TREATS

CRANE MERCHANDISING SYSTEM

Crane Merchandising Systems’ innovative vending products

Stop by booth #1624 to sample our NEW Marshmallow Treat!
These classic treats are now available to vend operators. Little
Debbie®, America's Favorite Snack Cakes, has 97% brand
recognition* and the products are fast sellers. Did you know
55 times every second, a Little Debbie® Snack is purchased?
Contact your vend broker today to learn about our awesome
2017 promotional allowances.

are specifically designed to grow your same-store sales. The
family of MEDIA machines attracts new consumers and
provides the engaging shopping experience they demand.
With MEDIA, you can manage and configure your machines
remotely - boosting same-store sales with timely and efficient
over-the-air updates to digital advertising, planograms and
prices. Crane Cashless, powered by the Streamware Connect
portal, provides operators greater choices and flexibility, and
fuels operator growth and profitability. VendMAX, the best-in-
class vending management system has transformed business
for more than 200 vending operators.

MERCHANDISING SYSTEMS

CRANE,

*Source: The Nielsen Company, SCANTRACK®, Total US - XAOC + Convenience Channels, 52 Weeks Ending 10/22/16.
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»|OFFICE COFFEE SERVICE

OCS Trends You Need
To Be Doing Now

By Emily Refermat, Editor

Office coffee service continues to be a profitable segment for providers

that adopt lucrative and in-demand products and services.

t’s a fact that consumers don’t
mind spending money on coffee
and coffee-related items. Cof-
feeshops are adding more beverage
options than ever and trying to blend
technology and service to capture the
consumer demand. New forms of
ready-to-drink cold coffee beverages
are hitting shelves to
satisfy Amer-
ica’s caf-

EAN-TO-
HILA
DIGITAL
SCREENS

feine habit on the go. This leaves
office coffee service providers with
a great advantage since they are
already on site and have an ally in
the location who is paying for their
service. To keep this hard-won advan-
tage however, operators need to offer
new and exciting options. OCS opera-
tors across the country

shared the fast-

est growing

POINT-0F-USE
WATER

PANTRY
SERVICE
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segments of their operations, and it
resulted in five areas of growth that
every OCS operator should consider.
These are the services and products
customers want and will expect OCS
operators to have.

Single cup
A single-cup coffee brewer
®is

the most requested
program by workplaces looking to
upgrade their coffee service. Custom-
ers enjoy the personalized and engag-
ing experience of single-cup coffee

brewing. “We are growing single

cup at a very high rate,” said How-
ard Chapman, president of the office
beverage division for Royal Cup,
Inc., a large roaster, distributor
and office coffee service provider
headquartered in Birmingham,
AL. “I would estimate that over
60 percent of our new business
today includes some form of
single cup.”
Part of the appeal is the vari-
ety of coffee and other beverages
available in single-cup, which
is extensive. That many options
comes with a price, however.
Steve Bailey, CEO and Chairman
of Merus Refreshment Services Inc.

based in Greenville, SC, says single

cup is a substantial portion of his

business revenue. While in the past

customers weren’t willing to pay over
20 cents per cup, they will now pay
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60 cents for the single-cup option
without a second thought. While so
far he’s been successful offering these
systems to customers, he does worry
about the coffee quality that some
deliver. “I'm afraid we’re doing now
what we did in the mid 1980s when
we dropped weights,” Bailey said.
He is referring to a period when
coffee was so expensive that many
coffee producers reduced the amount
of coffee in the fractional packs
served in the office to keep prices
low. In the 1980s, coffee drinking
had dropped substantially, thought
to be driven, at least in part,
by the reduced flavor in coffee
as well as an old-fashioned con-
notation. The revival of coffee
being profitable happened in
the 1990s as specialty coffee
became favorable and places
such as Starbucks turned cof-
fee from a commodity into a
personalized splurge. This idea
of a coffee for “me” has driven
the desire for single cup where
each user can create their own
cup of coffee or hot beverage.

Point-of-use water
Before succeeding in
® OCS, Bailey sold 5
gallon water coolers. Now he

OFFICE COFFEE SERVICE |«

offers both 5 gallon water service
and point-of-use (POU) and is in
a perfect position to see the shift.
Many companies are replacing 5
gallon water coolers with POU
systems. However, POU is grow-
ing organically as well. Bailey has
many new customers that had no
water service previously. “The
term contracts on POU have
gotten shorter and the pricing
structure has made it possible for
more companies to offer water as
a benefit,” he said.

Robert Friedman, president
of Coffee Distributing Corp.,
a Canteen branch (since 2011)
serving the metro area of New
York has also been experiencing this
change. “Point of use water systems
are increasing in share, compared to
5 gallon,” said Friedman. Currently,
POU represents a third of the com-
pany’s water sales and is steadily
growing.

POU has a number of advantages
for both the location and the operator.
It is considered a more eco-friendly
option as it doesn’t require the bot-
tling and transporting of water. Plus,
it saves costs associated with 5 gal-
lon. With the increasing popularity
of water as a consumer beverage of

choice, offering several water options
is a must. According to the latest
International Bottled Water Associ-
ation’s report, bottled water volume
achieved a new record exceeding of
11.7 billion gallons. This number has
been increasing as many other bever-
age offerings, such as milk and soft
drinks, have been in decline.

Pantry service

The concept of selected
@ snacks offered to employ-
ees by their employer at no charge
is beginning to take shape, though
it has many names. For some OCS
providers it is pantry service with a
selection of snacks, single-serve bev-
erages and other items delivered to
the breakroom for employees to enjoy.
For others it might be called a micro
kitchen and include a site-specific
employee there to manage the break
area and serve specialty drinks dur-
ing the day. Royal Cup offers pantry
service with employer sponsored
items and an on-site attendant option.
The dedicated on-site attendant in
selected large accounts is where the
company is really seeing expansion,
explains Chapman. “This is across
our geography and we have developed
tight metrics around which accounts
might qualify,” he said. “How-
ever, in those accounts that
do quality, service levels go
up exponentially. It also helps
increase annual route sales and

free up route driver time.”
Chapman believes that
the increase in his pantry
service business is driven by
an example set by technology
companies. “If you consider
that the Googles of the world
offer anything and everything
to employees in their Micro
Kitchens, we should not be
surprised that some traditional
OCS accounts, with increas-
ing Millennials in the work
force, are beginning to up their
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game in the interest of attracting and
retaining the best and the brightest,”
he said.

In New York, Friedman has also
seen pantry service grow exponen-
tially. For him, pantry service is syn-

onymous with an on-site
attendant since the chal-
lenges of New York park-
ing and unloading don’t
allow his drivers to visit,
inventory and service a
customer’s break area.
Instead, for the past 4
years, the company has
been placing employees
at these locations to do
the stocking, cleaning
and ordering. “Some-
times it’s full-time and
sometimes half a day,”
said Friedman, “but they
are operating indepen-
dently on-site.” Coffee
Distributing Corp. has
over 60 of these employ-

ees and only sees more growth on the
horizon especially with the increase
in size of its customer companies and
number of items they wish to supply
their employees.

“We now carry 4,000 SKUs in our
warehouse and many are refrigerated
items,” explained Friedman. These
items range from apples to a variety
of yogurts, but all were requested by
the customers at some point. “A lot is
driven by high tech companies,” said
Friedman. “They may not have many
employees, but they cater to their
employees who work long hours. It’s
the only way to compete.” Friedman
sees these companies easily spending
$5 to $6 per day per employee, which
is much more than traditional OCS.

Despite the high price technology
companies are willing to spend, all
companies are looking for ways to
draw employees back to the office,

NAMA BOOTH 652 NAMA BOOTH 613

BRAND NEW NAME

WOLFGANG

FOC K

ESTATE GROWN COFFEE

HEUHIHNISLAND

COFFEE ROASTERS

cafFEXPRESS

value for your customers.

SAME GREAT SERVICE,

ALLIANT

~——— COFFEE SOLUTIONS ———

Over the past decade we have expanded our core offering of
Wolfgang Puck® Coffee to include Organa™ teas, Reunion
Island Coffee® and Barista Select™ and CafeXpress® solubles.
Along with our new name, we are very excited to introduce new
and interesting products from brands like Skinnygirl®, Torani®
and Guy Fieri® that will continue to help you create and sustain

'CRANE,

CRANE PAYMENT INNOVATIONS

Ci

CRANE | PAYMENT INNOVATIONS

Crane Payment Innovations (CPI),

a Crane Co. company, is a global
leader for currency validation in the
unattended retail space, processing

., over four billion transactions per

week. Backed by decades of
experience from the MEI, Conlux,
CashCode, Telequip, MoneyControls
and NRI legacy brands, CPI creates

intelligent validation technologies and payment solutions that
deliver industry-leading accountability, reliability and security.

CRANE CONNECTIVITY SOLUTIONS

Crane Connectivity Solutions (CCS), a Crane Co.
company, is a leader in interactive technology, delivering

comprehensive solutions in

wireless connectivity, enterprise

software, digital advertisement,

mobile applications and electronic

payments. Leveraging the power

of Crane Payment Innovations and

Crane Merchandising Systems, CCS

connects millions of unattended
machines with

Connectivit )
y consumers worldwide.

Solutions
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retain top talent and create a positive
company culture. Operators can part-
ner with these companies and benefit
with a pantry service, micro kitchen
or other similar solution in place.

Cold brew
For Jeff Deitchler general
® manager of PrairieFire
Coffee Roasters in Kansas, the pop-
ularity of cold brew came as a bit of
a surprise. “We are located in the
Midwest and trends tend to hit us
slower,” he said, “but cold brew is
here. Many more people know about
it than I thought.” With that in mind,
Deitchler decided he didn’t just want
to offer cold brew from PraireFire, but
“wow” people with it. “We decided to
produce and package our own cold
brew,” said Deitchler. The target for
this service isn’t the traditional OCS
customers looking for something hot

OFFICE COFFEE SERVICE |«

and black, but the Mil-
lennials and people
who travel and have
had cold brew in other
areas of the country.
These people appreci-
ate the fact that a cold
brew could be avail-
able that is locally
roasted. “Local means
it is not warehoused
for months,” said
Deitchler. “We can
get to market quicker,
so its fresh, not pre-
served,” he said.
Deitchler has also
found that a location
does not have to be large for cold
brew to be offered. He believes that
a location of 10 to 20 people with
good volume could enjoy the Praire-
Fire cold brew. There have been some

SWITCH T0 AMERIGA'S

FAVORITE SNAGK G

> 55 Times Every Second A Liitle Debbie® Product is Purchased

> Over 200 Billion Snacks Sold
> 97% Brand Recognition

Little Debbic §

LittleDebbieVending.com | FoodService@McKee.com | 1(800) 251-6346 Ext. 24656

challenges, however. Transport of a
beverage that has a short shelf life and
that must be kept cold without having
a dedicated route was one. Dietchler
went to a beer distributor for advice

Litt’le?Debie @

*Source: The Nielsen Company, SCANTRACK?®, Total US - XAOC + Convenience Channels, 52 Weeks Ending 10/22/2016
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Make it count for
something more

Royal Cup has launched a cause
coffee initiative that has been
very popular with its customers.

“We have partnered with the
NeverThirst organization to fund
freshwater projects in South
Sudan, Sudan, India, Cambodia
and Nepal,” said Howard Chap-
man, president of the office
beverage division for Royal

Cup, Inc. “As a result, we have
refreshed our Roar Pod line-up,
added whole bean Roar options
(for bean-to-cup machines) and
begun communicating the part-
nership impact on the digital
screens of our customers who
use Roar.”

SALES BECOME DONATIONS
For every serving of Roar coffee
consumed, two cents is donated
to NeverThirst in the customer’s
name. “These funds will then
be used to complete projects
for which our customers get
recognized,” continued Chap-
man. “Based on the current run
rate, it appears that the first
year impact will be well into six
figures.”

To see the work of NeverThirst
visit http://www.neverthirstwa-
ter.org/index.htm.

“There are ways to do it,” Deitchler
said. The cold brew launch is planned
for Summer of 2017.

In many places cold brew is so
well established, it’s available in
many forms. For offices in New York,
Friedman offers a range of cold brew
options. “People who want cold brew
have a passion for it,” said Friedman.
That is why Coffee Distributing
Corp. carries five different kinds of
cold brew. The majority of it’s cold
brew is sold in large kegs that go into a
kegerator with nitro. However, Fried-
man has seen a surge in the ready-to-
drink cold brew options the company
offers, both in single serve and half
gallon containers.

In South Carolina, Steve Bailey
decided to get ahead of the curve and
start offering cold brew this past year.
“We offer cold brew as a 4-ounce fil-
ter pack,” said Bailey. The location
makes the cold brew themselves in a
64-ounce pitcher with the filter pack,
and keeps it in the refrigerator for
employees. Bailey admits sales have
been slow, but the interest is there.

Bean-to-cup with
digital screens
® “Bean-to-cup is a revolu-

tion,” explained Deitchler. He sees
that customers don’t want to buy
from coffee vending machines any-
more. The experience is too passive
— putting in money and getting one
type of coffee. “They like the inter-
action with the brewer,” he said.
The most popular bean-to-cup cof-
fee brewer he places has 34 different
drink options.

Chapman also sees the consumer
driving a more digital experience in
bean-to-cup brewing. “We’re pushing
equipment suppliers to include digital
touch screens on all their higher end
equipment,” he said. “I believe this
is how consumers expect our equip-
ment to be equipped based on how
important the cell phone and ipad has
become in their daily lives.
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Adding advanced technological
capabilities to a brewer has benefits
for the operator too. The new bean-
to-cup machines with Wi-Fi have
been a win for Friedman. Not only
do the customers love crafting their
own espresso or coffee-based bever-
age, but the ability to send messages
back to the warehouse has really
increased the company’s level of ser-
vice. “It sends an error code, “ said
Friedman, “so we know the machine
needs attention from us.” He sees this
becoming increasingly important for
both efficiency, but also to improve
service to those accounts.

OCS is a thriving business driven
by the evolving consumer preference
for coffee drinks. OCS operators need
to consider how best to adjust their
service and product mix to match.
As Deitchler said, “Regular coffee
drinkers are regular coffee drinkers.
To grow and stay in business we have
to reach more people and that means
figuring out how to offer more.” | €
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grow your business at NAMA OneShow

in Las Vegas. As the premier event for
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OneShow is the meeting place for the entire
convenience industry.
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Indiana Independent Brings

PERSPECTIVE

To Vending

By Adrienne Zimmer, Contributing Editor

ReFresh Facility Services launched into vending and grew to more
than $2.5 million in annual revenue by focusing on the people, the

product and the process.

ompanies and their leaders are
oftentimes faced with oppor-
tunities masked as challenges.
For Jack Brown of Northwest
Indiana-based ReFresh Facility
Services, one of those moments
came in 2011 when he debated add-
ing vending to his janitorial-service
company. Investing into a new ser-
vice would mean changing the face
of ReFresh and bringing in vending
would mean adding food to a primar-
ily soap and cleaner product base.
At the same time, the economy was
justbarely recovering from the Great
Recession and generations-old vend-
ing companies were divesting.
Despite the challenges ahead,
Brown and ReFresh jumped headfirst
into the industry with a new perspec-
tive and desire to create a unique
vending experience for customers
— and they haven’t looked back.
Since the company’s expansion
in 2011, ReFresh has become tough
competition in the Indiana market.
The company introduces only new
vending machines and was one of the

first in its area to go 100 percent cash-
less. It has grown to more than $2
million in annual revenue by focus-
ing on the customer, making strategic
investments and always being open
to change.

Expand with vending
ReFresh Facility Services, Inc., for-
merly EAGLE USA, began in Por-
tage, IN, in 1994, focusing solely
on janitorial services such as daily
sanitation, floor and window clean-
ing and restroom supplies. While
providing janitorial service at several
locations, Brown, CEO of ReFresh,
began noticing the vending machines
and coffee service in the breakrooms.
He believed it was a service he could
also provide. “I read an article about
the process of entering the vending
business and I just knew it would be
a great addition to our company,” said
Brown. “But I didn’t just want to be
another vending operation.”

In his janitorial service, Brown
made a point to always provide rea-
sonable expectations and then over-
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Route drivers
are an integral
part of ReFresh
Facility Services’
success as they
run routes for
vending, micro
markets and
office coffee
service.

deliver to his clients on that promise
— and that is the mentality he brought
to vending, too. This meant invest-
ing in new vending machines, to give
his customers a seamless, hassle-free
interaction when purchasing prod-
uct. He traveled with Gary Joyner, an
industry consultant, to Des Moines,
TA, to visit vending machine manufac-
turer Federal Machine Corp. (a divi-
sion of the Wittern Group.) “When
it came to entering another segment,



Happy Starts S
Here!

I wanted to do it right,” said Brown.
“I wanted to make sure that my cus-
tomer was buying from the most up-
to-date machines.” Brown’s goal was
to create a unique vending experience
for his customers, and his locations
responded positively. It wasn’t long
before he placed his first machines.

Trim costs with technology
When Brown entered the vending
industry, he noticed that while the

majority of consumers were carrying
credit and debit cards, many vending
operations were not offering a cash-
less solution. Early on in the process,
Brown made the decision to integrate
new vending machines with the latest
technology, including cashless read-
ers, in order to give the customer the
best purchasing experience. Cashless
means less errors and service calls,
less monetary mistakes and a smaller
amount of cash handling. It also cre-

Operation Profile:
ReFresh Facility
Services

Headquarters: Portage, IN
Employees: 80

Technology providers: USA
Technologies, VendSys

Micro market provider: Avanti
Markets
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A new name to reflect
today’s service

In 2016, ReFresh Facility
Services rebranded from its
former name, EAGLE USA.
Jack Brown, president and CEO
of ReFresh Facility Services sat
down with several employees
and a marketing manager from
Indianapolis. “EAGLE USA
wasn’t resonating with the type
of services we were providing
for our customers,” said Brown.
“With the help of our market-
ing manager, we were able to
determine that the word ‘Re-
fresh’ more adequately reflects
all sides of our business. We
clean, we refill, we restock and
refresh locations.”

Brown updated all logos and
made the change on all signage
right away. But most impor-
tantly, he noted, was getting
the proper changes to the IRS.
“It was a little bit of a chal-
lenge at first because although
we retained our federal ID
number, it no longer matched
the name so some companies
had issues paying us.”

When Jack Brown launched his vending
segment in 2011, he also decided to add
OCS and water service.

ates a better customer experience,
Brown believes. “As vending opera-
tors, we make a promise to our cus-
tomers that they are going to be able
to get product from our machines,”
he said. “If you don’t have reliable
machines or payment methods and
the customer leaves empty-handed,
we are breaking that promise we
made to them.”

All ReFresh USI vending machines
come equipped with a cashless reader,
and in the first quarter of 2017 the
company will also begin launching
USA Technologies’ MORE. loyalty
rewards program, tying it into both
the vending program and into the
company’s two micro markets. “This
technology just makes the experience
that much better for the customer and
gives us a leg up on the competition,”
said Brown.

The company has not only been
able to create efficiencies with cash-
less, it hopes to use technology to trim
other costs as well. In 2017 ReFresh
is integrating a vending manage-
ment system (VMS) with VendSys,
which will allow them to ultimately
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eliminate their rolling warehouse.
“We hope to get new trucks — more
economical ones — and begin prekit-
ting,” said Brown. “This should cut
down on gasoline costs and time spent
atlocations.” Brown likes that he can
use gathered data to make decisions
that will benefit his company and his
customers. “Information is key and
data is everything in this business,”
said Brown. “It helps us understand
what our customers want and what
they are buying.”

A focus on product

ReFresh guarantees thatits machines
not only are the cleanest, newest and
most technologically savvy, but that
they are also stocked with the best
product. Brown includes more than
100 SKUs in his snack machines,
using data from across the region
to find the best-selling products. “I
tell my customers that product will
rarely be stale or expired because I
place the items that customers want
to buy, and I can prove that’s what
they purchase,” he said. “I never
want our customers to say ‘It’s
always the same thing’” — I want
them to have variety.”

This means that while Brown
offers healthy items, he doesn’t
make a vending machine 100 per-
cent healthy. “I offer them the
choice, and they can make the deci-
sion,” he continued. In 2017, Brown
will offer 20 percent health-focused
items in his machines.

Brown consistently analyzes the
business and isn’t afraid of making
changes when he believes them to
be better for the long haul. When he
launched into vending, he wanted to
jump headfirst, so that meant also
launching OCS and water service as
well. “If you’re going to do it, you’ve
got to do it right,” he said.

ReFresh launched OCS and water
simultaneously, offering ION Natural
Choice Water, as well as a 5-gallon
option. And when it came to coffee,
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Brown wanted to do it
well. “I traveled to half
a dozen roasters across
the U.S. because I didn’t
want to settle on a less-
than-great product.” He
began using Wallingford
Coffee and has expanded
to offer Starbucks, Peet’s
and Keurig Green Moun-
tain, as well as PodPack
and private label. “We
led with pods because
no one else had them,” he
said. Now he is offering
primarily Keurig Green
Mountain K-Cups and
the MARS DRINK Fla-
via program.

ReFresh offers three
different price points

The ReFresh management team keeps the organization running smoothly. From bottom left clockwise .
is Mari V. Campos, buyer and special programs manager; Brenda Campos, administrative assistant; to fit the coffee service
Elizabeth Corral, office manager/executive assistant; Victoria Brown, president; and Jack Brown, CEO. needs of all customers.

5 R NAMA BOOTH 638
n B, Ice Vending
é/ Machines NAYAX CASHLESS PAYMENT

e ,_ & VNS SOLUTIONS BRIDGE
IETINCL SEY | THE UNATTENDED RETAIL GAP

P .

Nayax, a leading cashless, telemetry, management &

B ¥ Low Investment Cost Bl solutions provider for the vending machine industry,
¥ Low Operational Cost offers a comprehensive array of future-proof cashless
¥ Quick ROI Potential payment solutions including debit and credit cards,
/quqge Remotely From Your mobile & QR payments. A'one-stop shop for open &

Stop by booth 1623 Lapiop or RoBleIDeyice closed environments enabling consumer engagement

with instant refunds, e-receipts and more.
at NAMA OneShow /Bagged Ice Delivered By ; P

to see a live demo A Certified Packaged-Ice
Manufacturer / Distributor

Call: 800-766-5337 or Visit leerinc.com
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“We offer Bunn brewers and Cafec-
tion bean-to-cup brewers,” he said.
“Each OCS customer is different in
their budget and wants — we accom-
modate to their needs.”

In 2012, the company made one
more segment expansion, and that
was an investment into micro markets
with Avanti. ReFresh currently has
two micro market locations, a blue-
collar plant and large bank corporate
office. “Both accounts are successful,”
Brown said. “And while I would like
to grow in micro markets, vending has
been our focus for growth and that
has paid off — it’s our company’s
fastest-growing segment.” For those
customers who aren’t large enough for
micro markets or vending machines,
Brown is developing a concept where -
he will sell customers various “bas- B =t

kets” or “trays” of snacks for one set,  Victoria Brown, wife to Jack Brown, helps run ReFresh Facility Services as the president
monthly price. and COO.

EVERY SIP HAS AS MUCH
CHARACTER AS THE
STREETS OF GREENWICH.

The values of hard work, perseverance

and the commitment to a fresh, full-bodied
cup of coffee that made Joe Martinson
alegend in New York, are the
hallmarks of the brand today.

GREENWICH VILLAGE

DONUT SHOP

To learn more about Martinson Coffee® contact
Mother Parkers Tea and Coffee at 1-800-387-9398.
martinson-coffee.com mother-parkers.com

“EM\UM COFFE

MARTINSON

SINCE 1898

realcup.com
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Overcoming challenges
Despite ReFresh’s success, the tran-
sition into the vending arena had its
early obstacles. Once ReFresh began
adding vending, the way the com-
pany operated changed drastically,
recalls Brown. The company went
from a warehouse with hand soap,
glass cleaner and paper towels to a
space full of fresh pastries, soda and
food. “There was alearning curve and
a need for seriousness,” said Brown.
“We had to honestly consider the fact
that we had a lot of different things
in the same building.” The company
moved to a larger space to accommo-
date the increased and varied SKUs
and the way the company received and
stored product was analyzed carefully
to maintain safety and product quality.
The biggest change came in the way
that ReFresh ordered items. “You have
to order almost just-in-time plus 10 per-

cent,” said Brown. “We get semi trucks
five days per week and we had to learn
to order so that we have a flow.” The
company learned to organize and move
35 pallets of product (weekly) within
minimal space, efficiently.

Not only was space an issue, but
ReFresh had kickback from employees
when it launched into vending. “They
[employees] thought that by adding a
new service, we were going to get rid
of janitorial. There was a lot of worry,
but that wasn’t the case at all,” said
Brown. “I wanted to keep growing
our company and expanding services
was a way to do it. We didn’t det rid
of janitorial and we won’t — it’s the
foundation on which our company
was built.”

Though the learning curve was
steep, Brown continued to push for-
ward, keeping his customer at the cen-
ter of the operation.

The personal touch

ReFresh strives to ensure that each
consumer experience at the vending
machine point of sale is rewarding. To
meet that goal, Brown and his team
created ‘My Support.” “My Support
is a program where customers who
experience issues at the machine can
text or call our ‘My Support’ program
number listed on the vending machine
and get connected with a representa-
tive right away,” said Brown. This
program not only improves the cus-
tomer experience, but it helps ReFresh
improve as a company as well.

A focused and dedicated customer
experience isn’t the only thing that
sets ReFresh apart; a good employee
experience is important to the orga-
nization, too. The ReFresh team is
the backbone of the company, says
Brown, whose wife, Victoria, oper-
ates the company as president and

WHERE SUCCESS GETS ASSEMBLED*"

NAMA OneShow
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MARKET Make every visit count in your micro

market. Learn how digijtal signage and marketing
services from Fixturelite™ can increase daily sales.
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PROS o KNOW

in your business.

Y @FixturelLite

DISCOVER See new fixtures for 2017, including
E-squared™, a new element for success in today’s
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Partner and Marketing Expert John
Healy will be on hand, providing

free consultations and feedback on
expanding your reach and growing
your business.

DESIGN We'll be demonstrating
the impact that the Fixturelite™
design tool and virtual break

room tours can have during your
customer interview.

fixturelite.com
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COO. “You have to interact with
your people,” he said. “Helping your
employees out with a task or even giv-
ing them a firm handshake is impor-
tant.” Brown places a lot of emphasis
on hiring people with varying skills.
“That’s how you build a good team,”
he said, “by hiring well, providing
continuous training and empower-
ing your employees.”

ReFresh has a lot of improvements
planned for the coming year — and
its ability to adapt with the changing
market has led to its current growth.
“We will always look at new ways of
doing things and we will always see
how we can trim costs to stay com-
petitive, but that will never affect our
promise that our food will be reason-
ably priced, our machines will be new
and clean and our service will be
exemplary,” finished Brown. <«

Jack Brown, second from the left, credits his dedicated team for ReFresh’s success,
including Brenda Campos, Victoria Brown, Mari V. Campos and Elizabeth Corral.

Frustrated with Long Lead Times?

PROS  KNOW

206 I

We canmatch
most every key code:

Ace, American Lock,
Baton, Camlock Systems,
Cobra, ESD, Fort, GEM,
Greenwald, Master
and Even Abloy.

Distributor and OEM inquiries welcome!

9168 Stellar Court Ph: 951-277-5180

Corona, CA 92883 LOC K. MERICA: Fax: 951-277-5170
h

www.laigroup.com The Definitive Word in Locks  Sales@laigroup.com

800-422-2866 )
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MARS DRINKS AROMA™

MARS DRINKS NORTH
AMERICA

MARS DRINKS
is helping
workplaces to
kick-off the
new year by
introducing the
MARS DRINKS
AROMA™,

a compact
single-serve
brewer for
small work-
spaces that creates more than 100
café-style drink options — from coffees
and cappuccinos to hot chocolates

and soups. Brew time for both coffees
and teas is under 60 seconds, and the
proprietary brewing method paired with
the flexible Freshpack ensures no flavor
cross-contamination from drink to drink
— coffees taste like coffees and teas
taste like teas.

VendingMarketWatch.com/12296399

CLIF® Nut Butter Filled

Energy Bar
CLIF BAR & CO.

The athletes and
foodies in the Clif
kitchen have crafted

a different kind of
energy bar. CLIF® Nut
Butter Filled En-
ergy Bar brings Z
together two
great energy
foods
—a
delicious,
creamy nut butter inside an organic en-
ergy bar — to deliver sustained energy.
Flavors include Coconut Almond Butter,
Chocolate Hazelnut Butter, Chocolate
Peanut Butter, and Peanut Butter and
are available in vending and micro
markets.

VendingMarketWatch.com/12296746

HAZELNUT BUTTER !{7(

| omguc]

3 (§‘ CHOCOLATE !; )
- ._*‘
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Red Bull Editions Line Expansion
RED BULL NORTH AMERICA

Red Bull unveiled new product innovations for 2017, expanding
the successful Red Bull Editions line. Red Bull introduces new
Red Bull Purple Edition Sugarfree and Red Bull Lime Edition
Sugarfree launched in January 2017, offering the functionality
of Red Bull with the tastes of Acai Berry and Limeade, respec-
tively. The introduction of Purple Edition Sugarfree and Lime
Edition Sugarfree now provide consumers with the additional
choice of sugar content, especially for those looking for flavor
and low-sugar offerings, and will drive category penetration. The
limited edition Red Bull Summer Edition Kiwi Twist is returning
as a permanent SKU in January 2017 as the Red Bull Green
Edition. The Red Bull Green Edition will offer the functionality of
Red Bull with the taste of Kiwi Apple.

VendingMarketWatch.com/12281312

Den’s Natural & Gourmet

ON The GO Hot Dogs
DEN’S HOT DOGS LLC

Den’s Natural & Gourmet are minimally
processed All Natural beef hot dogs and
are available in 3 flavors to choose from: Mild
Chili, Pineapple Chutney and Onions & Tomatoes.

_ Their refrigerated shelf life is 14 days. They contain no
},n*" artificial ingredients or preservatives, growth hormones or
antibiotics, gluten or MSG (monosodium glutamate).

VendingMarketWatch.com/12288129

Butterball Protein Snack Sticks
MONOGRAM MEAT SNACKS

Monogram Foods is introducing two new Butterball
Meat Snacks. Perfect for on the go protein seekers and
the calorie conscious individual with just 60 CALO-
RIES per serving. The Butterball brand has 99 percent
unaided brand awareness.

SMOKED TURKEY
3 Snack Sticks

It is a brand that consumers trust and have confi-
dence in for both quality and taste. Turkey protein is
perceived as a healthier option for many consumers
and is the SECOND most popular protein in the meat
snack category.

The Smoked Turkey 3 Snack Sticks and Honey Cured
Turkey Stick are currently available in vending and
micro markets.

VendingMarketWatch.com/12282196
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Tribe Sweet Tea
PUSH BEVERAGES CORPORATION

Our new Tribe Sweet Tea has the homemade
sweet tea flavor you're craving. It's real
brewed tea sweetened with pure cane sugar
with no artificial flavors, colors or preserva-

tives! Check the ingredients in the tea you MI‘S. Fl‘eshley’s SaItEd
drink and it's probably a powdered tea with Cal‘ame| Mlm Donuts

preservatives and caramel coloring. The eye-
catching package makes it a micro-market FLOWERS FOODS
favorite while still having an ultra-vendible
bottle to use in your machines. This item
joins the rest of our Tribe Tea line including
Peach, Raspberry, Green, Lemon, Unsweet-
ened, Diet Green and Diet Lemon. Made
proudly in the USA by Push Beverages, LLC.

Flowers Foods announces that Mrs. Freshley’s is ringing in
the New Year with delicious limited edition Mini Donuts,
available now until June 2017. Salted Caramel Mini Donuts
feature white cake donuts covered in salted caramel flavored
crumble. Each three count pack is 3.3 ounces, and they have
an estimated retail price of $1.29 to $1.79. There are 72
VendingMarketWatch.com/12292279 packs per case.

VendingMarketWatch.com/12295312

Horizon® Organic Cheese Sticks
WHITEWAVE AWAY FROM HOME

Horizon® Organic Mozzarella Cheese Sticks are USDA
certified organic and contain 7 grams of protein. Since
January 2017, they

g 3 . . are available in the
/ Ple.rre Slgnatures Homzon ON 0N UZ vending/micro market
Amerlcan club %Z,ﬁc - - - 8 channel and come
- . e s  individually wrapped
ADVANCEPIERRE FOODS in display cartons for

Featuring turkey, ham and Monterey jack cheese on multi- easy merchandising.

grain bread, this deli-style, restaurant-quality offering is hand VendingMar-
wrapped in clear, flexible packaging with simple paper labels, ketWatch.
conveying its fresh appeal. The sandwich has a 14-day refriger- com/12296342
ated shelf life. The 10-ounce pieces are packed 10 to a case

(case weight is 6.25 pounds).

VendingMarketWatch.com/12288145

Metal Micro Market Stand = | i L Colabiinks
ALL STATE MANUFACTURING CO. FETTTY ' B L | fr o

All State Manufacturing Co. Inc introduces
all metal, fully assembled, made in the USA
stands for use in micro markets. Stands
come in a variety of colors with a choice of
slats in stainless, vinyl clad steel walnut or
oak with LED lighting included. Optional
surge protector for use with CCTV and com-
puter system optional.

Choices include: kiosk with one shelf for pay station, coffee pegs. Stands come in widths of 27 and 49 inches and height
makers or microwave. Display stand with slats top to bottom of 78 inches.
for optimal display possibilities using slant shelves, baskets or VendingMarketWatch.com/12297607
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KIND Healthy Grains Cinnamon 0at Bar
KIND

Sweet Serenity

Chocolate Chip
BISCOMERICA CORP. The new KIND Healthy Grains Cinnamon Oat bar contains 5

) . grams of sugar with more than one full serving of 100 percent
Biscomerica entered the CHOCOLATE whole grains. Like all KIND healthy grains bars, these bars

iti i CHIP . . . .
competltlve chocqlate chip contain 5 super grain blend of oats, millet, quinoa, amaranth
cookie category with Sweet and buckwheat.

Serenity Chocolate Chip in
both 2 o0z. and 3 oz. sizes.
Introduced in January 2016,
these cookies are now both
ranked in the Top 5 of all
Biscomerica vend products
for 2016.

Loaded with semi-sweet

chocolate chips, and packaged in a bright blue bag, custom-
ers love this delicious recipe. Brought to you by Biscomerica,
the bakery that produces the popular Knott’s Berry Farm and
Sun-Maid brands of cookies.

VendingMarketWatch.com/12294533

VendingMarketWatch.com/12296379

NAMA BOOTH 1248 NAMA BOOTH 835

MAKING OFFICES HAPPY
SINCE 1957 ENGAGE

sAtlechnologies is taking paymentsto
Jwhole'newievel. Join us at NAMA in
Booth 835 to learn what's next.

The market leader for secure, unattended cashless
transactions in the self-serve retail market, USA
Technologies provides the industry’s most comprehensive
suite of services designed to connect unattended

Satisfy a variety of today’s taste preferences with
equipment that is engineered to deliver great results in

the cup, day-after-day. Choose Experience. businesses to more sales, better operating data and
Choose BUNN. stronger consumer relationships.
bunn.com/officebeveragesystems Join us at NAMA Booth #835 to learn more!

9 BUNN
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OptConnect NEO
N OPTCONNECT

When size matters, the
OptConnect Neo Deliv-
ers. This modem, no big-
ger than a deck of cards,
provides a wireless 4g LTE cellular

connection to keep your micro market with a

strong internet connection. Along with our 24/7/365

tech support team and online web portal “Summit” you never
again have to worry about losing money over issues with internet
connection. The OptConnect NEO has a true plug and play
format allowing you to have a full internet connection in less than
60 seconds.

VendingMarketWatch.com/12297694

. &~

Califia Farm’s Nitro Cold Brew !
CALIFIA FARMS

Califia Nitro Cold Brew marries creamy almond

and macadamia nut milks with a cold brew made

from a curated, signature blend of direct-sourced

beans, infusing it with a jolt of nitrogen that \(
brings out the natural sweetness of the coffee

in a silky micro-foam reminiscent of a dark [’!!IBRHEO_
draft beer. Califia Nitro Cold Brews come in

three on-trend flavors: Latte, Mocha, and New

Orleans and are all completely vegan, dairy-

free, GMO-free, soy-free and carrageenan-free. ‘@—
VendingMarketWatch.com/12302414 iR )

ALLE)

Marketplace

Inquiries to Julia Sheade: Toll Free: 800-547-7377 x1608 e E-mail: jsheade@southcomm.com

THINKING
OF SELLING?

Call us first.

Over 55 Years of Combined Industry Experience

Jerry: 516 621 7159 | Stan: 914 921 6341

]S Business Services, LLC

M&A and Consulting for Vending and OCS Business
www.]SBusiness-Services.com

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

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

Aker $ervice Co

Coin & Currency Counters
New & Used
Reconditioned Brandt

& Cummins in Stock
Parts and Service for
Most Brands & Models

(859) 225-8244
Lexington, KY
www.cashhandlingsolutions.com

PureWaterCooler

Point-of-Use Dispensers

2 & 3 Temperature Models
Floor Standing & CounterTop
2 Filtration options

PureChill-9500 800'627'21 43

' www.VertexWater.com
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 ULTRA-LITE MICRUMARKETS

Bl BREAKS DOWN
ONTO | PALLET
FOR SHIPPING.

= Easy to replace LED tube lighting
= 18" deep Black wire shelving with adjustable dividers
= Backlit or Solid graphic headers
= Durable black ABS plastic sides or custom graphics
= Easy assembly with 7/16" nut driver
= Strong 1/8" aluminum connecting L brackets
= Counter sunk threaded tee nuts epoxied in for
super strong connections

We are so confident that you will like our product that
you can return it undamaged and get a 100% return

if you're not completely satisfied within 90 days. o
il PR - 4 el') HAT POP

Go to graphicsthatpop.com to c ANNUSEI®@BDAY AT W

see how easy this assembles 972X9 (0553523

©GRAPHICS THAT POP, INC. 2016. ALL RIGHTS RESERVED 1620 5“' ‘swu.a T 75056




OMETHING

IN CHOCOLATE HAS ARRIVE

BAR
CROCOMATE Cay

e =

NETWT 14407 (419)

— - - =
Introducmg OREO . Dlscoyer the Delicious
< Innovation Ready to Help
/ Chocolate Candy Bar \ == Sweeten Candy Sales

Consumers love this perfect .

) _ - % Crunchy bits
blend of America’s #1 Cookie' - .7 = of OREO
and Europe’s #1 Chocolate? 4P Cookie

Pieces
with the delicious taste )
Viewed as

that scored an 8 out of 9 ( 7 - _unique and

3 - different* Vanilla
on average! Rich Milka -
Chocolate Filling

Candy

| Mondelez |GRAB

fs-snacks-desserts.com ‘ Letschatsnacks.com ‘ 1-855-202-3913 ‘ Snack, %L?Tm

+ @ You
3
1 Nielsen, 52 weeks ending 4/2/16
2 Nielsen Global, based on volume, 2015
3 RTi Research, Mondeléz International research, Aug. 1, 2016

4 Nielsen, Mondeléz International research, Sep. 9, 2016 ©Mondeléz Internatiol
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