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USA Technologies o�ers a
new way to pay for

everyday purchases.

Apple Pay, brings the advantages of mobile payment service to owners 
and operators of vending machines, kiosks, co�ee brewers, laundry 
equipment, parking pay stations and other self-serve appliances allowing 
your customers to pay in an easy, secure and private way. Fully certi�ed 
Apple Pay acceptance and machine branding for the unattended market 
available exclusively through USA Technologies.

Visit us at NAMA in Booth #718 

800.633.0340   •   www.usatech.com
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#NAMAONESHOW

YOU LOOK FORWARD  
TO BEING WOWED  

ON THE SHOW FLOOR

HE’S EXHIBITING 
WAYS TO MOVE YOUR 
BUSINESS FORWARD

OPENING SESSION  
HEADLINER

JAY LENO 
WEDNESDAY, APRIL 22

KEYNOTE SPEAKER 
JULIE SEITZ

WORKPLACE 2020
THURSDAY, APRIL 23

APRIL 22-24, 2015 • LAS VEGAS, NV • NAMAONESHOW.ORG

Wrap up the Expeerience of the Year 
with give-aways, games and fun!

NEW!

THE SUPEERIOR VALUE OF THE  
2015 NAMA ONESHOW STARTS AT  
NAMAONESHOW.ORG—REGISTER TODAY!

Swap tips, stories and contact info at 
the first-ever OneShowSM Networking 
Reception, held on the show floor.

You won’t find the “wow-factor” limited 
to the show floor—choose from more 
than 20 peer-led education sessions.

Explore thousands of business-building  
products and services and negotiate 
special show-floor deals.

CONNECT  
WITH YOUR PEERS.

LEARN 
FROM YOUR PEERS.

GROW 
WITH YOUR PEERS.
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 •  Unparalleled Consumer Engagement  

•  Digital Product Advertising

         •  Integrated Cashless and Shopping Cart

•  Retail Insights    Reporting

•  Remote Content Delivery & Software Updates 

Proven Sales Growth of More Than 50% 

MEDIA: 
The Most Powerful Same-Store 
Sales Growth Solution...Ever.

TM
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Abandon the abacus
Technology could be the answer to that which ails your business.

UPGRADING  
technology 
can be 
critical to 
success.

Facebook/VendingMarket @VendingMagazine http://linkd.in/VendingMarketWatch

hether your operation is growing, 
struggling or somewhere in-
between, adding some form of tech-

nology could provide benefits. Consider 
how technology can solve common busi-
ness problems. It can make management 
more effective and employees more pro-
ductive. It can identify profitable products 
and the effectiveness of marketing. It can 
make a business bigger, without adding a 

single employee.

Reinvestment hard 
to quantify
I’ve heard operators 
ask, “How much 
of my company’s 
revenue should I 
reinvest by add-
ing technology?” 
That’s universally 
difficult to deter-
mine. It varies not 
only by the location 
and company size, 
but is also based 
on the structure of 
the organization 
and how it utilizes 
technology. Regard-

less, in today’s business environment new 
technology is increasingly important.

The National Small Business Asso-
ciation (NSBA) did a 2013 survey on 
how business has changed from 2010 in 
regards to technology. A key finding was 
that in 2013, 70 percent of business own-
ers said technology, and keeping up with 
new technology, was very important to 
the success of their company. That was up 
5 percent from three years before, when it 
was still a majority. While NSBA covers 

different industries, I see this happening 
in the vending area. When a company is 
large enough and invests in technology 
like telemetry, vending management sys-
tems and pick-to-light systems, it allows 
them to harness more than companies not 
utilizing as much technology. 

When a small business stalls
What about increasing customers? Surely 
technology can’t do that. Wrong. Many 
businesses today make purchases online. 
In the NSBA survey, 85 percent pur-
chased supplies online. That means your 
customers are comfortable buying via 
the Internet or email marketing. Make 
sure you are giving them the opportunity 
with a well-designed and working Web 
presence. That is the first place today’s 
consumer goes to research a new com-
pany or business partner.

If your Website allows purchasing 
online, don’t forget payment security. 
It’s a must in this world of data breaches 
and identity theft. Most small businesses 
contract that out in order to ensure their 
customers’ data is well protected.

Technology does come with a cost, in 
both dollars and time. Researching, imple-
menting and learning how to use new 
technology can’t be overlooked. However, 
on the end of the learning curve, tech-
nology offers huge potential. Computers 
allow instant research to be done on any 
topic. Email and chats offer dialogue 
within seconds rather than 3 to 5 busi-
ness days. Communication platforms 
allow meetings from different locations. 
Smartphones allow all these capabilities 
wherever the user goes. Taking these into 
your business and using them to be more 
effective is worth the resources. 

W
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We believe there should be more to a transaction than 

just the exchange of payment for goods. There is an 

expectation for an uncomplicated vending experience.  

At CPI, we know how to make that happen:

• High performing vending payment system brands

• Convenient distribution sales channels

- Direct, Indirect - Distributor, OEM

- CPI, Crane Merchandising Systems

• Product portfolio that keeps the point-of-sale open

• First class after sale support

- Customer Service - Technician Support 

- Service Centers

Gain confidence in your transactions, choose CPI.  

View our complete INFOGRAPHIC at  

http://www.meivending.com/infographic/ or  

visit us during the NAMA OneShow (Booth #906)  

April 22-24th, 2015.

Technology That Counts

www.CranePI.com

Your customers count on you
for a convenient, reliable transaction.
                                  Who can you count on? CPI.

autm_6-7_0315Editor_F.indd   6 3/4/15   1:06 PM



Direct, Indirect

Distributor

H
ig

h
 P

e
rfo

rm

ing Brands

R
o

u
te

s to P urchase

W
a

ys to Pay

A
fte

r S
ale Support

MEI is 
now part of 

Crane 
Payment 

Innovations 
(CPI)

OEM

We believe there should be more to a transaction than 

just the exchange of payment for goods. There is an 

expectation for an uncomplicated vending experience.  

At CPI, we know how to make that happen:

• High performing vending payment system brands

• Convenient distribution sales channels

- Direct, Indirect - Distributor, OEM

- CPI, Crane Merchandising Systems

• Product portfolio that keeps the point-of-sale open

• First class after sale support

- Customer Service - Technician Support 

- Service Centers

Gain confidence in your transactions, choose CPI.  

View our complete INFOGRAPHIC at  

http://www.meivending.com/infographic/ or  

visit us during the NAMA OneShow (Booth #906)  

April 22-24th, 2015.

Technology That Counts

www.CranePI.com

Your customers count on you
for a convenient, reliable transaction.
                                  Who can you count on? CPI.

autm_6-7_0315Editor_F.indd   7 3/4/15   1:06 PM



AUTOMATIC  
MERCHANDISER  
EDITORIAL  
ADVISORY BOARD

Anant Agrawal
Cantaloupe Systems

Brad Ellis
Crane Co.

Carl Moser
Cardinal Canteen  
Food Service

Chuck Reed
Crane Payment 
Innovations (CPI)

Elyssa Allahyar-Steiner
Avanti Markets Inc.

Jeff Whitacre
Food Express

Jim Carbone
The Classic Group/Chicago 
Coffees & Teas

Jodi Glimpse
Camelback Vending

Joe Hessling
365 Retail Markets

Lee Hartnett
Commercial Coffee Service/
Food Systems Inc.

Michael Miller
Mondelez International

Paresh Patel
PayRange

Paul Schlossberg
D/FW Consulting

Sandy Thornton
VendEdge

P U B L I S H E R ’ S  N O T E  B Y  M O N I Q U E  T E R R A Z A S

Moving on with  
fond memories
I’m transitioning to a new role, but the publication’s vision remains steadfast.

s we really start getting into 2015, 
I wanted to let you know of some 
changes here at Automatic Merchan-

diser/VendingMarketWatch.com. After much 
reflection, I have decided to accept an oppor-
tunity with another publishing company in 
the business-to-business (B2B) industry. It 
wasn’t without difficulty. I’ve been with this 
publication for more than five years, becom-
ing publisher in 2012. It has been a great 
ride. As I’ve said before, once you experience 

this industry, it gets into 
your blood and you can’t 
get enough of it. While 
the industry has seen 
quite a bit of change/
consolidation/challenges 
over the years, vending 
still plays a vital role to 
consumers. I’ve enjoyed 
being part of the publica-
tion that brings you news, 
technologies, equipment 
and products that help 
you run your businesses 
and make vending users a 
fan for life.

Moving in a digital world
My time spent leading 
the publication has been 
nothing short of blessed. 
However, throughout 
the years, I have been 
very interested in digital 
media and the new and 
exciting opportunities 

that it has given to publishers like myself and 
advertisers. That is why when the opportu-
nity came to lead the digital sales efforts for 
a number of different publications at another 
B2B media company, I couldn’t refuse. This 

media company doesn’t have a vending, 
micro market or OCS property, so I unfortu-
nately won’t be working with this industry; 
instead, I’ll be making new friends and col-
leagues in other industries. I hope they will 
be as welcoming.

Introducing Ron Bean
While I am departing, there is someone I want 
to introduce to you. His name is Ron Bean, 
the new publisher of Automatic Merchandiser 
and VendingMarketWatch.com. Many of you 
will have heard from Ron already, but if you 
haven’t, be sure to reach out to him at Ron.
Bean@VendingMarketWatch.com or 920-
568-8386. He will be attending the NAMA 
OneShow in April as well. Ron comes from 
KeHE Distributors where he was an event, 
sponsorship and publications sales coordina-
tor. He has worked in the publishing industry 
at different publications and in different roles 
for more than 20 years, so he brings plenty of 
experience. I know I am leaving the publica-
tion in good hands.

In closing, I just want to say this. Auto-
matic Merchandiser and VendingMarket-
Watch.com had an absolutely fantastic year 
and I know that the property will continue to 
be the source for relevant and timely infor-
mation to the industry. It has truly been a 
pleasure working with all of you and my best 
wishes for a successful 2015. 

A

IT’S truly 
been a 
pleasure 
working 
with all 
of you — 
my best 
wishes  
for 2015.

‘‘�I look forward to meeting 
and working with 
all of you in this 
exciting industry.’’
Ron Bean, Publisher, Automatic 
Merchandiser  
& VendingMarketWatch.com
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Confidence Index for 
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management content

 » Delivered to only 
vending, micro market 
and OCS operators
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VendingMarketWatch Top News Stories

n December 1, 2014, 
the Food and Drug 
Administration (FDA) 

published its final rule on 
Calorie Labeling of Articles 
of Food in Vending Machines 
with an implementation date of 
December 1, 2016. NAMA has 
recently announced that the FDA 
plans to issue a compliance guide 
on its calorie disclosure rule within 
the next month. Therefore, NAMA 
recommends vending operators and 
suppliers delay making any changes to meet the new rule until the FDA’s small entity 
compliance guide has been issued. 

NAMA’s remarks
“Since the issuance of the rule, NAMA has been working hand-in-hand with indi-
vidual vending operators, food and beverage suppliers and others impacted by the 
rules,” NAMA’s Government Affairs Division commented. “NAMA is also partner-
ing with other national trade associations to address challenges within the rule, and 
has hosted the FDA at member locations to provide them with further education 
on the industry.” The FDA has provided the email address CalorieLabelingVend@
fda.hhs.gov for questions regarding the new rule. NAMA asks that questions for the 
FDA be reviewed by NAMA before being emailed to the FDA. Email calorie labeling 
questions to NAMA at edell@vending.org.

O
NAMA Shares Update, Guidance 
On Calorie Disclosure Rules

Ronnoco Coffee 
Acquires U.S. Roasterie 
▶	 Huron Capital Partners 
announced that its portfolio 
company Ronnoco Coffee, 
LLC has acquired the assets 
of Des Moines, IA-based 
U.S. Roasterie, Inc. Howard 
Fischer, U.S. Roasterie 
president and CEO, will 
remain in his current posi-
tion for at least two years. 
Fischer confirmed that 
nothing will change for cur-
rent customers. “All blends, 
packaging and outstanding 
customer service will remain 
the same,” he said.

Google Purchases 
Softcard Technology
▶	 Google has acquired 
technology and patents from 
Softcard, the joint mobile 
venture between AT&T 
Mobility, T-Mobile USA, Inc. 
and Verizon Wireless. Google 
announced, “Under this 
relationship, the Google Wal-
let app, including the tap and 
pay functionality, will come 
pre-installed on Android 
phones (running KitKat or 
higher) sold by these carriers 
in the U.S. later this year.”

365 Retail Markets 
Acquires AirVend 
▶	 365 Retail Markets has 
announced that it is celebrat-
ing the addition of AirVend 
into its family of products. 
“We formally acquired [Air-
Vend] and are taking steps 
to merge our teams, our prod-
ucts and our operations, to 
the betterment of both of our 
customer bases,” said Erin 
Calkins, product specialist at 
365 Retail Markets.

NAMA announced that  
the FDA will release a compliance 

guide on its calorie disclosure rule.

Avanti Buys BYNDL
▶	 Avanti Markets has 
purchased mobile transac-
tion service provider BYNDL 
for an undisclosed sum. 
Lori Salow Marshall will 
become president of both 
BYNDL, which is remaining 
an independent entity, and 
Avanti Markets. Jim Brinton 
will be CEO of both compa-
nies. Marshall explained the 
sale as mutually beneficial. 
BYNDL’s mobile services will 

be available to the industry 
as a whole and the company 
will continue to work with 
other vending technologies, 
payment processors and 
micro market partners.

Canteen Introduces 
enr.G Wellness Vender
▶	 Canteen announced the 
launch of enr.G, a fresh, well-
ness-focused vending alterna-
tive. The enr.G’s product line 
can pair with an existing cli-
ent-branded wellness platform 
and comes in three vend-
ing machine color options. 
Initially, the enr.G line will 

include a full snack machine 
plus a combination snack 
and beverage machine. Every 
enr.G snack and beverage 
includes at least one of the 
following dietary attributes- 
all-natural, organic, gluten-
free, non-GMO, vegan, Kosher 
and Choice Plus.
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Sysco Agrees To Sell 11 
US Foods Distribution 
Centers To PFG
▶	 Sysco Corporation 
announced that it has reached 
a definitive agreement to sell 
Performance Food Group 11 
US Foods facilities related 
to its pending merger with 
US Foods. The divestiture 
package is contingent 
on consummation of the 
proposed merger of Sysco 
and US Foods announced in 
December 2013.

Keurig Green Mountain 
To Launch Keurig Kold
▶	 Keurig unveiled its 
cold-beverage system — 
dubbed Keurig Kold — at 
the Consumer Analyst Group 
of New York conference. 
The counter-top system uses 
pod-based technology to 
create cold beverages. Keurig 
Kold will offer cold drink 
pods from Coca-Cola and Dr 
Pepper Snapple Group, as 
well as from its own brands. 
The beverages will be chilled 
to 38 degrees Fahrenheit 
and will not require a CO2 
canister for preparation.

Compass Group Adopts 
“Menus Of Change” 
Principles In 2015
▶	 Compass Group USA is 
proud to announce the adop-
tion of four new, key initia-
tives based on the Menus of 
Change Principles of Healthy, 
Sustainable Menus beginning 
immediately. The goal of the 
initiative is to bring together 
representatives from all areas 
of foodservice — including 
everyone from chefs and 
nutrition and environmental 
scientists to farm and fisher-
ies experts to foodservice 
executives and policy makers. 
It is this collaboration that 
inspired and informed the 
Menus of Change Principles.

NAMA Dental Vision 
Plus Plan Available To 
All Member Companies
▶	 NAMA announced that it 
will offer the NAMA Dental 
Vision Plus Plan to all NAMA 
member companies. The 
NAMA Dental Vision Plus 
Plan is provided in part-
nership with Careington 
International Corporation. 
This member benefit is not 
insurance, it is a plan that 
provides NAMA members 
access to discounts on den-
tal care, vision care, LASIK 
vision correction, prescrip-
tions and more.

People in the News
Classic Coffee Systems  
Co-Founder  Dies
Charles “Charlie” Chiarello, co-founder of 
Classic Coffee Systems located in Valley 
Stream, NY, passed away on Feb. 1, 2015 at 
the age of 63 after a long illness and coura-
geous battle. Chiarello co-founded Classic Coffee 
Systems in 1980, which he owned and operated  
for 34 years.

PFG Names New President, CEO Of 
Performance Foodservice 
Performance Food Group, Inc. (PFG) an-
nounced that it has named Dave Flitman 
to the role of president & CEO of its Perfor-
mance Foodservice broadline business seg-
ment reporting to George Holm, PFG president & CEO.

Dave Meeker Joins CoffeeMatt Corp. 
Dave Meeker, formerly of Vendors Equipment Inc., 
has joined The CoffeeMatt Corporation to assist in 
spearheading the company’s continued growth.

AVS Names Cortney Kinzler As 
Director Of Marketing
American Vending Sales (AVS) announced 
that Cortney Black Kinzler has assumed 
the role of director of marketing for the Il-
linois distributor effective January 1, 2015. 
Kinzler will now head up all marketing initiatives 
for AVS across the amusement, gaming and vend-
ing divisions.

Flowers Foods Announces Transition In 
Manufacturing Leadership
Flowers Foods, Inc. announced two executive transi-
tions in the company’s manufacturing leadership. Mi-
chael A. Beaty, formerly executive vice president of 
supply chain, will retire in spring of 2015. Until then, 
he will serve as executive vice president and oversee 
special projects for the company. Robert L. Benton, 
Jr., formerly senior vice president of manufacturing 
and operations support, has been named senior vice 
president and chief manufacturing officer. 

Mondelez Adds Roberto Marques
Mondelez International announced that Ro-
berto Marques will join the company in mid-
March and become executive vice president 
and president, North America.

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

APRIL 22-24
2015 NAMA OneShow
Las Vegas Convention Center 
Las Vegas, NV 
Phone: 312-346-0370  
www.namaoneshow.org

APRIL 30-MAY 3
The London Coffee Festival
Old Truman Brewery 
London, UK 
Phone: +44 20 7770 6001 
www.londoncoffeefestival.com

MAY 3-6
Venditalia 2015
Fiera Milano 
Milan, Italy 
Phone: +39 02 33105685 
www.venditalia.com/en/
venditalia-2015

MAY 9-11
China VMF
Guangzhou Pazhou China Import 
and Export Fair Complex 
Guangzhou, China 
Phone: +86 20 29188156 
www.chinavmf.com

Chiarello

Kinzler

Marques

Flitman
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here is an idiom that reads, “Beauty 
is in the eye of the beholder.” The 
same can be said for coffee blend 

preference. Does the consumer favor 
a coffee with distinct origin flavors? 
Then they are likely to enjoy a light 
roast blend. What about a coffee with 
muted acidity, but a little bit of roasted 
taste? Then perhaps a medium roast. 
For the consumers who prefer a 
smoky, bittersweet cup of joe, dark 
roast will hit the spot. Some consum-
ers describe the dark roast flavor as 
‘burnt’. But it doesn’t stop them 
from drinking it. As a matter of fact, 
research by the National Coffee Asso-

ciation finds that the major-
ity of coffee consumers opt for 
the bold, low acidic taste of 
dark roast coffee: 52 percent.

Big retailers are recogniz-
ing this preference, too. In 
2014, Dunkin’ Donuts added 
dark roast coffee to its prod-

uct line-up, proceeding Tim Horton’s 
2013 pilot test of the dark blend in 
U.S. and Canadian markets. Dark 
roast coffees contain a strong, smoky 

flavor, low acidity and a plethora of 
health benefits. With many dark 
roast options available, it’s easy to 
bring this consumer preference for 
a bold blend into the office.

So what is dark roast coffee?
Dark roast coffee is commonly 
described as having an intense, full-
bodied, bittersweet and bold flavor, 
largely due to the roasting process. 
Coffee beans for a dark roast reach 
internal temperatures of 430°F or 
higher, compared to the light roast’s 
internal temperatures of 356 to 
401°F. As the temperature of the cof-
fee beans increase, the sugars in the 
coffee progress from caramelization 
to a carbonization state, according 
to Spencer Turer, vice president of 
Coffee Analysts. “The sweetness and 
aromatics of the coffee changes from 
bright and crisp to winy and mellow,” 
he said. “High quality coffee will still 
be recognizable at dark roast levels 
to many people.”

Research shows that darker roasts 
have less caffeine than lighter ones. 

As the coffee progresses to dark roast, 
some of the caffeine changes from a 
solid to a gas and disperses. However, 
caffeine content also depends on the 
type of bean, the grind, the roast and 
the brew method. “Arabica coffee 
has about 1.2 percent caffeine and 
is sweeter and more aromatic than 
Robusta which has about 2.2 percent 
caffeine and a stronger, more earthy 
flavor,” said Turer.

Additionally, dark roast coffee 
beans lose more than caffeine dur-
ing the roasting process. Coffee beans 
lose mass as temperatures increase 
during roasting, therefore, it takes 
more dark roasted beans to match 
the weight of light. In turn, a cup of 
dark roast coffee will contain more 
caffeine when brewed by weight. If 
brewed by volume, however, it’s likely 
that the dark roast would contain less 
caffeine than a light roast coffee.

Health benefits
The benefits of dark roast coffee 
don’t end with taste. In fact, dark 
roast coffee has been linked to 
several health benefits. Research 
in Molecular Nutrition & Food 
Research found that dark roast cof-
fee is more effective than light roast 
in restoring red blood cell vitamin 
E and glutathione. The same study 
reported that dark roast coffee led 
to body weight reduction in pre-
obese volunteers. And for those 
consumers who avoid coffee due 
to gastric irritation, a 2010 study 
indicates dark roast blends are bet-
ter for those with coffee sensitivity.

Dark roast coffee just might be 
the option that keeps the customer 
coming back. 

T

Bring on dark 
roast coffee
More than half of consumers are opting  
for the intense flavor of dark roast coffee.
by Adrienne Zimmer, Managing Editor

Dark roast beans contain an oily sheen. 

12      Automatic Merchandiser    VendingMarketWatch.com     March 2015

O C S  U P D A T E

autm_12-13_0315OCSUpdate_F.indd   12 3/4/15   1:16 PM



autm_12-13_0315OCSUpdate_F.indd   13 3/4/15   1:16 PM



Big investments, 
bigger growth
By Adrienne Zimmer, Managing Editor

Meticulous investments have helped this Tennessee vending 
operation grow to include micro markets, coffee service, 
cafeterias, janitorial and catering services all while keeping 
family and community at its heart.

Dan Holt and his wife, Pattie, 
(center) are surrounded by 
their four children Holly, Carlie,  
Daniel and Levi who all work at 
Lincoln County Vending.

ifteen miles north of the Ala-
bama border sits Fayetteville, 
TN, a small city with big ideas. 

Fayetteville produced notable sports 
figures Anthony Shelton and Bob 

Higgins. It boasts the slogan Where 
tradition meets tomorrow. It is also 
home to Lincoln County Vending.

Not all businesses have person-
ality, but Lincoln County Vend-

F
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ing does. Its personality takes the 
shape of those who work inside its 
walls and live in the surrounding 
community. Much like the city in 
which it resides, Lincoln County 
Vending is a small company with 
big ideas. Like most vending opera-
tions, Lincoln County Vending 
began as a family business based 
out of a garage. Although the 
garage has now turned into a 7,200 
square foot warehouse and office 
space, the company remains fam-
ily and community focused.

Customer service is a top pri-
ority for the company not because 
it makes them money, but because 
their customers are their friends, 
their neighbors and the reason for 

their success. It is the company’s 
credence to provide the best quality 
service to local businesses so those 
businesses can focus on being the 
best at what they do.

And as the community grows, 
so too does Lincoln County Vend-
ing. What once began as a two-man 
vending operation, Lincoln County 
Vending has now been in business 
for twenty-five years and expanded 
its offerings to include micro mar-
kets, coffee service, cafeterias, jani-
torial and catering services.

To ensure its future in the vend-
ing industry and place in its com-
munity, Lincoln County Vending 
has made several key investments 
in areas such as technology and 

micro markets. In just the last 
ten years Holt has seen his 

business grow 700 percent 
and his staff develop to 
45 employees.
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Path to vending
Lincoln County Vending opened its 
doors for business on February 1, 
1989 as a Tom’s Foods distributor 
called Dan’s Snack Sales. The com-
pany consisted of nine machines, one 
truck and two men— father-son duo 
Dan Holt Sr. and Dan Holt Jr. “We 
started out with absolutely noth-
ing,” recalled Holt. “We would ser-
vice machines, come home and count 
the coins on the kitchen table once a 
month. But we grew our vending busi-
ness by adding one machine at a time.”

Although Holt enjoyed servicing 
retail with product as a distributor, 
he had bigger ambitions for vending. 
When Holt’s father decided to retire, 
Holt purchased his father’s share of 
the business and renamed it Lincoln 
County Vending (LCV).

Through the 1990s, Holt remained 
a Tom’s distributor but continued 

growing his vending business. “I saw 
an opportunity in vending and just 
decided that was where I wanted to 
go,” he recalls. And in 2005 LCV left the distribution segment and became 

a Canteen franchise. “We had seen all 
that they could do in vending and we 
were very eager to jump on board,” 
said Holt.

But Holt wasn’t the only one eager 
about vending. His wife, Pattie, and 
their four children Holly, Carlie, Dan-
iel and Levi helped run the company 
early on and continue to aid in its 
growth. “We all spend a lot of time 
together, and we’re a stronger family 
because of it,” Holt said.

Family involvement has been 
instrumental. “When the company 
began to grow in the 1990s, my wife 
would take the kids around after 
school to fill the machines,” said 
Holt. “Nowadays I feel secure that 
our business will be here for years 
to come.” Holt jokes that he is wait-
ing for the time when his grandkids 
come of age and can join the busi-
ness. “We’ll make them work.”

It’s because his family, his 
employees and his community count 
on the success of LCV that Holt con-
siders every risk and opportunity 
before investing in anything, and at 
first, that included technology.

David Talley, head maintenance technician 
at Lincoln County Vending, is a valuable 
member of the LCV team.
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© 2015 F. Gaviña & Sons, Inc.

Don Francisco’s son and grandson, Pedro 
and Michael, inspecting green coffee at the 

family’s facility in Vernon, CA.

For over 143 years, the Gaviña family 
has crafted coffee with the finest 
Arabica beans from around the world. 
Now, the signature Don Francisco’s 
Coffee Family Reserve roasts enjoyed 
by  consumers  for  decades  are 
available for offices and break rooms 
as well. A smarter choice, offering a 
tradition of quality that encourages 
offices everywhere to join our family.

Call us for information and samples 
at 1 (800) 428-4627.
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Growing with technology
For over a decade Holt had 
grown LCV one machine, 
one truck, one employee and 
one decision at a time. He 
and his staff would meticu-
lously study the industry 
to determine which invest-
ments would help grow the 
company. In 2002 that scru-
tiny focused on technology 
when Holt traveled to his 
first annual NAMA show. 
“I remember going around 
and talking with the VMS 
distributors, looking at the 
bill and coin counters and 
just being so excited,” he 
said. “At that time we were 
still counting everything by 
hand and entering it in on 
a spreadsheet.” When MEI 
told Holt he could purchase 
an all-in-one mechanism that 
would count the money for 
him and file data electroni-
cally, he was blown away. 
“Technology changed my life 
and my business,” he said.

Since that day nearly 
13 years ago, Holt has con-
tinuously looked at ways to 
improve and upgrade the 

company through technol-
ogy. “No one has to con-
vince or sell me on the 
importance of technology 
anymore,” he said.

All of LCV machines 
going out in the field now 
have credit card readers and 
it’s Holt’s goal to transition 
the other active machines 
to 100 percent cashless 
within the next year or 
two. Currently 30 percent 
of LCV vending machines 
are cashless. “We are at the 
same point now with credit 
card readers as we were 
with bill collectors 25 years 
ago,” he said. “Today you’d 
never think of putting out 
a vending machine without 
a bill acceptor, and it’s got 
to be the same sentiment 
with credit card readers.” 
Integrating technology has 
streamlined Holt’s business, 
cut down on route time and 
increased sales for drivers.

Holt does admit that with 
new technology came a lot 
of data he and his employ-
ees had to learn to interpret. 
“Technology was hard at the 
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Community conscious 

Lincoln County Vending supports and gives back to its 
surrounding community because of all that the commu-
nity has done for it. Dan and Pattie Holt have estab-
lished and awarded multiple scholarships each year 
to college students in the area, including the Lincoln 
County Vending Scholarship and the Shoney’s Fayette-
ville Scholarship at Motlow College. “We do what we 
can for the community,” said Holt, “because they give 
so much to us.”

For several years LCV has been involved in the com-
munity’s Jack & Back Bike-A-Thon, a Tractor Day for a 
local high school, Safety Rewards Events and summer 
picnics. They have even purchased scoreboards for 
the local high schools. “In our case, we get the most 
pleasure out of giving to others,” said Holt.
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beginning to learn, but we did it.” He 
advises other operators who want to 
stay in business to do the same thing. 
“Invest in technology,” he stressed. 
“There will always be a return on 
investment when it comes to technol-
ogy, so why not invest in something 
that will get you more money?”

Here to stay
One of Holt’s most recent investments 
took a little convincing. When the 
micro market segment was first intro-
duced, Holt was hesitant. “I wasn’t 
sure I wanted to do it,” he said. But as 
he watched other operators place micro 
markets, he realized that it was a seg-
ment that wasn’t going away. And he 
wouldn’t be left behind. In 2013 the 
company opened its first Avanti Mar-
ket. Now LCV has grown to 14 micro 
market locations and is about to add a 
second micro market route.

It didn’t take long for Holt to see 
the positives of micro markets, and 
that includes the return on invest-
ment. “I’ve had some micro market 
locations that are double the sales that 

vending would be,” he said. “A vend-
ing location will have its best sales in 
its first week, whereas micro market 
sales will increase for a few months.”

LCV has also been able to use the 
commissary it purchased in 2004 to 
offer fresh food to micro markets. 
“With our commissary, we’re able to 
make anything and we’re able to do it 
in a timely manner,” said Holt. Other 
micro markets, he says, will have to 
wait a few days to get fresh food, but 
his company can make it and get it 
out to the market within a day or two.

Although LCV is limited in its ter-
ritorial expansion, it has been able to 
grow year-by-year because of its micro 
market and OCS segments.

Premium coffee
Part of Holt’s job is to study the industry 
and watch trends. Just as he recognized 
that micro markets were becoming part 
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Multiple business 
interests

Dan Holt is a serial entrepre-
neur. In addition to his vending 
company, Holt and his fam-
ily own five restaurants in the 
Fayetteville, TN area. “Our 
ownership of restaurants came 
out of our cafeteria business,” 
said Holt. “We began with one 
restaurant, did pretty well with 
it so we bought another one and 
so forth.” Holt just signed a deal 
to build three more restaurants.
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of the industry, he also saw the oppor-
tunity to expand coffee service. Five 
years ago, he would not have believed 
coffee would be one of his most suc-
cessful segments, because not much 
attention was paid to the service. The 
rise of single cup and the coffee house 
experience, however, changed that. 

“We were missing out on coffee back 
then,” he remarked. “But not anymore.”

LCV services OCS accounts in 
large industrial plants and small 
offices. In all locations, Holt sees con-
tinued growth and higher profits as 
more consumers are becoming aware 
of ‘premium’ blends. The company 
has its own private label specialty 
brand called Highland Estates Cof-
fee, which it markets as a premium 

blend. “We have seen that better cof-
fees drive the market,” said Holt.

Single-cup coffee has been selling 
well in many of Holt’s locations, except 
in micro markets. “We haven’t had a 
good response in micro markets with 
single cup, and I believe that’s just 
because people don’t want to make their 
own cup of coffee.” As his micro market 
locations grow, Holt plans to monitor 
the best way of selling coffee in them. 

So much more to come
Holt is excited about the future of 
Lincoln County Vending and the 
industry in general. Even more 
rewarding for him, however, is that 
he gets to share the company’s future 
with his family, his employees and 
his community. “We rely on one 
another,” he said. “We need to be the 
best at our jobs so our customers can 
do the best at their jobs.” 

Lincoln County Vending has always been a 
family business. Holt, pictured here with 
his sons Daniel and Levi, says he works to 
grow the business for future generations.
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Company Profile

Founded: 1989

Headquarters: Fayetteville, TN

Owners: Dan and Pattie Holt

Number of employees: 45

Number of routes: 9
Annual sales: Not revealed
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OneShow 2015: Go where everybody knows your name
by Adrienne Zimmer, Managing Editor

or the first time since 2006, 
the biggest vending event of 
the year will come to the Las 
Vegas Convention Center. 

The NAMA OneShow has always 
been the place for operators to assess 
business needs, learn industry 
trends and catch up with old friends. 
In fact, in a 2014 NAMA OneShow 
attendee survey, 90 percent of opera-
tors and other attendees said that 
going to the NAMA OneShow was 
valuable for business. This year is 
no different. The 2015 NAMA One-
Show, which kicks off from April 22 
to 24, will focus around the peer-to-
peer experience.

During this three day event, 
attendees will have the opportu-
nity to have their most pressing 

questions answered during the 
nearly twenty educational ses-

sions offered. Operators will even 
have the opportunity to have those 
questions answered by their friends 
and colleagues. LyNae Schleyer, 
vice president of events at NAMA 
notes most educational sessions are 
led by peers and specialists within 
the industry. “We’ve always found 
that that has been of great value for 
attendees, to hear from experts in 
the field,” she said.

Power and strategy sessions
The educational sessions will be 
split into three types. The 90-minute 
Power Sessions will focus on future 
trends and innovations. “These 
sessions will look towards ‘what’s 
next’ in the industry,” said Schleyer. 
“They will help attendees begin 
future forward conversations.” One 
must-see Power Session includes a 
presentation entitled, Applying 
C-Store Merchandising, Research and 
Trends to Your Micro Market Busi-
ness led by Ludi Marche, associate 
director of Consumer Insights and 
Strategy for Food Service at Kraft. 
Marche will show attendees how 

F
The 2015 NAMA OneShow 
will feature educational 
sessions taught by 
industry peers and a  
show floor of more  
than 250 exhibitors. Don’t 
miss this opportunity to 
find new products, learn 
new techniques and meet 
new and old friends.

Wrap It Up

There are more than 40 hours 
for possible networking, including 
a new event put on by NAMA this 
year: The Friday Wrap. From 9 
a.m. to 1 p.m. on Friday, April 24, 
exhibitors will be hosting drawings, 
raffles and giving away prizes to 
celebrate an end to the show and 
to add to the attendee experience.

‘‘�There is so much 
to gain by simply 
being on the 
show floor and 
speaking directly 
with suppliers and 
manufacturers.’’

LyNae Schleyer 
NAMA vice president 
of events

250+  
companies will be 

represented.

50 
companies 

are first time 
exhibitors.

30+ 
companies are 
international.

Exhibitors by the numbers
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to learn from c-store trends and 
how to use this information to 
capture the market of the on-
the-go consumer.

The Power Sessions will be fol-
lowed by 60-minute Strategy Ses-
sions that will pinpoint specific 
strategies attendees can take back 
to their business and begin imple-
menting right away. Dr. Claudine 
Kavanaugh, an interdisciplinary 
scientist in the Office of Foods and 
Veterinary Medicine at the U.S. 
Food and Drug Administration, 
will cover vending machine calo-
rie labeling disclosure rules and 
provide guidance on what the new 
rules entail.

Critical conversation
Finally, the 60-minute Critical 
Conversation educational ses-
sion discussions will surround 
current issues attendees are 
facing. One Critical Conversa-
tion session consists of a small 
operator roundtable discussion. 
Vend operators managing no 
more than 4 routes and fewer 
than 10 employees are encour-
aged to attend and discuss the 
unique challenges and advan-
tages of running a small busi-
ness. Attendees of this session 
will drive conversation on topics 
such as technology, micro mar-
kets, expansion and pre-kitting 
and best practices as they deter-
mine how to grow their business.

“There is so much value for an 
attendee coming to the OneShow. 
There is a lot of leadership at the 
show in addition to the value in 
the educational packages, supplier 
events and networking opportuni-
ties,” remarked Schleyer. 

OneShow 2015: Go where everybody knows your name
by Adrienne Zimmer, Managing Editor

Oldies But 
Goodies

Operators can 
look forward to 
once again expe-
riencing the One-
Show with a visit 
to the learning 
lab, the center 
for community 
and the product 
showcase. 

Its signature 
mobile app will 
be available for 
download in late 
March and will 
help operators 
navigate the show 
floor and educa-
tion sessions.

Schedule of Events

TUESDAY,  
APRIL 21, 2015

1:30 PM - 4:00 PM
NAMA Research Triple 
Play: Just Released, 
Cutting-Edge Insights 
Specific to the Industry, 
Micro Markets and 
Consumers

WEDNESDAY,  
APRIL 22, 2015

8:30 AM - 10:00 AM
•	Applying C-Store 

Merchandising, 
Research and Trends 
to Your Micro Market 
Business

•	What’s Trending in 
Vending, Refreshment 
Services & Micro 
Markets

•	Living the Dream: 
How to Find your 
“Why”

10:15 AM - 11:15 AM
•	Across the Pond: 

An International 
Perspective 
on Consumer 
Engagement in a 
Micro Market

•	Vending Machine 
Calorie Labeling 
Disclosure Rules: 
Presenting the Rules, 
Answering Questions 
and Providing 
Guidance

•	Specialty Beverages

•	Get LinkedIn or 
Locked Out

•	Putting Intelligence in 
Intelligent Technology

11:30 AM - 12:30 PM
•	Micro Market 

Regulatory Update

•	The Snacking Story: 

Trends and Solutions 
for Vending and 
Refreshment Services

•	Small Operator Round 
Table Discussion

•	Marketing Your  
Micro Market

1:15 PM - 3:00 PM
Opening General 
Session featuring the 
NAMA Industry Awards, 
CEO & Chair Remarks, 
and Headliner Jay Leno

3:00 PM - 6:30 PM
Show Floor Open

THURSDAY,  
APRIL 23, 2015

9:30 AM - 11:00 AM
NAMA Annual Meeting 
and Keynote by  
Julie Seitz

11:00 AM - 5:00 PM
Show Floor Open

5:00 PM - 6:00 PM
Network Reception

FRIDAY,  
APRIL 24, 2015

9:00 AM - 1:00 PM
The Friday Wrap/Show 
Floor Open

INDUSTRY CROSSOVER
On Thursday, operators 
can participate in a 
badge share day 
with the Water Quality 
Association’s WQA 
Aquatech USA and The 
Car Wash Show 2015. 
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ig data is proof that you 
must indeed be careful what 
you wish for. With technol-
ogy integration comes an 

onslaught of confusing information. 
On one hand, vending operators uti-
lizing most of what today’s industry 
technology has to offer can see every 
aspect of their business. A vending 
machine becomes a dynamic auto-
matic retailer that via MDB, DEX and 
telemetry offers data about equipment 

status, payment acceptor jams, item 
level product sales, cash in, sellouts 
and service.

On the other hand, big data doesn’t 
stop there. Micro markets provide 
invaluable data of their own. Suppliers 
have specific systems that report on 
products sales, customer preferences, 
loyalty programs and more. Coffee ser-
vice data contributes either as part 
of the vending management system 
(VMS) or sometimes on its own.

B

What is  

Big Data?
By Emily Refermat, Editor

Today’s technology gives operators an unobscured view of their 
operation. Data gathered from technology can be used to increase 

profitability, sales and customer service, but it can also be overwhelming. 
Learn what other operators do with their facts and figures.
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Outside the industry-specific 
systems, savvy operators are also 
looking at online data — visits to 
their Website, social media interac-
tion, SEO (search engine optimiza-
tion), consumer trends and a lot of 
non-structured data that all melds 
together to give operators an idea of 
how their businesses are ranking in 
the local area and with customers.

That is big data, the tsunami of 
information that the industry can 
now gather. For most it’s overwhelm-
ing, and equally staggering to turn 
that data into action.

The good news is that big data 
is a revolutionary force that allows 
operators to maximize their opportu-
nities. Although it is a difficult force 
to tame, here are five tips from suc-
cessful operators who are working to 
harness vending’s big data.

Focus on key metrics daily
First, look at how and where you 
are getting the data. Focus on some 
important metrics to start.

“We use remote machine monitor-
ing [telemetry] on machines to collect 
data for sales, inventory and machine 
errors,” said Jeffery Smith, President 
and CEO of All Star Services, Inc. 
based in Port Huron, MI. He reviews 
this information daily. “The data 
can be very overwhelming,” he said. 
Despite this, Smith understands that 
data can help him improve his level of 
service to the customer and operational 
efficiencies as a company. “We like to 
use the data not just to identify issues 
and set corrective action, but also to 
answer questions about the business.”

In addition to capturing the data, 
Smith has created an internal process 
where changes based on the analysis 
can be done very quickly, often the 
next day. “This is very key as we can 
see items of interest that sales have 
increased and it would allow us to 
make a conscious decision to add fac-
ings of a specific item to ensure suf-
ficient inventory on site,” said Smith.

Break it down to now, and later
Operators are capturing a lot of dif-
ferent forms of data, often more than 
they can analyze initially. It’s impor-
tant to capture data and implement a 
long and short term analysis strategy.

“Today we’re collecting SKU 
turn data (vending), UPC turn data 
(micro markets) cash sales, cash-
less sales, connectivity reports, 
user frequency, emails and even 
cell numbers,” said Jeff Whitacre, 
CEO of Food Express located in 
Greensboro, N.C. and founder of 

USConnect. Whitacre considers the 
data streams invaluable in running 
his business profitably. He focuses 
on which machines to service when 
and what products to offer, thanks 
to his VMS. At the same time, he 
outsources the user data collec-
tion. It’s important to him, but 
something he can’t dedicate his 
resources to right now. “We are 
still figuring out how to assimilate 
it all into useful streams, but I’m 
happy with what we’re collecting 
today and look forward to expand-

24      Automatic Merchandiser    VendingMarketWatch.com     March 2015

T E C H N O L O G Y

Meskin’s telemetry how-to
HOW MANY DAYS CAN I GO BETWEEN SERVICES?
•	 Aim to collect $100 to $150 dollars each visit

•	 Look at all machines at a location — If a snack machine needs service, 
check if the inventory levels of the drink machine will hold until the 
snack vender’s next service. If not, the drink machine may need filling 
even though it only has $50 inside.

•	 Aim for the middle — Maximize collections without hurting customer 
satisfaction by balancing par levels and sellouts.

HOW CAN I USE DATA FOR MERCHANDISING?
•	 Look at products by location — Your bottom seller should be at least 20 

percent of your top seller. If sales of the top sellers are causing you to 
fill the machine often and the average collection is below $100, consider 
removing the slowest items and doubling up on the best sellers.

•	 Look monthly at turns per item per location — High turners in a single 
machine could be sleeper items that will sell well in other locations.

•	 Don’t compare healthy items to your top selling traditional items — Re-
member to compare them to the average selling traditional items.

•	 Create variety in transient accounts — B&I accounts have set plano-
grams so daily consumers can count on their favorite snacks. We tend to 
change only the slowest movers to keep things new/gain sales. In tran-
sient locations, we change offerings more often including new and higher 
priced items since the consumers change on a daily basis.

•	 Streamline the warehouse — I look at how many machines I’m selling an 
item in and I make decisions monthly as to keep that item and increase 
the amount of machines we sell it in or cut it completely. 

WILL MY TELEMETRY DEVICE AND VMS WORK TOGETHER? 
•	 If you’re new to telemetry, try a single provider — I started telemetry 

before the option of telemetry and VMS being an all-in-one system. If I 
made the decision today, I would prefer an all in one solution. The inter-
facing between multiple systems is possible, but can cause extra steps 
which always leads to human error.

autm_22-27_0315BigData_F.indd   24 3/4/15   1:39 PM



ing into more complex user data,” 
Whitacre said.

Make sure you understand the VMS
One of the challenges operators 
must overcome in the big data world 
is finding the right system and the 
right person to dedicate to technol-
ogy. Bill Meckstroth, co-owner of 
Midwest Refreshments in Dayton, 
OH, knows firsthand how difficult 
it can be if you don’t speak the lan-
guage. “Telemetry systems are very 
costly,” said Meckstroth. Getting 
some onsite training to go with a 
telemetry system adds more to the 
cost, but is important. “I’m not an IT 
guy,” said Meckstroth. “I can’t talk 
their language. They need to speak 
our language to be successful.”

Meckstroth went through a num-
ber of telemetry systems looking for 
the one that best fit his needs of clear 

understanding and service. Right 
now he uses ParLevel’s cloud-based 
VMS. “Cloud-based is the only way 
to go,” he said. It allows him to call 
up reports and real-time service logs 
from any computer or mobile device, 
including when he’s presenting a pro-
posal to a location.

Meckstroth sees the need for an 
employee with technical expertise as 
very strong and getting stronger. One 
reason is the firmware upgrades done 
by manufacturers. “It’s my belief that 
in the next 5 to 7 years, every vending 
company that wants to succeed with 
technology will have to bring on board 

an IT person or contract a third-party 
IT company,” explained Meckstroth.

Operations and prekitting are key
Telemetry often pays for itself through 
improvements in product inventory, 
sales and scheduling. Using the sales 
data it provides to merchandise the 
vending machine provides returns 
over and above the investment.

“The way I sleep at night is that 
the data is just an extra add-on ben-
efit,” said Scott Meskin, president of 
Black Tie Services Inc. in Baltimore, 
MD. When he opted to add telemetry, 
he focused on the company’s ability 

CLOUD-BASED VMS allows users 
real-time data from any computer 

or mobile device.
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to dynamically schedule, prepack 
with a 99 percent accuracy and to 
know exactly how much money was 
in the vending machine when it was 
serviced. Then he was able to control 
inventory on his delivery vehicles 
and the SKUs in the warehouse. “To 
get the ROI, you don’t have to use 
the product sales data,” said Meskin. 
“But if you do use the data, you will 
get even more.”

One difficulty Meskin has found 
is in identifying and acting on data. 
“There is always data coming in. 
The challenge is not only noticing 
what has to be done, but also send-
ing people out to make it happen,” 
he said. In some VMSs, swapping 
one product for another across all 
locations, a global change, can be 
difficult and time consuming. Vend-
ing machines are often individual-
ized allowing unique planograms, 
but this means going into each 
machine in the VMS to change the 
product. “That can be hundreds of 
machines,” said Meskin. 

To make a global change, Meskin 
has the new product added to the 
pick line. It’s prekitted and the driver 
is told what product the new one is 
replacing. The driver will place the 
new product behind any old product 
left in the spiral. For a few weeks, 
Meskin will have to call up sales of 
the new product under the old name 
until all the machines are changed 
out in the VMS. “It takes a while to 
do,” he added. 

For micro markets the data comes 
with the systems. Meskin looks at 
micro market sales data mostly to 
identify potential marketing promo-
tional opportunities for locations. For 
example, if 200 people buy a cup of 
coffee at a location, Meskin might try 
to identify an  item he can bundle with 
the coffee to encourage incremental 
sales. “The same with sandwiches...I’ll 
bundle a sandwich, chips and a soda 
to encourage the customer to make a 
bigger purchase,” he said. 

Measure results and look for 
opportunities
For Sandy Thornton, co-owner of 
VendEdge in Ringgold, GA, it was 
obvious from day one that the invest-
ment in technology was paying off. 
“Our route cost decreased signifi-
cantly with the implementation of 
remote monitoring,” she said. In the 
warehouse, a pick-to-light system 
increased the efficiencies  right away. 

“It is important to maintain or increase 
route collection averages, have a low 
out of stock ratio and keep an ear 
toward our employees to listen for 
issues that they encounter or sugges-
tions that they make for improvement. 
These can then be verified through 
data we have collected,” explained 
Thornton. After the efficiencies and 
collection averages, Thornton set 
about looking at analytics. The data 
allowed the company to rework pla-
nograms and uncovered areas where 
it was necessary to change the tray 
configurations in the snack machines 
as well as the spiral counts.

Thornton looks at daily sales 
reports along with maintenance logs 
and the route compliance logs (which 
reflects if the driver serviced every 
machine that was assigned for the 
day, what time it was done and how 
much the collections should be as well 
as the actual amount collected). She 
believes strongly that good data is 
paramount to getting the most out of 
analytics. “The info that comes into 
the system from drivers using their 
tablets is critical to maintain cor-
rect inventories in the field. If that 
process slips, the data is corrupted 
and becomes much less valuable. 
The same is true for purchases being 
entered into the system consistently 
and correctly,” said Thornton.

Another piece to maintaining 
good data is ensuring the Celluar/DSL 
connections. “The remote vending 
devices rely on a cellular connection 
to transmit the DEX info to the VMS. 
Without good cellular signals at each 
machine, we have installed Hi Gain 
antennas to overcome most of those 
issues. As for the DSL lines, those are 
our live connections to the markets.”

Data is a powerful tool. It gives 
an operator facts, not impressions, 
about what sells and when. It saves 
time, energy and money when used 
wisely with good, usable data, solid 
cellular/DSL connections and regu-
lar review. 
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6 Ways Big Data 
Could Damage Your 
Business—and 

What to Do About It

Nowhere is the influx in big 
data more apparent and useful 
than in marketing. Information 
about what is bought, when and 
by whom is invaluable to retail-
ers whether they are divining 
trends or preparing bundling 
and promotional opportunities. 
Owen Shapiro, 30-year market-
ing veteran sees big data as a 
tremendous opportunity to con-
nect with customers in amazing 
new ways. However, there are 
dangers. While preparing to 
take maximum advantage of all 
the glorious opportunities big 
data offers, Shapiro warns of 
six ways big data could damage 
a business and how each can 
be avoided. 

1. Secure Your Data

2. Try Not to Drown 

3. Don’t Get Outsmarted

4. Mind the Store

5. Listen to the Machine

6. Instant Dissatisfaction 

Read the full article online at  
vendingmarketwatch.
com/12050127
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Mrs. Freshley’s® 
is pleased to 
announce the 
expansion of its 
partnership with Cinnabon® to cre-
ate Mrs. Freshley’s Cinnamon Mini Donuts. Mrs. 
Freshley’s Cinnamon Mini Donuts are soft cake mini 
donuts coated with Cinnabon cinnamon. Mrs. Fresh-
ley’s Cinnamon Mini Donuts are available in 3-ounce 
single-serve 6-packs for vending and micro markets. 
The entire Mrs. Freshley’s made with Cinnabon cin-
namon line features new eye-catching packaging.

vendingmarketwatch.com/12050101

PepsiCo introduces its Mtn Dew® 
Kickstart Strawberry Kiwi, avail-
able in vending. Mtn Dew® Kickstart 
Strawberry Kiwi fuses an energizing 
blast of DEW® with real fruit juice, 
coconut water and just the right 
amount of kick. The product is 60 
calories per 12-ounce can.

vendingmarketwatch.com/12037862

AdvancePierre™ Foods 
extends its premium 
Pierre Signatures line with 
the Spicy Breaded Chicken 
Breast with Cheese Sandwich. 
Each chicken sandwich features a 
breaded chicken breast filet topped with cheese on a 
corn-dusted roll.

vendingmarketwatch.com/12038243

Stream VMS Office is an 
advanced cloud based vending 
management software system 
ready to run a vending machine 
company. It allows a view of 
sales, driver locations, sched-
ules, machine and location 
totals, customer commissions, 
assets, and more. Stream 

Mobile is now on the Apple App Store, as a free 
download, and works together with Stream Office.

vendingmarketwatch.com/12042849

Inventure Foods, Inc. introduces 
Vidalia Brands™ Zesty Ranch 
Sweet Onion Petals. Zesty Ranch 
Sweet Onion Petals include ranch 
seasoning, which offers a new 
spin to the snack line’s original 

Sweet Onion Petals variety. The product is baked, 
gluten-free and features zero trans fats. 

vendingmarketwatch.com/12047676

The Promotion In Motion Companies, Inc., an-
nounces the launch of Welch’s® Apple Orchard 
Medley Fruit Snacks featuring fruit flavors 
such as Granny Smith Apple, Golden Delicious 
Apple, Red Delicious Apple, Apricot and Juicy 
Pear. The product contains 100 percent of the 
daily recommended value of vitamin C, and 25 
percent of vitamins A and E.

 vendingmarketwatch.com/12050095

PRODUCT NEWS
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3G Telemetry

autm_27_0315ProductNews_F.indd   27 3/4/15   1:37 PM



ublicity plays a critical role in 
the overall success of a business. 
Offering an outstanding service 
that no one knows about doesn’t 

generate a great deal of income. Some 
entrepreneurs like P.T. Barnum (who 
is credited with saying “There is no 
such thing as bad publicity”) are 
natural born promoters and make it 
look easy to market a business or ser-
vice. But many business owners find 
generating publicity to be difficult, 
time consuming, expensive and just 
plain exhausting.

Fortunately, growing the aware-
ness of your company is possible with 
only a moderate investment of time, 
resources and capital. Business pro-

motion can even be energizing and 
exciting by following a 3 step process 
for success:
•	 Decide what story about the busi-

ness is worth sharing with others.
•	 Discover who would be interested 

in listening to the story.
•	Use local tools and people to 

help tell the story A.F.A.P. (As  
Free As Possible).

Step 1: Develop a story to 
share with others.

Every business has a story to tell. 
Perhaps the business was created 
from a passion, or the business was 
resurrected after a period of decline. 
Maybe the business is dedicated to 
a cause, or is motivated to succeed 
due to a family member’s battle with 
illness. Whatever story a business 
owner is interested in sharing with 
others should be the basis for all pub-
licity work. Defining and developing 
“your story” creates a clear, confident 
message that can easily be shared 
with anyone and everyone who’s 
interested. The story need not focus 
on the nuts and bolts of the business 
— publicity is about awareness and 
does not mean closing a sale. Publicity 
creates interest, and as many good 
salespeople will affirm, warm poten-
tial customers are far easier to close 
than cold ones.

I know an OCS operator who 
started his business because of a 
crazy obsession to always 
have the perfect 

How to produce 

publicity
By Ben White, Contributing Editor

Promote your business without spending a  
fortune by marshalling local resources and talent.

P

‘‘�Many a small 
thing has 
been made 
large by the 
right kind of 
advertising.’’
– Mark Twain from his novel,  
“A Connecticut Yankee in King 
Arthur’s court” 1889
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cup of coffee at work. His passion 
for quality hot beverages was a very 
compelling story and he mentioned 
it to everyone he came in contact 
with. The more he shared his mes-
sage, the more people asked him to 
provide a top quality OCS service. 
This gentleman now has a success-
ful 10-year-old company and enjoys 
every single day he gets to spend at 
work — all because he had a story 
he was willing to share with others.

Step 2: Discover who 
would be 

interested in listening to your story.
Publicity, much like a snowball roll-
ing downhill, gains momentum over 
time. Discovering who is interested in 
“your story” may seem to be a daunt-
ing challenge at first. But the 
more “your story” 
gets told, 

the easier it becomes to tell, and as it’s 
retold again and again, more and more 
potential customers become aware of 
your products and services. Start by 
Googling groups who are interested 
in the same things as your business. 
For example — If I were interested 
in starting a micro market business 
that focused on locally sourced fresh 
food selections, I would seek out local 
farmers’ market groups, growing co-
ops, health clubs, Trader Joe’s fan 
clubs…anyone who may be glad to 

hear that a micro market stocked 
with local ingredients is available 
in their area. These people may 
be the very decision makers who 
would ask to have a micro market 
at their workplace.

Step 3: Use local 
resources  

to tell “your story” A.F.A.P.  
(As Free As Possible).
Perhaps a video of “your story” 
would be a great way to spread 
the message of the company. 
Video productions are power-
ful tools, but they can be diffi-
cult to develop and expensive to 
produce. That’s where local help 
can come in handy. Search for 
students or volunteers willing 
to work in exchange for expe-
rience or credit on a project. 
Community colleges, vocational 
schools, drama clubs and local 
media centers all contain will-
ing volunteers who would love 
to help you get “your story” 
on recorded media. Having a 
recorded message makes it easy 
for local broadcast outlets to fea-
ture your business in a feature 
or special.

Look internally for someone with 
excellent written communication 
skills or a creative marketing back-
ground to assist in producing “your 
story” in a text format. The story 
should be interesting to a broad seg-
ment of the population and written 
like a profile in a magazine. Focus 
on facts and give the writer some 
good quotes from you that are both 
memorable and personal.

Getting a family member or intern 
to start a social media campaign to 
share “your story” online can also 
be beneficial. The most important 
component of social media, as a pub-
licity tool, is time. Posts need to be 
made regularly, daily in most cases. It 
can be a challenge for some business 
owners to work into their schedule, so 
paying a small stipend to an employee 
or getting a family member with a 
vested interest in the company to 
handle the social media aspect, with 
your input, is an ideal way to build 
awareness of your business.

The ideas and methods of gener-
ating publicity are certainly many 
and varied. But developing a story 
and spreading it locally can go a long, 
long way in helping a business grow 
and succeed. 

‘‘�The only thing worse than being talked 
about is not being talked about.’’
– Oscar Wilde

ABOUT THE AUTHOR
Ben White was the 
general manager at 
Monumental Vending 
in Beltsville, MD. 
for many years. 
He recently started 

Vending Insights, Inc. to help operators 
incorporate technology and advance large 
projects such as micro market develop-
ment. Contact White via email at ben@
vendinginsights.com
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A U T O M A T I C  M E R C H A N D I S E R  S P O T L I G H T S

Single Serve Cups as low as $0.29 

Dependable Brewers 

Co-Packing Services

           800-888-BREW
CafejoWholesale.com

Come see us at Booth #1939 
Nama Show 2015 In Las Vegas

A.R.A. Food Corp. | 8001 N.W. 60th Street | Miami, FL 33166
Tel: (305) 592.5558 | www.arafood.com

NAMA Booth # 245

Distributor 
opportunities 

available in
major markets.

World’s only 
beverage kiosk

to clean and refill 
a reusable bottle 

with all natural 
fruit infused 

flavored waters.

www.evivestation.com   |   1.855.MyEvive

AGAMECHANGER

®

drink clean • live green

When you’ve been in the coffee business for over  
125 years, you’ve seen more than one way to brew a cup 
of joe. Cadillac Coffee has evolved with the times — and 

the technologies — to deliver coffeehouse quality products 
and services with the trusted convenience you expect. 

Great coffee. Made easy.

cadillaccoffee.com1.800.438.6900

Quality stands out.
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Introducing
e-vending

New Online Payment &
Marketing Platform

Visit us at NAMA Booth #1327 

MICROTRONIC US • 641 McWay Drive, Suite 104 • High Point, NC 27263
1.800.879.3586 • www.MicrotronicUS.com

Check out our new Micro Markets too!

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

1. Replace your  
current housings  

 with Lock America’s  
 patent-pending  
 housings.

2. Install Lock 
America’s  

 plug locks.
3. Clamp down with  

 Lock America’s  
 patent-pending  
 torque-resistant  
 Millennium Locks.

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

•Unique non-duplicatable key.

•Your own unique registered  
 key code.

9168 Stellar Court
Corona, CA 92883
www.laigroup.com

Ph: 951-277-5180
Fax: 951-277-5170

sales@laigroup.com

800-422-2866

Also 
available 

for change 
machines!

Distributor and OEM inquiries welcome!

1-800-697-6283

 & LiftGates

 & LiftGates

CALL NOW 
for a special offer ! 1-800-697-6283

M0363900

www.PowerMate.info

Save time, money & your BACK!

Move loads safely 
up and down stairs!
Load your vehicle!

Power lift your 

       profits 

     and lower 
          your injuries!
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VENDTRONICS, INC.
Memphis, Tn

(901)365-5400

service@vendtronicsinc.comcastbiz.net

RELIABLE VENDING
SERVICE & REPAIR
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Point of Use 
Dispensers
2 & 3 Temperature
Floor Standing 
& CounterTop 
2 Filtration Options

A Full Range of Models at Affordable Prices - visit our website for more info

www.VertexWater.com

WATER PRODUCTS
Montclair, California

(909) 626-2100  
fax (909) 626-3535

info@VertexWater.com 

800-627-2146

Vending 
Partnership 
Program
Lead Generation and Appointment 
Setting for your Vending Company

NuAge
MARKETING SOLUTIONS, LLC

P. O. Box 85
Rockwell City, IA  50579 

debjudas@iowatelecom.net

(800) 684-0393
(712) 297-8317 Fax

www.nuagemktg.com

Let us make the COLD calls 
and send you the HOT leads!
Your salespeople can focus their valuable time and 

energy on closing sales and acquiring new custom-

ers for your vending business - rather than sifting 

through hundreds of  cold calls to find a few pros-

pects who might need your company’s products 

and services.

Vending 
Partnership 
Program
Lead Generation and Appointment 
Setting for your Vending Company

NuAge
MARKETING SOLUTIONS, LLC

P. O. Box 85
Rockwell City, IA  50579 

debjudas@iowatelecom.net

(800) 684-0393
(712) 297-8317 Fax

www.nuagemktg.com

Let us make the COLD calls 
and send you the HOT leads!
Your salespeople can focus their valuable time and 

energy on closing sales and acquiring new custom-

ers for your vending business - rather than sifting 

through hundreds of  cold calls to find a few pros-

pects who might need your company’s products 

and services.

Let us make the 
COLD call and 
send you the 
HOT leads!

Vending 
Partnership 
Program
Lead Generation and Appointment 
 Setting for Operators, Distributors, and 
 Manufacturers in the Vending Industry

Let us customize a 15 
hour campaign for you;
calling ONLY the types and sizes of  
businesses you desire.  Every face to 
face appt and every lead generated 
for you during those 15 hours is yours 
for the low price of  $375.00.*  We call 
when you want and how you want us 
to, staying in contact with you, moni-
toring and evaluating your campaign, 
making adjustments as necessary to 
ensure your success.

*One time list fee per state up to 3000 leads.

Michael Carey
Take Five Vending
508-697-0800

NuAge
MARKETING SOLUTIONS, LLC

Shawn Wiser
Supreme Vending
214-929-7135

Ron White
Total Vending
502-451-0111

Our References

At NuAge, Your Success is Our Highest Priority

Your salespeople can focus 
their valuable time and energy 
on closing sales and acquiring 
new customers for your vending 
business — rather than sifting 
through hundreds of cold calls 
to find a few prospects who 
might need your company’s 
products and services.

Contact Michelle Scherer for information:
800-547-7377 ext. 1314

Michelle.Scherer@VendingMarketWatch.com

L O O K I N G  F O R 
S O M E T H I N G ?

Classified advertising can 
point you in the right direction!

BY ADVERTISING IN
AUTOMATIC MERCHANDISER

CONTACT Michelle Scherer FOR MORE INFORMATION:
1-800-547-7377 x1314 • Michelle.Scherer@VendingMarketWatch.com

Distributors of Quality Vending Machines

2701-M Hutchison McDonald Road 
Charlotte, NC 28269

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

800-558-8363 x24
704-921-2212 x24
704-921-2797 Fax

Bob Loparco
President

CHOICE EQUIPMENT SALES, INC.
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Lynda Arnold
214-244-7194

lisa_caldbrok@oplink.net

Food Broker Specialists

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

www.michmerch.com

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

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

srorah@michmerch.com
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GPS
NORTH AMERICA

Do You  Know What
Your Drivers Are Doing?

Our average customer:
 - Saves 20% off their fuel bill,
 - Eliminates unauthorized vehicle use,
 - Gets in additional stops per day,
 - And sees overall improvement in driver safety. 

3M™ Water Filtration Products 
for Offi ce Coffee, Water and Vending 

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

ater Filtration P

Contact Michelle Scherer:
1-800-547-7377 x 1314

Michelle.Scherer@VendingMarketWatch.com

IT PAYS
TO ADVERTISE

The Over-Under Combination 
Snack & Cold Drink Merchandiser

Hottest selling combo on the 
market today!!
On Sale Now

Vending Machine Sales
888.401.8363 • 800.313.1821
www.vendingpriceline.com
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2015 ROUTE DRIVER OF THE YEAR QUARTERLY WINNER

Candi Greenwald 
Snackworks, Inc., Bradenton, FL

CANDI GREENWALD gets 
the job done. Amazing customer 
service? Check. Consistent machine 
maintenance? Check. Affinity for 
vending? Check. When it came 
to nominating a route driver for 
the 2015 Route Driver of the Year 
award, filling in Greenwald’s name 
was a no-brainer for Lisa Leuchter, 
vice president of Snackworks. 
“Candi possesses all of the attributes 
each and every one of us in our 
industry wishes our route drivers to 
have and demonstrate on a regular 
basis,” she said. Leuchter considers 
herself and the company fortunate 
for having hired Greenwald, who 
will reach her five year anniversary 
with the company in July. “Candi is 
trusted and well-liked by all in the 
industry,” said Leuchter. “She is a 
real star in the world of vending.”

One step further
Not every route driver will go the 
extra mile to ensure that all equip-
ment is working properly, all custom-
ers are taken care of and all machines 
are fully stocked. But Greenwald 
does, and it shows. “In addition to 
her superior attitude and work ethic, 
Candi has great knowledge of the 
equipment she is responsible for on 
her route,” said Leuchter. In Green-
wald’s five years with Snackworks, 
she has trained herself and others to 

fix and clean machines. Leuchter can 
always count on Greenwald to take 
ownership of her work and never 
has to ask twice. “Machines are rou-
tinely cleaned, coin mechs filled and 
mechanical issues are successfully 
dealt with by Candi.”

Persevere for excellence
Greenwald’s perseverance for excel-
lence is in her bones. She doesn’t 
do a good job to keep her job, she 
works hard because failure is not an 
option.“The pride and dedication 
Candi has for a job well done is evi-
dent by the unsolicited positive com-
ments her customers provide to us,” 
said Leuchter. Customers appreciate 
Greenwald’s optimistic personality. 
“She listens to customer requests 
and constantly engages consumers,” 

said Leuchter. “Snackworks never 
receives complaints from custom-
ers. Our ‘eyes in the field’ always 
note how well she fills and cleans 
machines on her route.”

Company-wide pride
Although some operators have seen 
vending numbers plateau in 2014, 
Greenwald finished the year with a 
5 percent increase in sales. Green-
wald, who services snack, beverage 
and cold food machines, doesn’t 
simply make her company proud 
by delivering in numbers. It really 
comes down to her positive attitude. 
Greenwald is proud of the work she 
does for and with the Snackworks 
team. “I want to thank and recog-
nize all of my coworkers at Snack-
works,” said Greenwald. “This is a 
team award, not just a personal one.  
Also a special thank you to Lisa and 
Josh for letting me shine and helping 
me become a successful driver.” 

Greenwald’s ‘take ownership’ attitude is a gift 
to Snackworks and makes her an indispensable 
member of the team.
By Adrienne Zimmer, Managing Editor

Route Driver of the Year quar-
terly winners are awarded $250 
and will be finalists for the final 
Route Driver of the Year award.

‘‘She is a real 
star in the world 
of vending.’’

Presented by

Candi Greenwald finished 2014 with a  
5 percent increase in sales.
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Candi Greenwald 
Snackworks, Inc., Bradenton, FL

Nominations must include route driver name, company name, address and telephone of the nominee, as well as the 
name, company name, address and telephone number of the person submitting the nomination. Nominees must 
be employed as a route driver of a vending operation on April 30, 2016.  Entries will be reviewed by Automatic 
Merchandiser personnel (“the judges”).  Determination of the winners shall be made by the judges in their sole and 
absolute discretion, and such determination shall be fi nal and binding.

Nominate your favorite route driver for Automatic Merchandiser’s 12th 
Annual Route Driver of the Year Awards and a chance to win a trip to the 
2016 NAMA OneShow in Chicago.  

REWARD YOUR 

FAVORITE
ROUTE DRIVER
FOR A JOB WELL DONE

He or she could be the lucky winner of one of four quarterly cash prizes, or the 
grand prize winner of a trip to Chicago to attend the 2016 NAMA OneShow.

Every route driver nominee will receive a baseball cap embroidered 
with the Automatic Merchandise logo and the words: Route Driver of 
the Year nominee.

Quarterfi nalists will be featured in a one-page profi le in Automatic 
Merchandiser magazine in 2015.  They will also receive a $250 cash prize.

The grand prize winner will receive a trip for two to Chicago, Ill., to attend the 
NAMA OneShow and receive their award.  The grand prize winner will also get 
a TV.  The 2016 Route Driver of the Year winner will be profi led, along with the 
winner’s company, in the April 2016 issue of Automatic Merchandiser.

To nominate a driver or view complete contest rules, visit 
vendingmarketwatch.com/awards/route-driver-of-the-year 

1-855-202-3913
fs-snacks-desserts.com

©Mondelēz International group

Sign up online for Snack & Dessert Solutions, a free 
program designed to help build your business.
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HELP Boost Profits with America’s #1 Cookie Brand1

REO?
HOW DO YOU

DELICIOUSNESS  
COMES IN ALL SIZES

OREO 6ct
Classic Flavor

OREO Go-Paks
Snacking Made Easy

OREO Mini Big Bag 
Tiny Cookie, Big Flavor

Golden OREO 6ct
A Golden Opportunity

King Size Double Stuf OREO 
Double the Fun

OREO Convenience Pack 
Take ’Em Anywhere

1Nielsen, xAOC Plus Convenience 52 Weeks ending 01/25/14

1-855-202-3913
fs-snacks-desserts.com

©Mondelēz International group

Sign up online for Snack & Dessert Solutions, a free 
program designed to help build your business.
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