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Premier 2.0 Cabinets deliver a clean,
professional look with lasting durability and
unmatched flexibility. Each powder-coated
black steel section comes in two-foot,
three-foot, and four-foot widths, and can be
used individually or combined for a seamless
look. Choose from cabinet styles like glide-out
shelves, steel countertops, cabinet doors, or
full-height doors. Create a layout that fits your
space. For a custom-branded display,
cabinets can also be wrapped in high-quality
graphics that showcase your style.

WHEELS & LEG LEVELERS

BW | Best Western.

QUICK SETUP. SEAMLESS LOOK.

Elevate your space with area decor
designed to impress. Our cabinets
connect with a simple pin system—no
tools required. Magnetic side panels
create a seamless look, while
smooth-rolling wheels make setup and
cleaning easy. Adjustable leg levelers
keep everything stable, even on uneven
floors. Just roll, pin, and you're ready to

go.
CALL TO GET A FREE DESIGN
PRESENTATION TODAY!

G TP GRAPHICS THAT POP

972-905-3523 GRAPHICSTHATPOP.COM

Hotels & Resorts
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Automatic Vending

PROS o KNOW

Automatic Merchandiser
honors individuals and
teams for achievements in
promoting industry innovation
and future growth.

Jens Knudsen Eric Steinbach Jim McCandlish
Hormel Foods Hormel Foods First Class Nevada

Ashley Copeland Brook Reeves
365 Retail Markets 365 Retail Markets

See the full list of winners on p.22
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Spotlighting
thein ustrys
changemakers:

2025 Pros to
Know Awards

These honorees have embraced new
technologies, navigated shifting consumer
expectations and elevated workplace
refreshments — ensuring continued growth
for the industry today and into the future.

| Success Story | Features

Automatic|Vending

MERCHANDISER | MARKETWATCH.

PROS o KNOW

A focused approach to Office coffee service sales
office refreshment kept climbing in 2024

Rather than chasing growth in vending or micro markets, According to our latest State of the
Corporate Coffee Systems remains focused on what Office Coffee Services Industry Report,
it knows best — coffee, pantry and water service. Its operators saw stronger demand in 2024
disciplined approach and long-standing team have helped as offices settle into hybrid schedules.

it stand out in the competitive New York City market. While volumes remained below pre-

pandemic highs, rising per-cup spend
and premium options lifted OCS
revenues.

Woater and ice:
An overlooked profit
center in OCS

From sleek dispensers to advanced
filtration and sparkling enhancements,
water and ice systems offer long-term
value and sustainable growth for coffee
service providers.

Better-for-You Snacking
Health-conscious consumers are
reshaping snacking habits, and
convenience services operators can boost

sales by stocking better-for-you items
across dayparts.

On the cover: David Henchel shares insights on OCS as

Corporate Coffee Systems marks its 40th anniversary | Departments
Follow us at 4 Online exclusives
Facebook/VendingMarket @VendingMagazine .
o o 6 Editor’'s Note
@ linkedin. com/ @ instagram. com/
company/2233840 vendingmarketwatch
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Visit vendingmarketwatch.com for more on hot topics in
vending, micro markets and office coffee service

| Interviews, Expert Insight & Tips

vvy

OCS Operator

OCS training event adds sales track to drive real results

THIS FALL, HOLIDAY HOUSE DISTRIBUTING EXPANDS
its popular Technician Training and Equipment Sales Trade Show
with a new sales training program tailored for operators and reps.
With hands-on learning from suppliers and expert-led business

Bob Tullio development sessions, the event offers an opportunity for OCS
teams ready to grow.
VendingMarketWatch.com/55303623
Play VENDL | A weekly PODCAST | What's fueling the
word game from explosive growth in vending
VendingMarketWatch and micro markets?

Are you a vending veteran? A micro
market maven? Or just passionate
about the convenience services
industry? Put your knowledge to

the test with VENDL, the weekly

word puzzle that's as addictive as a
perfectly stocked snack machine. Visit
the VENDL archive to play puzzles you
may have missed.
VendingMarketWatch.com/55293931

From smart stores to recurring
revenue strategies, hear what's
driving the momentum — and what
operators should do next.
VendingMarketWatch.com/55307467
N
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PODCAST
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Micro Market

NEXCOM hits 100th micro market
milestone, expanding convenience for sailors

Kristine Sturkie, Navy Exchange Service Command / U.S. Navy

The Navy Exchange Service Command
has opened its 100th micro market,
bringing fresh food, snacks and essential
items to sailors at Naval Submarine
Base Kings Bay, Georgia, and marking a
decade of growth in unattended retail
for the fleet.

VendingMarketWatch.com/55309570
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A300 Fresh Brew

*The National Coffee Association
of USA, 2024 National Coffee Data
Trends (NCDT), Spring Edition

Products of the Year

2025
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when great meetings are powered by great coffee.

Employees with bean-to-cup machines are 61% more satisfied with their
workplace coffee.* As more teams return to the office, offering a high-quality
coffee experience can boost morale, increase productivity, and helps create a
workplace employees enjoy coming back to. Do you currently offer a coffee
experience that employees look forward to each dayd

The A300 Fresh Brew is our compact, low-voltage coffee machine—perfect
for offices with limited space. It offers hot and iced coffee, two bean types,
and two programmed water options for tea and water, all with a 120V
connection, flexible setup, and automated cleaning. Ideal for self-service
formats, micro markets, offices, and anywhere great coffee is served.

=T T

Discover more at FR AN KE

us.coffee.franke.com
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EDITOR’S NOTE

Revenue climbs as
OCS reinvents itself

Linda Becker
Editor-in-Chief
Ibecker@endeavorb2b.com

Follow us at

£

Facebook/VendingMarket

]

@VendingMagazine

lin]

linkedin.com/
company/2233840

instagram.com/
vendingmarketwatch

Espresso, cold
brew taps, local
roasters and
specialty brands
are replacing
value coffee as
offices look to
attract workers
to the office.

WITH THIS, OUR SEPTEMBER/OCTOBER ISSUE, WE LOOK
at the state of the office coffee service industry in 2024: a story of
growth through change. Five years after the pandemic, opera-
tors have found footing in a new workplace rhythm: leaner, more
flexible and more premium. Daily volumes remain lower than
before the pandemic, but operators are making up the difference
with premiumization. Employers understand that offering higher
quality beverages is no longer a luxury but a workplace perk that
supports culture and engagement. The data tells the story clearly:
Value-priced coffee sales have fallen while specialty formats
continue to climb.

Coffee, however, is no longer the whole story. In 2024, coffee
accounted for just 27% of OCS revenue, a 15-point decline in two
years. Growth in OCS stems from pantry services, water, ice and
micro markets. Operators are no longer simply coffee providers;
instead, they are selling the workplace experience. Employees
may not be in the office every day, but when they are, they expect
convenience, variety and premium service. OCS is filling that
demand with offerings that stretch beyond the brew.

Rising costs remain a concern as inflation continues to
pressure both coffee and supply costs. Green coffee prices
have remained stubbornly high, and labor costs continue to
be a consistent challenge. Still, operators are adjusting. Price
increases, smarter product mixes and expanded services are
helping preserve margins. Many are also investing in staff and
training, building sales expertise and strengthening customer
relationships.

This is not the same OCS business that existed in 2019. Its
leaner, more diverse and more strategic. Operators who thrive
will be those who recognize that coffee is no longer the endpoint
but the entry point into a larger service portfolio. The industry is
moving toward a model where every cup, every cooler and every
pantry shelf adds to the value equation.

Looking ahead, the conversation continues in November at
NAMA’s Coftee Tea & Water show. With the momentum of 2024
behind it, the event will showcase how operators and suppliers
are embracing premiumization, diversification and technology to
capture more value from every account. The story of OCS is still
being written, and CTW will be the stage where its next chapter
begins. I look forward to continuing the conversation in Miami.
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Hospitality’'s lessons
for OCS satisfaction

By Bob Tullio, Contributing Editor

IF YOU HAVE CHECKED INTO A
hotel recently, you have proba-
bly experienced what the hospital-
ity industry calls “personalization”
According to the hotel property
management company OTA Sync,
guest expectations have increased.
They no longer book rooms: They
book experiences.

Does that sound familiar to you as
a convenience services operator? You
aren't just creating a break room: You
are creating an experience. Knowing
your customer, making it personal
and creating experiences that reso-
nate in a positive nature drive cus-
tomer satisfaction.

A perfect model

The hotel industry provides a perfect
model of the right way to do per-
sonalization — and the wrong way.
Let me share a recent example of the
wrong way.

After four grueling hours in
Orange County traffic, I checked in
at the Omni Resort. I'm tired, I want
to get to my room (and maybe the

bar) to relax and get settled. Instead,
I am greeted by a desk clerk who has
been trained in personalization.

Desk Person: Where did you come
in from today?

Me: Encino.

Desk Person: Oh, that’s not too
far. How was your drive down?

Me: Ugh! It was a long drive.

Desk Person: Any special plans
while you are here?

Me: Yes. I have organized a group
of 28 golfers. Do you not have any of
that information?

To compound the annoyance, I
just had the same conversation with
the hotel valet when I pulled up.

Here is what is suggested by Hotel
Technology News. “Hotel staff should
be well-versed in the nuances of hav-
ing these types of conversations. Staff
should recognize when to keep the
conversation going or simply send
guests with what they need to get on
their way”

The right way

(did not happen)

Of course, there was a right way to
greet me at the hotel and make me
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feel like the special person that I am.
The right way would have required a
more thoughtful approach.

Desk Person: Hi, Mr. Tullio. I see
you are here as the coordinator of a
large golf group. Have you played the
courses before?

Me: I've only played one of the
two courses.

Desk Person: You and your group
are in for a treat. The North course
is the home of the NCAA champion-
ship. I see that your trip coordinator
is Sarah, and she put a note on your
account: Please have Mr. Tullio con-
tact me directly if his group has any
questions or concerns, or if I can do
anything to enhance your stay. May
I make a couple of suggestions for
your group?

The desk clerk then tells me a
story about the great experience that
another golf group had last month,
out at the practice green with cock-
tails at happy hour before heading
into the dining room. Then, after giv-
ing me some drink tickets and two
bottles of water, he sends me to my
upgraded room — a token of appre-
ciation as the organizer. (Or at least
that’s what I was told.) Now, I can
relax, and I'm feeling special!

The lessons for operators
What do we learn from this inter-
action as convenience services
operators?

o Use some data to prepare for a
sales meeting or a customer ser-
vice meeting, and know who you
are dealing with.

o Before a sales presentation, the
rep should speak to the cus-
tomer service department to find
out if the sales prospect is a for-
mer customer.

« For both sales and customer ser-
vice, look up the contact person on
LinkedIn. Have they ever worked



for a company that your company

has served? Do they have shared

contacts — names you can drop?

« Do you understand what indus-

try they are in so that you can

tell them a story about how you

provided a wonderful solution

for a company that was similar

to theirs?
As a customer service representative,
before you visit a customer, in addi-
tion to checking their LinkedIn pro-
file, ask the sales rep about the client.
What do they know about them?
Have there been any serious issues
pertaining to the account?

It is certainly more impressive to
visit a client or prospect and say, “We
are so excited about the opportunity
to serve you again.” Much better than
being told by them, “We did business

with your company 10 years ago,”
and not having a clue about that.

In short, there are three keys to a
successful call:

o Be prepared.

« Use your data.

« Know your customer.
There is one more thing: Don’t be
afraid to spoil people. That’s some-
thing I learned a long time ago.
Instead of a meeting, make it a lunch
meeting. Pretty basic but very effec-
tive. Instead of coming to a meeting
empty-handed, offer sports tickets
or an invitation to a client event. Just
like with the hotel check-in process,
perks matter.

This Omni story just happened
last week. Unfortunately, it was the
wrong approach and — on an amus-
ing note — it continued at check out.

Desk Person: How was your stay
at the Omni?
Me: Excellent, thank you.
Desk Person: What was
your favorite part of your stay
here at Omni?
Me: Ugh. Dealing with the
front desk. ®

About the author
VendingMarketWatch.

| com contributing editor
| and industry consultant
Bob Tullio is a content
specialist who advises
operators in the
convenience services
industry on how to build a successful
business from the ground up and advises
suppliers on how to successfully connect
with operators. Tullio's YouTube channel,
b2b Perspective, is designed to "elevate
your business in two minutes.” Visit www.
tulliob2b.com or email bob@tulliob2b.com.
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OPERATION PROFILE

E IS ANEW YORKER
through and through. A
loyal Mets fan, passion-

ate about his business, dedicated to his
employees and, like every busy entre-

preneur, amazed that 40 years have
gone by in a “New York minute”
David Henchel, president and CEO
of Corporate Coffee Systems, has been
a part of the New York City business
community for a long time, includ-
ing 40 years as an operator. He had a
job at a coffee service company in high
school and was intrigued by the busi- 1571548
ness — enough to start his own com-

pany in 1985.

tic Merchandiser September/October 2025
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He worked during the day and
enrolled in night classes at Hofstra
because “I thought I should go to
college,” explained Henchel. “It was
a short stay because I found that
the professors that I came in con-
tact with didn’t have the same type of
context that I was experiencing out
in the business world, even though it
was just the beginning for me”

“Before we knew it — along with

David Henchel co-founded Corporate

Coffee Systems 40 years ago and
serves as president and CEO.

my brother Greg and my childhood
friend Donn Luti — we decided that
we would go out on our own,” he
said. “We just started it from scratch,
from zero” While his brother and
Luti are no longer affiliated with the
company, Henchel said that without
them, there would be no business to
discuss 40 years later.

Henchel noted that starting up in
1985 was considerably easier than it

l

12 Automatic Merchandiser - September/October 2025

would be today. “The cost of entry
back in 1985 was minimal. We were
placing equipment that was a couple
of hundred dollars at the most, and
it was easy to get into a new account.
Nothing like today;” he said.

What has not changed for Henchel
is his vision of what Corporate
Coffee Systems would become — his
core values for the company. “The
vision for the company and those

Corporate Co
Systems.




core values have not changed since
day one,” he said. “I feel very strongly
about this”

“Number one: Offer the most
compelling solution to the customer.
I really believed in this as a young
man, and we are dedicated to this
idea today. Number two: Make sure
that Corporate Coffee Systems will
always be a very profitable company.
I'm not ashamed to be profitable. The
third core value is also very impor-
tant to me. I want to be sure that
Corporate Coftee Systems is a great
place to work,” Henchel said.

FOCUSED ON COFFEE,
PANTRY AND WATER

While Corporate Coffee Systems has
enjoyed steady growth over the years
— both organically and through
multiple acquisitions — Henchel
said the company is not interested

in growing the vending or the micro
market side of the business, which
only exists because of those acquisi-
tions and an occasional need from a
key customer. Instead, the company’s
70 to 80 employees are focused on
coffee service, pantry service, water
and office supply, serving a large
customer base in the greater New
York area.

According to Henchel, his team
has what it takes to differentiate
itself from others in the market. “To
start with, your company must be
an expert in what you offer — an
expert in coffee, pantry and water,”
he said. “We have been in the cof-
fee business for four decades and are
clearly established as a coffee expert,”
Henchel said. He explained what
he called a tremendous relationship
with Reunion Coffee Roasters, a fam-
ily-owned specialty coffee roaster
that supports their product needs.

“Instead of trying to manage mul-
tiple private labels following many

acquisitions, trying to tell a backstory
for each, we are aligned with a well-
known label and brand, committed
to quality, which better serves our
customers. While it is not an exclu-
sive relationship, we are Reunion’s

most significant customer in the

New York metropolitan market, so it

works out well for everyone,” he said.
On the pantry service side of the

business, Henchel has been serv-

ing clients long before the concept

LOCK.MERICAS

The Definitive Word in Locks

800-422-2866

951-277-5180
sales@laigroup.com

Lock America can
issue new registered
key codes
or match
the key codes
of most
manufacturers.

FX: 951-277-5170
www.laigroup.com

September/October 2025 - VendingMarketWatch.com 13


http://VendingMarketWatch.com
http://www.laigroup.com
mailto:sales@laigroup.com

became popular in most parts of the
country: Corporate Coffee Systems
was in the pantry service business
before it was even known as pan-

try service. “The New York OCS
business was pretty developed even
back in the mid-80s,” said Henchel.
“While operators in other parts of
the country were probably more
one-dimensional on coffee and a few
allied products, our SKU list was
probably around 500 products. It was
an early version of pantry service

as we were delivering cups, paper
plates, utensils, napkins — even soda
and snacks” Henchel added that the
service was needed by many of the
garment industry showrooms that
his company was serving at the time.

While Henchel and his team
have been pantry service experts
for a long time, that aspect of the
business has evolved, and so has
Henchel’s approach to it. “In the
pantry service business today, it is
very important to understand your
costs,” he said. “A successful pantry
service relationship requires a rea-
sonable budget on the customer’s
side. The customer needs to under-
stand that they are going to spend
a certain amount,so it makes sense
for us to stock and deliver products
in their facility. The operator needs
to be clear on how many SKUs will
be required. Having the software
and technology to help us manage
the program is critical”

'®

Henchel pointed out that there are
many operators offering pantry ser-
vice in the New York market, but two
things set his company apart, and
they go beyond the product selec-
tion. “It is important to execute —
to provide a higher level of care and
to be communicating with decision
makers on an ongoing basis,” he said.
“Also important, establishing a rela-
tionship with the client early on and
maintaining that relationship. That’s
what sets us apart”

On the water side of the business,
Henchel has doubled down on estab-
lishing the company as a recognized
expert in supplying quality drinking
water. “If you look at it from the per-
spective of a potential customer, 'm

Creative marketing manager Edward Luti (left) turns ideas into reality at Corporate Coffee Systems while Elizabeth Stone (right)
handles the people side of the business as director of human resources.
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not sure that they always see a coffee
service as a water expert,” Henchel
said. “We certainly have been sell-
ing water coolers since we got into
the business. In fact, we were one of
the first coffee services to go into the
bottled water business in the early
80s when there were a lot of bottled
water companies in New York — but
that does not make us an expert”

To establish themselves as a
leader and expert in the water space,
Corporate Coffee Systems recently
trademarked its own water brand,
Thyrst, with the tagline, “Hydration
pure and simple” Henchel said the
move is more than a marketing
effort: It is part of a commitment to
providing clients with the highest
quality, purest drinking water. “With
the launch of Thyrst, we are estab-
lished as coffee, pantry service and
now, water experts,” he said.

MISUNDERSTOOD:

OFFICE PRODUCTS

There is another product line at
Corporate Coffee Systems that is
often overlooked by operators: office
supply, which Henchel believes it is
misunderstood, but certainly offers
some upside. “There’s a fallacy about
the office products business,” he said.
“The core office products business —
copy paper, print, print cartridges,
pen and staples — are certainly

a declining business, because as
everybody knows, more people are
working remote, and there’s more
technology. But there is another
piece to that business because those
office supply customers are also
breakroom customers, so it does cre-
ate opportunities for us”

With the office population not
quite what it was before 2020,
Henchel said that operators need
to tap into the annuity income that
comes with equipment rentals and

OPERATION PROFILE

Corporate
Coffee Systems

Founded: 1985

Founders: David Henchel,
Gregg Henchel, Donn Luti

Headquarters: Westbury,
N.Y., with an additional office
and showroom in Manhattan

Number of Employees: 72
Number of Acquisitions: 30

Website: www.corpcofe.com

service-related fees. “It’s absolutely
critical for operators to understand
what it costs them to run their busi-
ness and to understand the revenue
they’re generating per customer,” he
said. “They must be looking at what
we call the non-product side of the
business, which are filter changes,
rentals and delivery charges, to off-
set the high cost of doing busi-

ness today.”’

Henchel also said that opera-
tors need to understand the mini-
mum revenue required to justify a
piece of equipment or a portfolio of
equipment at a customer’s location.
“I don’t know whether all opera-
tors do or don't do it. We do it, and
we ask customers to agree to a min-
imum revenue guarantee. This is
not to charge them more money. It
is to ensure that we're going to see
the revenue that’s been promised
relative to the equipment we have
installed,” he said.

On the business-development
side, Corporate Coffee Systems
enjoys a serious competitive advan-
tage. “We maintain a 40,000 square
foot building on Long Island. That’s

our distribution center. That’s where
we run our trucks out of. That’s
where we have our inventory. We
do all our receiving and order pick-
ing. And that’s where most of the
staff is,” said Henchel. “We've got

a satellite office, 7,000 square feet,
believe it or not, right in the heart
of Midtown Manhattan on Seventh
Avenue. We run sales out of there
along with service for that area”
Henchel said that the satellite office
is a powerful showroom and a
strong asset for his sales team. “90
percent of the time, when a pros-
pect visits that showroom, we close
the deal”

HENCHEL IS APPRECIATIVE
Henchel has won his share of indus-
try awards over the years, and while
he is honored by the recognition,
he truly appreciates his employees
for their hard work and dedication
to the success of Corporate Coftee
Systems. “There are so many people
to acknowledge, like my director of
operations, Bryant DeFranco, who
runs the business, and Edward Luti,
our master of brand management
and creative marketing,” he said.
“Additionally, the work of our
HR leadership, Lisa Stone, is game-
changing,” Henchel said. “Times
have changed. We need a quality HR
team to help us through the many
rules and regulations. They establish
the corporate culture, they help us
take care of our employees the right
way, which is critically important to
the business. A great company cul-
ture attracts people, and it can’t be
faked. If you go back to my vision
for the company that is still in place
today, one of the three critical things
I mentioned was to always make
sure that our company is a place
where people will want to work,”
Henchel said. =
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STATE OF THE OFFICE COFFEE SERVICE INDUSTRY REPORT

Office coffee service sales Operators saw stonger

demand in 2024 as offices

| [ |
settle into hybrid schedules.
e p c I m I n While volumes remained below

pre-pandemic highs, rising per-

n
I n 2 0 24 cup spend and premium options
,. lifted OCS revenues 17% over

the previous year’s revenue.

By Linda Becker, Editor-in-Chief

IVE YEARS AFTER THE

pandemic, workplace

employment patterns have
largely settled into a new normal.
Approximately 4 in 10 jobs allow at
least some amount of remote work,
according to recent data from Robert
Half.! Hybrid work is a dominant
e model, with more than a third of

\ o, companies requiring employees to
— be in the office at least a few days
' each week.
What does all that mean for OCS
operators? Hybrid work schedules

result in a lower overall volume for
most OCS locations. Locations are

likely to serve fewer people onsite
daily, with the potential for inconsis-
tent demand by day of the week and
daypart. At the same time, while vol-
ume has decreased, premiumization
and higher-margin premium, sin-
gle-serve and specialty options can
drive revenue in locations serving

®
8
5
1)
5

CHART 1: Operator sales change, 5-year review @ Salesrose @ Sales declined @ No change

2020/21 2021/22 2022/23 2023/24 2024/25
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CHART 2A: Composite green coffee prices,
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Source: The International Coffee Organization, London, U.K.
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CHART 2B: How rising costs are being handled

@ Raising prices

® Absorbing

@ Combination

@ Adjusting product mix
Selling additional services

@ Changing workforce

@ Divesting business

@ Other

28.6%

2021/22

fewer employees. Employers con-
tinue to offer premium coffee options
such as espresso, cold brew taps and
ready-to-drink (RTD) fridges to
enhance the in-office experience with
added perks.

The 2024 data support this, as
national value-brand coffee OCS
sales fell to 19%, from a high of 34%
in 2022. At the same time, OCS sales
of espresso (11%), local brands (31%)
and national specialty coffees (13%)
increased from their 2022 share of
sales of espresso (5%), local brands
(22%) and national specialty coffees
(11%). These factors and others con-
tributed to a 17% increase over the
previous year’s revenue.

Customers expect more diver-
sity in product choices and want to
be catered to, respondents noted.
Demand for premium and specialty
options such as cold brews and iced
coffees has decreased coffee’s share

9%

29.5% 33.3%

19.1% 19%

S50%

2022/23

2023/24 2024/25

77% of respondents

reported an increase in
sales revenue in 2024.

14% more reported
no change in revenue.

MOHSHINBD / Shutterstock

CHART 3A: Revenue per cup in cents per cup,
Fraction pack automatic/pourover coffee, S-year review

2020 2021 2022 2023 2024

Revenue 11.4¢ 12.97¢ 11.67¢ 11.5¢ 12.98¢

*Previous numbers have been adjusted based on additional data

CHART 3B: Revenue per cup, single-cup coffee, S-year review

2020 2021 2022 2023 2024
Single-Cup

Consule 49.4¢ 46.6¢ 34.6¢ 38.14¢  48.99¢
Bean-To-Cup  / g¢ 40.9¢ 35.1¢ 36.13¢  45.27¢

per cup cost
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CHART 4A: % OCS sales
by supplier type

SUPPLIER TYPE 2024

CHART 4C: Top-selling OCS
products for past 12 months,
by volume (%)

CHART 4D: OCS product
category, % of sales

PRODUCT CATEGORY 2024

Private label 21.42 TOP PRODUCT 2024 Coffee 27.4
Local coffee brands 2753 Local coffee brands 33 Non-coffee hot beverages 5.8
{known to customers) Private label 20 Soft drinks 9.4
National brand - 18.77 Value frac packs (o] Bottled water (5 gallon) 1.1
value coffee
National brand - 1875 Specialty drinks 0] Creamers/sweeteners 6.5
specialty coffee : Whole bean 13 Cups/plates/paper 6.8
Espresso coffee 13.49 National brand products
27
coffees Tea 71
CHART 4B: % OCS sales K-Cups o] II(D.cm}"lcry seryice/micro 7.4
Single-cup o itchen (paid by employer
by product category 8 offered to employees)
PRODUCT CATEGORY 2024 Tea 0 Water filtration service 7.4
Pantry or direct (non bottled)
Frac pack 307 delivery service -
7 Ice machines 11.3
Whole bean coffee 39.6 (food/snacks/beverages
delivered to locations)
Single cup (non K-cu 25.0
8 P P) Water filtration service o o
K-cups 4.6 int-of- POU 27 /
P (point-of-use/POV) o of the sales

as a percentage of net sales by cat-
egory. In 2024, the overall coffee cat-
egory accounted for only 27% of net
coffee service sales, a drop of 15%
since 2022. Revenue growth is driven
by bottled water (5-gallon format),
which is up 4% from 2022, pan-
try service, which has nearly dou-
bled, and ice machines, which grew
to 11% of OCS net revenue in 2024.
Cold brew formats such as on-draft
kegs, single-serve packaged goods,
iced coffee, bean-to-cup machines
and cold brew concentrate are lead-
ing OCS formats.

Let’s take a closer look at what the
data tells us in our State of the Office
Coffee Service Industry Report.

ADDING CLIENTS AND
PRICING HIKES DRIVE
REVENUE GROWTH

In this year’s State of the Office
Coftee Service Industry Report, 77%
of respondents reported an increase
in sales revenue in 2024, and 14%
more reported no change in revenue.
Respondents pointed to growth in
clients and locations, strong business

growth in their area, poor competi-
tor service, return-to-work effects
and pricing increases as key drivers
of their revenue growth. At the same
time, respondents cited headwinds,
including broader economic effects
such as inflation, as having a negative
impact on growth.

For the number of locations
served in 2024, more than two-
thirds of respondents (70%)
reported an increase in locations,
an increase over 2024 (54%) as well
as an improvement on the 62% who
reported an increase in locations in
2022. Respondents again pointed
to strong business growth in their
area and poor competitor service for
their success.

The rise in locations was accom-
panied by a reported increase in
OCS staff as well, with 48% of
respondents reporting that they
added staff in 2024 while 39% made
no changes to head count. Those
OCS operators who added staff
did so strategically, with respon-
dents reporting headcount additions
for dedicated sales representatives.
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revenue in 2024 can be
credited to coffee.

CHART 5: Plumbed-in,
automatic and thermal
as % of total

@ Pourover glass pot
Automatic glass pot brewers

® Pourover thermal brewers

® Automatic thermal brewers

@ Countertop single-cup brewers

2024/25
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CHART 6: Estimated market share of single-cup brewer placements in the U.S., 5-year review

MARKETER PRODUCT(S) 2020/21 2021/22 2022/23 2023/24 2024/25
Cafection Avalon, Total Lite, Total 1, Alternative 7.40% 5.69% 8.1% 12.2 75
Bodecker Brewed Bodecker 3.50 2.46 3.8 5.9 4.1
VE Global Solutions  Brio, Colibri, Koro, Korinto, Kinvivo, 1.00 0.00 0.7 0.9 3.6
Trophy, Venus, Cypris, Juno, Prosyd
Crane Coti, Café System, Genesis 2.50 0.00 17 15 1.5
Cafejo Cafejo 1.00 2.40 2.6 59 2.3
Technologies Coffea Coffea, Pro-Il G2 1.00 5.73 3.6 0.9 5.6
JM Smucker’s Douwe Egberts C-300, C-600, C-60, 5.10 1.88 4.9 3.5 31
N110, NG-300
VKI Technologies Eccellenza Express, Eccellenza Touch, 1.90 3.82 3.7 2.6 5.3
Eccellenza Cafe, Latte Lounge
Lavazza Espresso Point, Lavazza Blue, Dual 0.90 1.14 1.5 1.1 3.0
Espresso, EP 2500
Mars Drinks Flavia Barista, Flavia Creation 500, 2.50 2.99 3.1 3.0 6.1
Flavia Creation 400, Flavia Creation
200, Aroma
Filterfresh Filterfresh 1.30 0.00 0.9 0.6 2.9
Grindmaster Grindmaster 9.80 14.72 13.2 10.2 3.8
Kraft/Heinz Gevalia, Tassimo T-3000, T-65 0.30 0.84 0.5 11 35
Keurig K3000, K150, K145, B155, K155, K130 19.80 14.24 13.9 10.8 5.5
Rheavendors Rhea, Cino 0.40 0.00 0.2 1.0 5.4
Saeco USA Saeco, Estro 1.00 1.27 11 11 1.7
Newco Smartcup, Freshcup, Freshcup Touch 7.80 13.89 13.3 13.6 6.2
Starbucks Starbucks 4.50 2.83 4.1 4.7 11.4
Bunn My Cafe Pod, AutPOD, Trifecta MB 8.30 11.37 1.2 11.9 4.2
Nespresso Nespresso 7.20 2.34 4.7 2.2 3.6
Wilbur Curtis Gold Cup, Expressions 0.50 1.39 1.1 1.2 0.5
Comobar Comobar 1.80 0.00 0.2 0.3 1.4
MzZB La San Marco OC System 6.10 0.96 2.8 1.0 2.2
Cafe Primo Cappuccino 2.20 3.13 2.9 7.9 3.3
Other 2.20 6.92 3.2 8.3 2.5
*Represents OCS provider placements only
CHART 7: Account populations by size o
o
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CHART 8: Accounts by type, S-year review CHART 9: New services added

in 2025
2020/21 2021/22 2022/23 2023/24 2024/25
Offices 51.2% 36.5% 40.2% 37.0% 27.3% I didn't offer
Industrial plants  16.8 17.3 19.3 16.0 13.1 new services
Schools/colleges 6.3 8.3 121 7.8 1.3 Water service
Convenience 8.6 8.0 41 11.0 105 Janitorial supplies
stores
Restaurants, 4.1 8.0 3.6 3.3 9.0 Pantry service
delis, bakeries
Micro markets

Other 3.8 9.5 12.8 12.3 18.3
(healthcare, hotels, Vending
auto dealerships) (if didn't previously offer it)

Other (catered food,
GOVernment/ 4.1 6.1 4.2 55 54 equipment repair,
milita ry bean-to-cup, free vend)
Retail outlets 51 6.3 3.7 7.3 51

CHART 10: Company currently offers online

ordering on its website
Respondent revenue profile

CHART 11: Most popular
environmental product offerings

| don't offer
_ Less than $500K 31.8% products
$500K to $SIM 46 Recycled
45.5% products
o S1M to S2.5M 273 Water-filtration
devices
54.6% $2.5M to $5M 13.6 Coffee with
. o $5M to S10M 46 sustainability
Yes :
Over $10M 18.2 Other

Operators also invested in their
existing teams with additional train-
ing to better explain product and
equipment features and benefits to
prospects and clients.

RISING COSTS REFLECTED
IN NET REVENUE
The costs of goods and labor were
top of mind for many again in 2024.
Green coffee prices climbed steadily,
although recent data from the
International Coffee Organization
suggests that relief is in sight.?
Inflation drove up the cost of both
coffee and supplies, but price adjust-
ments allowed operators to regain
the revenue per cup they had lost in
2024. For frac pack automatic and
pour over coffee, revenue per cup, in
cents per cup, rose to nearly $0.13 in

2024, from $0.11 in 2023. Single-cup
revenues fared even better, with the
average revenue per single-cup cap-
sule of $0.49 in 2024, up from $0.38
in 2023. Average revenue per single-
cup bean-to-cup products likewise
increased, from $0.36 in 2023 to
$0.45 in 2024.

Among the new services
offered by some to add to the
bottom line, micro markets (16%)
were added most often. Other
respondents added pantry service
(13%), water services (16%),
vending (10%) and even janitorial
services (6%). Still, 45% did not
offer any new services and looked
to other strategies.

More than 54% of respon-
dents reported raising some prices
while absorbing some costs. Other
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techniques to deal with rising busi-
ness costs included adjusting the
product mix (26%) and selling addi-
tional services (29%).

Right-sizing accounts was another
cost-saving technique: No respon-
dents indicated they serviced
accounts with fewer than 10 employ-
ees. The majority (61%) had typi-
cal account populations of 30 to 75
employees, with another 21% serv-
ing accounts with more than 100
employees. B

Sources

1. Remote Work Statistics and Trends
for 2025, https://www.roberthalf.
com/us/en/insights/research/
remote-work-statistics-and-trends.

2. International Coffee Organization,
Coffee Market Report, July 2025.
https://ico.org/specialized-reports/


https://www.roberthalf.com/us/en/insights/research/remote-work-statistics-and-trends
https://ico.org/specialized-reports/
https://www.roberthalf.com/us/en/insights/research/remote-work-statistics-and-trends
http://VendingMarketWatch.com

Automatic Vending

MERCHANDISER| MARKETWATCH

PROS 1o KNOW

By Linda Becker, Editor In Chief

Spotlighting the
industry’s changemakers:

his year marked the 12th time that readers nominated individuals and teams

whose accomplishments are moving the industry forward, and this esteemed

award recognizes and celebrates their achievements. Congratulations to the 2025

Automatic Merchandiser Pros to Know Award winners who have helped their companies excel

in the vending, micro market, office coftee service and industry. The following individuals and teams

have persevered through today’s changing business environment to elevate workplace refreshments and
embrace new technology to promote future growth of the industry.

As Mid-South regional vending sales
manager at Saverino & Associates,
Chrissy Breshears brings 28 years of
experience in the consumer-packaged
goods industry, marked by entrepre-

neurial drive, deep industry knowl-

edge and a people-first approach. Her journey began in
1997 when, still a high school senior, she launched her
own vending machine company. She successfully operated
and expanded the business for a decade before stepping
away to focus on raising her two daughters. Chrissy later
returned to the industry as a marketing associate with
Sysco of Kansas City, where she developed and managed
accounts across northwest Missouri and northeast Kansas.
During this time, she honed her expertise in territory
development, customer relationships and solution-based
selling. Today, as the Mid-South regional vending sales
manager at Saverino & Associates, she leverages her entre-
preneurial background and extensive industry experience
to support partners and drive results across the Mid-South
region. She is honored to be nominated and grateful for
the opportunity to continue making a positive impact in
the vending and consumer-packaged goods space.

ASHLEY COPELAND

Ashley Copeland has been the engi-
neering manager for the Stockwell
team at 365 Retail Markets since
May 2024. She has nearly nine years
of experience in tech and has held

roles including software engineer,
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QA engineer and API Team Lead. She’s been with

365 since 2018. During her tenure at 365, Ashley has
driven dozens of engineering initiatives. She founded
the company’s hackathon and expanded it into an
internal knowledge-sharing conference. She built a
successful engineering internship program that devel-
oped four classes of interns and contributed to long-
term hiring and retention. Favorite projects include
building a new API ecosystem, reengineering promo-
tions logic for improved flexibility and performance,
and designing AWS serverless architectures. Outside
of work, Ashley contributes to the development com-
munity through MLH hackathons. She’s the DM for
her D&D group and does ceramics in her spare time.
She lives in Michigan with her partner, Evan, and their
two cats, Chester and Boo.

Craig Gasperosky began his career at
Coley Canteen in September 2003 as

a route driver. He steadily advanced
through roles in utility, service and ser-
vice management, ultimately becom-
ing branch manager. He has led several
large-scale projects, including the successful conversion
of more than 3,000 vending machines to accept cash-
less payments and the full integration of Seed across all
equipment and more than 100 markets. Oversight also
included the design and rollout of a warehouse pick sys-
tem powered by Lightspeed, structured around multiple

pick zones for snacks, candy and beverages. Additional
initiatives have involved streamlining service workflows,



improving inventory accuracy and supporting system-
wide operational upgrades. These large-scale projects
were executed with an emphasis on practical, scalable
solutions that support both internal teams and customer
satisfaction. Craig’s work reflects Coley Canteen’s com-
mitment to continuous improvement and innovation
within the convenience services industry.

Bryan Hebert has spent two decades
in cashless payments, unattended
retail and data-driven loss preven-
tion, repeatedly turning pain points
into profitable offerings. At USA
Technologies, he built the first ana-
Iytics-led customer success group, which served 350,000
devices at the time. At Nayax, he doubled the North
American sales force and introduced cashless products
that drove triple-digit growth. Now, as CRO/CFO of
ProWatch Solutions, he is working with a team to pro-
vide an Al-powered platform, ARMS (Automated Retail
Management System), that monitors micro markets for
theft and lost sales opportunities, providing an action-
able, profit-enhancing tool for operators. Bryan’s blend
of P&L ownership, product strategy, financial discipline
and frontline operator empathy, along with his ability

to scale innovations that directly address the thorniest
2025 threats — shrinkage, consumer demand, payment
complexity and cost inflation — are keys to his suc-
cess. Brian is always happy to share his industry knowl-
edge to help operators seeking to maximize profits and
mitigate theft by utilizing ARMS (Automated Retail
Management System).

With more than 40 years in the refresh-
ment services industry and busi-

ness consulting, Orrin Huebner is a
respected expert in operational excel-
lence, leadership and growth strat-

egy. From fixing machines as a teen to
building and selling his own company, then scaling post-
acquisition revenue twenty-fold, Orrin’s journey reflects
ground-up leadership and proven success. As a trusted
voice in mergers and acquisitions, he helps business own-
ers prepare for sale, increase value and navigate transi-
tions with confidence. Now, through Orrin Huebner,

PROS 1o KNOW

Business Consultant, he partners with entrepreneurs to
strengthen systems, improve performance and lead with
clarity. Orrin’s unique blend of operational grit, corpo-
rate insight and consulting impact makes him a standout
leader — and a true 2025 Pro to Know.

Darnell Huppert has spent 37 years
in the convenience services industry,
with the past 14 years dedicated to
managing the vending and micro
market segment at Core-Mark Iowa,
based in Carroll, Iowa. For the last
decade, Darnell served as president of the Iowa
Automatic Merchandising Association, following

16 years as a board member and vice president.
During this time, he’s developed a strong working
relationship with the Iowa Department of Inspections,
Appeals and Licensing, which regulates vending,

retail and many other industries across the state. The
annual Legislative Day at the capitol in Des Moines
has helped foster open communication with state
senators, representatives, legislative leadership and the
governor’s office. Darnell says it has been rewarding
to witness the evolution of technology in our industry
and how it has enabled our customers to grow their
businesses. At Core-Mark, he leverages retail expertise
to support operators as they expand into micro
markets and smart vending. Darnell notes that the
outstanding support from the entire team at Core-
Mark further drives his success.

JENS KNUDSEN

Jens Knudsen is the senior national
sales manager of unattended retail,
travel and convenience distribu-
tion. He is responsible for leading
sales and distribution within vend-

ing and unattended retail with lead-

ing brands such as Planters, Columbus, Corn Nuts,
Spam, Hormel and more. Within the last four years,
Jens and his team across convenience and unattended
retail have delivered innovative products and growth
in their core business, creating solutions for their cus-
tomers. Jens is a 17-year veteran of Hormel Foods
and looks forward to continued collaboration and new
channel opportunities.
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Stephen Kondroik is vice president of
category management and purchasing
for Five Star Breaktime Solutions. He
leads Five Star’s category growth strat-
egy, consumer insights, merchandising
direction, trade promotion optimi-
zation, assortment planning, vendor relations and pro-
curement for markets and vending. Previously, Stephen
worked at The Coca-Cola Company on the global cus-
tomer and commercial leadership team, leading the
direction and strategy on integrated execution and seg-
mentation, working in RGM tools and capabilities, cate-
gory management and execution capabilities. He has held
several roles leading space strategy and category man-
agement at Coca-Cola Bottling Company United in the
United States. Before Coca-Cola, Stephen worked in the
convenience store industry at 7-Eleven in store operations
and merchandising, and he was an operations consultant
to several independent owners.

Mikayla Lindenfeld is an emerging
leader in the better-for-you food indus-
try, bringing bold innovation and fresh
perspective to the shelf-stable snack
space. As co-founder of Magos, she is
pioneering a new category with clean-
label egg chips designed to meet the strictest dietary,
allergen and regulatory standards. Although new to the
CPG world, she has successfully led product develop-
ment, branding and strategic positioning efforts, earn-
ing attention from both major distribution channels and
key health enthusiasts. Her work champions ingredient
transparency, inclusivity and functional nutrition without
compromise. Mikayla is most proud of her ability to navi-
gate complex and novel manufacturing, compliance and
marketing challenges with agility.

Amber Magdaleno has spent more
than 35 years in the industry, 28 of
them spent working at Atnip Co, Inc.,
where she provides inside support

for 10 salesmen, covering the west- &7

ern United States. Amber is known for being thorough,
organized and results-driven, always remembering to
follow up, a lesson learned from mentor Dick Atnip. She
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strives to give her customers quick and accurate infor-
mation and to help them through every aspect of their
demands. Amber is a vital right-hand to her sales team,
accompanying them to various meetings, trainings and
shows, staying up to date with the industry. She is the
go-to person at Atnip for all things OCS, everything
from coffee to equipment to accessories. She looks for-
ward to continuing to learn and grow in this segment.
Amber is grateful for the amazing colleagues she has had
the opportunity to work with and for all the support and
knowledge they provide.

JAMES McCANDLISH

Jim McCandlish discovered the
convenience services industry
one day while having lunch with
a friend, who suggested that he
come work with him at Aramark

Refreshments. Jim applied to the

only opening Aramark had in Las Vegas and became
a route sales representative (RSR), also known in the
industry as an OCS route driver. He absolutely loved
the job, especially his daily interactions with the cus-
tomers as he restocked their breakrooms. Within

his first year, he became an account executive and
started selling Aramark Refreshment Services to

the local businesses of Las Vegas. During his time
with Aramark, Jim consistently met sales and rev-
enue goals and performed in the top 20 (of over 225
account executives) in the annual performance rank-
ings for six consecutive years, He was awarded mem-
bership to the company’s Sales STAR Club in 2017
and 2018. After achieving great success at Aramark,
Jim joined First Class Vending as the manager of
business development for Las Vegas. In this role, he
has expanded his experience into traditional vending,
micro markets and pantry services with the advan-
tage of working with season veterans and the large
number of existing accounts in the Las Vegas market.
In 2021, Jim played a critical role in the company’s
expansion into the Reno market. The new accounts
that Jim acquired in Reno played a critical role in the
company’s success as it became the largest vendor in
northern Nevada, and they accomplished that during
the pandemic. Jim blends operations capabilities and
a consultative sales approach, working hard to under-
stand exactly what a client’s needs are to determine
the best solution.



ERIC STEINBACH

Director of Marketing —

Foodservice and Convenience

Well done, Eric! With your leadership
and vision, the Hormel Foods Convenience
team is playing a key role in the future

)

of the unattended retail segment. ‘

JENS KNUDSEN

Senior National Sales Manager
Distribution C-Store,
Vending & Travel

Outstanding job, Jens! Your passion
and dependability are helping to drive

success for the Hormel Foods Convenience

team in the unattended retail segment.
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Mike McClure began his sales career in
1986 with Dixie Crystal Foodservice.
After 13 years, Mike transitioned to
the vending and micro market chan-
nels by accepting the role of Southeast
area sales representative for G and J
Marketing Co. Mike’s dedicated service covered Georgia,
north Florida and south Alabama for the past 26 years.
He has been instrumental in growing this market area by
developing relationships with manufacturers, distributors
and operators. He takes great pride in his commitment

to excellence, driving sales growth for all brands repre-
sented, and collaborating with the Southeast area sales
team to produce growth for regional operators. Mike is a
graduate of the University of West Georgia in Carrollton,
Ga., as well as a graduate of the Michigan State University
NAMA Executive Development Program and the
Certified Coffee Professional Training Program. He is a
longstanding member of SEVA and GAMC.

Matt Piere is the operations manager
with Imperial Vending in Davenport,
Iowa. With more than 17 years of expe-
rience in the beverage and vending
industries, Matt is an expert in oper-
ational efficiency, technical trouble-
shooting and team leadership. For the past three years,
Matt has served as operations manager at Imperial
Vending’s Davenport location, overseeing day-to-day
operations. His leadership has been instrumental in
boosting productivity and improving customer satis-
faction. Before joining Imperial Vending, Matt spent 10
years at PepsiCo and four years at Atlantic Coca-Cola
Bottling in Cedar Rapids, Iowa, gaining valuable experi-
ence as a field service technician. His extensive knowl-
edge of vending systems and field service operations has
enabled him to streamline workflows and make strategic
improvements. Outside of his professional life, Matt is a
dedicated family man.

Natalie Prince is the operational force
behind VendTastic, the fast-growing
vending company she co-founded in
late 2023. From just three machines
to a fleet nearing 100, Natalie has

26 Automatic Merchandiser - September/October 2025

been instrumental in scaling the business with precision
and grit. She manages everything behind the scenes —
ParLevel systems, credit card integrations, planograms,
pre-kitting and even filling a weekly route — to ensure
that VendTastic runs like clockwork. Her blend of tech-
nical savvy, relentless work ethic and strategic thinking
has helped transform a small startup into a vending pow-
erhouse. Natalie’s tenacity, intelligence and eye for detail
make a Pro to Know and a leader redefining what’s pos-
sible in the industry.

BROOKE REEVES

Brooke Reeves, an account man-
ager at 365 Retail Markets, stands
out as a deserving recipient of this
honor because of her exceptional
ability to translate industry chal-
lenges into actionable and impact-
ful solutions. Brooke doesn’t merely identify problems;
she actively drives innovation and delivers measur-
able results for her clients. Her proactive approach to
understanding market shifts, optimizing operational

efficiencies and leveraging new technologies dem-
onstrates a deep commitment to her clients’ success
and the broader advancement of the industry sector.
The examples provided — from the significant sales
increase achieved through smart store conversions to
the immediate elimination of overtime costs and the
strategic deployment of new POS systems — clearly
illustrate her capacity to drive tangible improvements
and position her clients for sustained growth in a
dynamic environment. And when operators grow; it
only serves to strengthen our industry as a whole. Her
consistent focus on practical application and demon-
strable impact makes her a true leader and a valuable
resource within the industry.

Mark Rincon has dedicated 25 years
to the coffee industry, gaining exten-
sive knowledge and expertise in
office coffee/vend, foodservice and
retail. His long-standing commit-
ment to the industry has made him
an asset in driving growth and innovation. Throughout

his career, Mark has developed a deep understanding of
coffee trends, customer preferences and market dynam-
ics, enabling him to lead and build strong relationships



effectively. He is an experienced business development
and client relations professional specializing in opera-
tions excellence, client management and sales negotiation
within the foodservice and office coffee sectors. Mark’s
career spans leadership roles in major companies, includ-
ing Starbucks, Nestle USA and First Class Vending, with a
focus on sales growth, team leadership and strategic part-
nerships. Currently at First Class Vending, Mark expands
business units and implements new vendor programs to
meet customer preferences. His unwavering dedication
and leadership leave a lasting impression on every organi-
zation he engages with.

Kurt Ring is the chief revenue officer
at Tacs LLC. His career in the unat-
tended retail industry began as a prin-
cipal in a guest amenities company that
provided rental mobility equipment
and electronic lockers to theme parks,
water parks, zoos and casinos. Over nearly 20 years, Kurt
held several senior leadership roles in operations, sales,
marketing and strategic development. He played a key
role in launching the market’s first online reservation sys-
tem with an integrated POS solution. Kurt also pioneered
the first unattended electric convenience vehicle (ECV)
rental system and storage dock. He holds multiple pat-
ents related to both the system and its advanced technolo-
gies. His expertise in sales and use tax developed during
his tenure at a leading tax technology firm, where he led
large-scale integrations of tax software with content plat-
forms, e-commerce systems, procure-to-pay solutions
and ERP platforms. Kurt holds a bachelor of science
degree from Northeastern University and an MBA from
Boston University.

Joe Simonovich is the director of at-
work operations at New Stand. Joe has
been a part of the convenience services
industry in some capacity since join-
ing New York City-based Corporate
Essentials in 2006. In his most recent
role as director of operations with the workplace experi-
ence company New Stand, he has worked with operators
across the country to create programs that allow com-
panies to level up their service and deepen client rela-
tionships by offering easy-to-roll-out solutions such as

T’imh\lir!/l;ﬁhl WINNERS

integrated apps, computer vision smart coolers, premium
fixtures, in-person events and employee gifting pro-
grams. During his 13-plus years at Corporate Essentials,
the company was recognized by Inc. Magazine as one of
Americas fastest-growing companies eight times, and
Shoftee.com, a company he co-founded with Corporate
Essentials owner Judson Kleinman, was listed at #651 on
the magazines Inc. 5,000 list in 2012. In 2016, he took
part in the NAMA executive development program at
Michigan State University.

With nine years of industry experi-
ence, including four with Five Star in
Ohio and northern Kentucky, Preston
Snodgrass has built a reputation as a
strategic, customer-focused leader who
consistently drives growth through
strong relationships and innovative problem-solving. His
personable approach and dedication to client satisfaction
set him apart and helped him earn Five Star’s Rising Star
Award in 2022. Preston combines a deep understanding of
the industry with a natural ability to connect with people
to help clients find tailored solutions that support their
food and beverage goals. He is known among colleagues
and clients alike for his integrity, energy and results-driven
mindset. Preston holds a B.A. from Wittenberg University.

Jon Snyder is the vice president of
Snyder Food Services Inc., a family-
owned business founded in 1969. As a
third-generation leader, Jon has more
than 20 years of experience in the
food service and vending industries.
He is a former chair of the Coftee, Tea & Water commit-
tee, served on the NAMA trade show committee, and
was part of the founding class of the Emerging Leaders
Network (ELN). Jon holds both NCE (NAMA Certified
Executive) and CCS (Certified Coffee Specialist) certifi-
cations. He is known for his leadership and commitment
to innovation, specializing in technology, exceptional
customer service and custom-tailored solutions across
north and central Indiana, western Ohio and southern
Michigan. Jon is also actively involved in philanthropy,
supporting organizations such as Easter Seals Arc, the
American Red Cross, the American Cancer Society and
local youth sports programs.
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Jonathan Stack recognized the shift toward fresh, high
quality, grab-and-go offerings long before it became

a national trend. Over the past decade, he built Fresh
Creative Cuisine into a strategic commissary partner

for breakroom service providers across the country. He
brings deep expertise in culinary innovation, supply
chain execution, packaging sustainability and operational
excellence. In a landscape where most breakroom provid-
ers carry the same national snack and beverage brands,
Jonathan has enabled operators to differentiate them-
selves through fresh food designed for micro markets,
smart coolers and high traffic locations. He has met mar-
ket demands by providing diverse, chef-driven options
that utilize high quality ingredients, have eye-catching
packaging and employ production systems that are both
eco-responsible and operator-friendly. Jonathan’s efforts
have helped elevate the standard for what “Cuisine to
Go” can be, all while preparing his company to meet the
explosive demand in a rapidly evolving channel.

ERIC STEINBACH

As director of marketing for food-
service and convenience at Hormel
Foodservice, Eric Steinbach is

a driving force behind channel-
focused innovation in the evolv-

&

ing landscape of unattended retail.

With a deep understanding of consumer behavior, he
bridges the gap between operator needs and shopper
expectations, translating insights into breakthrough
programs that build both traffic and loyalty. Eric has a
proven ability to shape strategic marketing platforms
that elevate foodservice in convenience environments
from micro markets to traditional vending. His lead-
ership is defined by a balance of creativity and data-
driven precision, ensuring that every initiative has a
measurable impact. Under Eric’s direction, his teams
have introduced solutions that enhance the consumer
experience and deliver scalable profitability for oper-
ators and distributors. Passionate about the future

of convenience, Eric continues to position Hormel
Foodservice as a trusted partner in defining what’s
next for unattended foodservice retail.

Brett Stenner is recognized as a 2025 Pros to Know for his
work as sales manager of Sunrise Vending.
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Joshua Wells is recognized as a 2025 Pros to Know for
his work as chief operating officer of American Food and
Vending, Syracuse, N.Y.
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The &Back Coffee leadership team is redefining what
office coffee can be, using quality, storytelling and pur-
pose to drive value for businesses and impact for women
coffee farmers. Founder and CEO Roxanne Joyal brings
more than 30 years of experience in social enterprise
and sustainable development. A recognized advocate for
women’s empowerment, Roxanne leads with a long-term
vision, aiming to positively impact the lives of 10,000
women through responsible sourcing, training and com-
munity investment. COO Lucas Goodenough has scaled
&Back Coftee across North America while embedding
sustainability and corporate responsibility at every level.
He leads the company’s partner-centered approach, deliv-
ering strategic partnerships, tools and sales enablement
that help operators successfully bring &Back Coffee to
market. CMO Jacqueline Grossman is an executive with
more than two decades of experience in hospitality, CPG
and experiential marketing. She leads content strategy
and creative execution, helping &Back Coffee’s B2B part-
ners activate purpose through turnkey campaigns and
value-added storytelling. Together, this team has built a
model that helps businesses meet corporate goals around
sustainability, workforce engagement and productivity
while protecting the future of coffee for the people and
communities who depend on it.

Roxanne Joyal

Lucas Goodenough Jacqueline

Grossman
Key personnel include Roxanne Joyal, founder and
CEO; Lucas Goodenough, chief operations officer; and
Jacqueline Grossman, chief marketing officer.



BOOST INC

The product team at Boost inc has rei-
magined what unattended retail can
deliver. At a time when operators are
seeking new and effective ways to
scale, this team has introduced a suite ‘..
of technology innovations, enabling

Benedict
Koehncke

operators to increase revenue, drive
operational efficiency and enhance
the customer experience. The team has introduced retail-
like features and remote point-of-sale management capa-
bilities to unattended retail. With every release, the team
focuses on simple, scalable tools that deliver measurable
impact to vending businesses on the ground. What truly
sets this team apart is their willingness to challenge the
status quo. They aren’t just improving existing systems;
they’re reshaping how the industry thinks about vending.
By pairing rapid product development with deep opera-
tor insight and a vision for creating the most seamless

futematic Vending

TEAM WINNERS

team has positioned itself as a driving force in the future
of unattended retail.

Key team personnel include Benedict Koehncke, vice
president of product; Annelous Konijnenberg, product
owner point of sale and UX/UI lead; Sara Berrino, lead
product owner software; Christopher Radones, scrum
master; Christopher Tlusty, technical project man-
ager; Viktoria Molnar, project manager, product; Nigel
Boxhoorn,UX/UI designer; Lavinia Lattanzio, UX/UI
designer; and Emmy Daniel, implementation engineer.

CANTEEN MIAMI

The team at Canteen Miami is a 2025 Pros to Know Team
Award winner for its passion for customer service and
client relations, which makes the company a force to be
reckoned within the industry. The well-rounded team of
Andres Hernandez, district operations manager; Craig
Thornburg, customer service manager; and Khalil Alj,
customer service manager, completes market refreshes

PROS 1o KNOW

and exciting customer experience, Boost inc’s product with the highest sales uplift in the division.

2025 Pros to Know

365 Retall
Markets is
proud to
recognize
Ashley
Copeland
& Brooke
Reeves

Ashley Copeland

Software Development
Manager

Brooke Reeves
Account Manager

@ 365 Retail Markets
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The production team at Everest Ice and Water, led by
Hector Miranda, exemplifies a relentless commitment to
overcoming industry challenges while driving innova-
tion, efficiency and sustainability. Despite the challenges
posed by supply chain disruptions and labor shortages,
the team has maintained a strong focus on producing
high quality machines that meet the evolving demands of
the market. The team’s proactive approach to addressing
material shortages through better inventory management,
alongside its successful implementation of energy-effi-
cient and eco-friendly solutions, has helped set them
apart as a leader in the vending equipment industry and
helped ensure that Everest continues to meet customer
expectations for sustainability and cost-effectiveness.
Additionally, the team’s efforts to invest in workforce
development and automation demonstrate a forward-
thinking approach to ensuring long-term operational suc-
cess and resilience. Hector Miranda’s leadership and the
team’s collective focus on continuous improvement have
led to increased production capacity, faster turnaround
times, and consistent product quality.

Key personnel include Hector Miranda, director of

manufacturing; Thomas Denardo, national service man-
ager; Jordan Flores; logistics manager; Edgardo Garcia,
assembly technician; Jon Black, production manager;
Jared Black, plant engineer; Astrid Ramos, supply chain
administrator.

Naturals2Go isn't just vending machines. They serve as a
gateway for vending entrepreneurs to access the $40 bil-
lion convenience services industry, offering a business
model that can include frozen food, coffee services, pantry
services, Al-powered coolers and micro markets.

The Naturals2Go business opportunity team is the rea-
son approximately 14% of all vending business owners in
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the U.S. have turned their dreams into successful business
ownership. From day one, each new operator is paired
with a dedicated account manager who offers one-on-
one coaching, reviews performance and helps develop
strategies for growth. These team members go beyond
setup: They help owners analyze sales, refine product
choices and expand into high potential areas. They also
lead training, Q&As and community networking to keep
everyone supported and inspired. What makes this team
truly stand out is their personal investment in each own-
er’s success. Each new operator is paired with a dedicated
account manager who provides one-on-one coaching and
performance reviews throughout their business journey.
They bring practical guidance, real encouragement and

a genuine belief in what is possible. Operators are also
backed by other professionals offering valuable, essential
skills such as technical support and professional location
services, growth experts and a leadership team commit-
ted to innovation, technology, engineering and R&D.
With 49 employees (many of whom are operators, too)
dedicated to bringing the best-in-class training and pro-
grams for entrepreneurs, this team is certainly among the
Pros to Know for new vending business operators. With
Naturals2Go, people don't just get a business: They get a
team that’s with them every step of the way.

What sets Tech 2 Success apart is its deep industry spe-
cialization paired with future-focused innovation. Tech
2 Success doesn't just offer generic IT or software: The
company designs, builds and supports solutions spe-
cifically for convenience services businesses. From fully
integrated B2B e-commerce systems that sync directly
with VMS platforms, to PCI-compliant hosting, data
security and operational automation, Tech 2 Success
enables operators to scale efficiently, serve smarter and
compete with larger players.

Key personnel include John Hickey, CEO; Brian
Butrym, vice president of web services and development;
and Darryl Perkins, cloud services manager.

SipWithMe customers and their satisfaction are the top
priority for the service operations team. In an industry
full of options, this team was built from the ground up to
be customer-obsessed and deliver consummate support.
It was intentionally designed to be different: Not just reac-
tive but committed to delivering true service. Today, 89%



of SipWithMe customers are supported directly by inter-
nal team members, with the remaining 11% served by

trusted partners who uphold the organization’s standards.

This structure enables SipWithMe to scale without com-
promising the personalized service that customers rely
on and appreciate. While the ops team drives the experi-
ence, their success is made possible by strong collabora-
tion with other groups across the WithMe organization.
Support from client experience, business operations and
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technical support helps ensure that every
customer interaction is seamless and
consistent.

Key team members include Andrew
Shockley, service operations manager;
Mario Rodriguez, principal technical ser-
vice specialist; Ardiana Hysenaj, service
admin; Mike Benson, field service super-
visor; Jason Brillantes, Atlanta service
representative; Diego Rivas, Houston
service representative; Emanuel Brown,
New York service representative; Craig
Lewis, Dallas service representative; Brady Fosse, Denver
service representative; Jorge Cordero, Miami service rep-
resentative; Luis Castillo, Orlando service representative;
Edward Torres, Austin service representative; Mohamed
Sillah, Baltimore/DC service technician; Luis Popoca,
Chicago service representative; Keith Kerr, Connecticut
service representative; Matt Kaplan, Philadelphia service
representative; Nadia Assad, senior project specialist, and
Brad Duncan, client onboarding manager. ®

Revolutionize Market Sales
with the Industry's Best Kiosk!

Packed with state-of-the-art features and backed by an unparalleled pricing structure, our kiosk is

ONLY
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set to transform the way you handle payments while maximizing your bottom line. Discover how

this all-in-one solution can propel your business into a new era of efficiency and profitability.

v Industry low hardware price

Monthly Service Bundle Includes:

(PS monthly service fee

i
v Industry low monthly service fee % Built-il:\ éellularlm(?ddem
A . A with data include
v Nationwide loyalty and promotional system oL
v Manufacturer-funded promotions o ok L T e e
v Built-in cellular connectivity Gl L clc Theft Detective enabled
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« Pooled data across the network E@l? }E ‘:/ For more information, scan the QR code.
ensures no charges for data overages = =
v ConnectHQ® and Cantaloupe Seed enabled ey
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v Finance and conversion programs available o

All prices listed are in US dollars.

iy

BTGK-AUTM

September/October 2025 - VendingMarketWatch.com 31

GlobalConnect


http://VendingMarketWatch.com
https://info.globalconnect.biz/market-kiosk?utm_campaign=16347541-B2G%20Kiosk&utm_source=VMW-AUTM&utm_medium=Print-halfhoriz

COFFEE SERVICE

From sleek dispensers to advanced filtration
and sparkling enhancements, water and ice
systems offer long-term value and sustainable
growth for coffee service providers.

By Bob Tullio, Contributing Editor

ATER AND ICE: ARE THEY THE BEST- it would be my favorite part of the

kept secret in the coffee service business? OCS business,” Tullio said. “He was %
The ongoing opportunity for operators that right. It was like an annuity — the one §
exists from point-of-use water systems and ice machine source of revenue you could count on every 3
rentals may not be much of a secret after all — certainly month, and when we reached something like 1,500 water §
not with experienced operators. Equipment innovation is ~ units, plus filter changes, the revenue was impressive.” g
further enhancing revenue. Industry consultant Orrin Huebner advises his opera- %
As veteran operator David Henchel points out, “Any tor clients to focus on recurring revenue, and water and
coffee service operator who is not taking advantage ice machines fall squarely into that category. He has a
of the ancillary income associated with water, filtra- simple formula for his operator clients.
tion and ice is just leaving money on the table” After 40 “If you are at 10% recurring revenue, you are OK.
years, Henchel, president and CEO of Corporate Coffee If youre at 15%, you're doing well. If you are at 20%,
Systems, knows a thing or you are the gold standard. Water
two about running a profit- and ice contribute to those numbers
able business. \ very nicely;” said Huebner. “We still

have too many operators, unfortu-
nately, that are not jumping on the
bandwagon.” Huebner added that it
reminds him of the vending oper-

RECURRING REVENUE
OPPORTUNITY

Pete Tullio, a former NAMA
chairperson and CFO of
Gourmet Coffee Service in Los
Angeles (sold in 2017), recalls
a conversation about the water
business with the late Bill Reed,
a Newco representative who

ators who took forever to finally
make a move into the coffee ser-
vice business.

Some small operators are thinking
about water and ice the wrong way,
Huebner said. “They see $50 a month
for a rental, and they feel it isn’t worth
the effort. They are looking instead at
the big accounts they have, $20,000 a
year and up, but they do not realize
the annuity that builds with rentals

PRSI
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was helping Tullio get started in
the OCS business.“Bill told me
that ultimately, even though the

R

individual water rentals were
not big numbers on their own, \ . =

Follet Champion
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and everything that goes with it — filter changes, line
flushes, annual maintenance. Customers are willing to
pay for an exceptional water and ice experience. As a
consultant, I do my best to explain that, but it can be a
struggle,” he said.

Huebner advises clients to use a smarter rental strat-
egy. “Rent it by the week: charge them every four weeks,
get 13 rentals per quarter and run with it. Get your ice
machines out there”

“Do the clients demand premium water quality? Not
a problem! That means quarterly filter changes,” he said.
“If T were going into the business today, I would do water
and ice. I might not do OCS;” he said.

FUNCTIONAL BEVERAGES START

WITH GREAT-TASTING WATER

With new technology and more stylish equipment, rental
rates continue to rise. One popular water system extends
beyond rental and can be a major revenue source for
operators. Bevi offers hot, cold, sparkling and ambi-

ent water. According to Joanna Choi, national account
manager, Bevi provides a powerful revenue opportu-
nity for independent operators, far better than the $50 a
month rented water units she once sold for Aramark and
Filterfresh. In fact, Choi said some operators are generat-
ing over $1 million in annual sales on Bevi alone.

Bevi offers quite a variety to end users. “We have three
different enhancements currently available. One is called
Energy Boost. That utilizes green
coffee extract. It is caffeine, basi-
cally, and you can set it high or low.
We also offer electrolytes — sugar-
less, no calories, so comparable to
Gatorade, but without all the addi-
tional sugar and food dyes. We
also have vitamin boost — your
B12s, your B6, your zinc — every-
thing you need. We're also coming

Well-hydrated
employees are happier,
perform better, are
healthier and have less
brain fog, directly hitting

Viveau Water

the bottom line.

out with a new enhancement called Focus Blend, and
that has magnesium and B12 vitamins to help enhance
focus for folks while they’re at work and to reduce their
stress levels while doing it,” said Choi. “In a perfect situa-
tion, you would have those three enhancements plus five
fruit flavors. Potentially, around 40,000 different beverage
combinations”

LOOKS MATTER: A DESIGN-

ORIENTED APPROACH

Vivreau offers a water unit that is part of an emerging
trend toward stylish equipment. Davin Wickstrom, direc-
tor of industry relations, said his company was quite
intentional about the design of its water unit.

“We wanted it to be front of house so when people
walked into a break room or a meeting room, they were
wowed by the visual,” said Wickstrom. “Hot, cold and spar-
kling water — a really small footprint on the counter, which
we know is prime OCS real estate. It is sleek and stylish”

Wickstrom said that Vivreau goes beyond good looks.
The company stands behind its Purity C filtration system,
and Vivreau offers a sustainable, custom-made bottle fea-
ture. “If you had a client that wanted to get their name on
the bottles, or an OCS partner wanting that, we work with
them to get them specifically set up for those bottles. The
bottles are unique to us, which will then be unique to the
customer. We are very mindful to put our money where
our mouth is when it comes to sustainability;” he said.

fs_ob

September/October 2025 - VendingMarketWatch.com 33


http://VendingMarketWatch.com

IMPACT OF SPARKLING WATER

Matt Dudley, sales and operations director for North
America at Marco Beverage Systems, said the growth

of his company’s stylish water system, Friia, has been
largely driven by the popularity of sparkling beverages, a
trend that operators often overlook. “If you went to your
local grocery store a decade ago, sparkling water wasn’t a
major category. Now, in a C-store or a grocery store, it’s a
major category in their beverage section,” said Dudley.

“That category is driving the popularity of dispensed
water, along with the growing trend of people looking for
alternatives to single-use plastics. For a long time, every-
body was purchasing bottled water. Now you see a large
part of the population, particularly the younger people,
carrying refillable water bottles,” he said.

Dudley pointed to the look of the Friia unit as a major
selling point. “From an aesthetic standpoint, Friia is very
much on trend in terms of being small and compact, tak-
ing up minimal counter space, having that super sleek,
beautiful aesthetic that really complements the environ-
ment,” he said.

Water industry veteran Steve Silha, president of F&B
Innovation Group, said that sustainability in today’s
workplace creates a water service opportunity for opera-
tors. “T've worked with hospitality groups and major cor-
porations that have offices across the United States,” said
Silha. “Those are the organizations that start with a sus-
tainability mission because they have many employees,
and they can have a pretty big impact. It’s definitely a top-
of-mind issue”

A HEALTHY CHOICE
“Health and wellness are another issue. Water and ice play
right into that. There are studies that support the idea that

well-hydrated employees are happier, perform better, are
healthier, and have less brain fog,” he said. “Water is also
an awesome opportunity to lock in a client with another
product and keep competition out of your location”

Brian Zekesky, national sales manager for Follett
Products, an ice machine manufacturer, said the demand
for ice in the workplace has exploded, and that is good
news for OCS operators. “Consumers are into cold brew
teas and sparkling water, healthier cold drink options,
and all of that starts with ice and water;” said Zekesky.

“If the operator is not dialed into how to deliver ice and
water, they are missing a huge opportunity”

According to Zekesky, ice in the office is no longer just
a luxury item, and data from our latest State of the Office
Coffee Service Industry Report bears that out. “70% of
beverages sold are now iced. Ice is a consumer-demanded
item. If it’s not part of the office refreshment package, you
are going to have consumers asking for it”

“Follett's Champion 7 and 15 models are very success-
ful in workplaces,” Zekesky said, pointing out that the
units are low profile with a small footprint. “One of the
best things about these units is that they are completely
drainless. All you need is power and a water line, and you

can place them practically anywhere”

Tullio recalls that when he started

3

selling your business. | speak fluent Vending and Office Coffee.

e w K

Mike Ferguson has over 34+ years Vending & OCS industry experience, as an
ex-operator and owner turned intermediary business broker to assist you in

in OCS in 1995, the rental rate on

— 0CS in 1995,
Z%e| READY TO SELL YET? | [0 vy s nss

per month. “In those days, you
could still pay for the equipment
in a year;” said Tullio. “We saw
those rental rates go up a lot over
the next 20 years as the equipment

- KNW LEQEEAEPS All conversations VM Ac So lutl 0 n s quality improved and the filtration

became more advanced. From

N gL are confidential!

Automatic
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-, & Vending, Markets And Coffee + Company Acquisitions

my perspective, this aspect of

3 3 the business only gets better for
Contact Mike@VMACsolutions.com or 713-569-6463 operators” ®
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nter it in Automatic Merchandiser’s
- 2026 New Products of the Year Awards!
-
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The 2026 POTY Awards recognize WHY ENTER?

new products and equipment » National industry recognition
for vending, micro market or office
coffee service (OCS) introduced
during 2025. Submit now to be
included in the 2026 ballot.

» Have your product featured
on VendingMarketWatch.com

» Raise awareness in the
convenience channel

GET RECOGNIZED FOR
INNOVATION

We're honoring the most exciting
new products for the convenience
channel this year. Product categories
include convenience foods and
beverages, emerging technology and
sustainable products. And, for the
first time, limited-edition and limited-
time offerings, new permanent
flavors, and product collaborations
are eligible for our POTY Awards. H | products considered for
If it's new for 2025, it's eligible. L L | e o e i 2095,

ENTRIES ARE OPEN NOW!

Submit your 2025 product
today and let the industry
see what you've created.

Visit vendingmarketwatch.com/
2026P0TYentry.

Please note that all

MERCHANDISER | MARKETWATCH

-
v Automatic|Vending
¢
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SHAPING

THE EVOLVING
WORKPLACE

Register Now at nhamactw.org

YOUR CLIENTS ARE
COUNTING ON YOU

The workplace has changed — and
so have expectations. Employers
are redesigning offices to boost
collaboration, well-being and
connection, and they’re looking to
OCS and pantry service providers
for solutions that go far beyond
coffee and snacks.

Today, these services are strategic
tools for building engaging,
wellness-focused workplaces that
unite teams and keep them
inspired. The providers who deliver
on this will be the ones clients rely
on to attract and retain top talent.

“Workplace amenities are no
longer extras — they are strategic
drivers of culture, connection and
performance,” stated Kristen
Griffith, NAMA'’s senior vice
president, member experience.
“OCS professionals are uniquely
positioned to help organizations
create spaces that inspire people
to come together, do their best

work and thrive. CTW is where our
industry’s leaders unite to shape
that future.”

CTW 2025 IS EVOLVING

First reimagined in 2024, CTW now
delivers transformative ideas
through collaboration, not just
content. It’s designed for operators
and suppliers to come together as
true partners — engaging in
relaxed but purposeful
conversations, sharing expertise
and co-creating approaches to
meet evolving workplace needs.

“CTW offers a fresh approach to
industry gatherings by creating a
practical forum for operators and
suppliers to tackle real challenges
together. The key is partnership —
understanding each other’s needs
and collaborating to create solutions
that move the workplace forward.
That’s the value of the CTW
experience,” said Linda Saldana,
Seventh Wave Refreshments CEO
and co-chair of NAMA’s Coffee
Services Committee..

CONTENT & CONNECTION

LEARNING JOURNEYS
Introduced in 2024, Learning
Journeys have become a
cornerstone of the CTW
experience. These interactive,
peer-driven sessions offer deep
dives into Sales, Operations and
Technology & Innovation, all tied to
addressing real workplace
challenges.

Attendees engage in intentional
dialogue and collaborative,
peer-to-peer idea exchange
designed to cultivate relationships.
You’'ll gain fresh perspectives on
workplace trends, company culture
and leadership, while exploring
collective solutions for how to sell,
what to sell and which product
trends can improve employee
satisfaction and workplace culture.

Each Learning Journey embraces
the emerging role of operators as
essential resources for meeting
clients’ workplace goals. These


http://namactw.org
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peer exchanges focus on
real-world applications and
customer-first approaches that you
can take straight to clients when
designing workplace experiences.

RELATIONSHIPS THAT MATTER:
THE CONNECTION HUB

The Connection Hub represents a
significant shift from the traditional
exhibit hall to a reimagined
networking space built for
purposeful connection. Centrally
located, it encourages
spontaneous conversations during
breaks, meals or over a cocktail.

Here, knowledge sharing takes
center stage. Structured networking
meets unplanned, organic
interactions, creating a space where
meaningful dialogue replaces the
typical exhibitor-attendee
transaction. The result is an
environment where suppliers and
operators discover mutual
opportunities, exchange expertise
and build partnerships that extend
well beyond the event.

NAMA CTW 2025

A transformed experience

offering participants the value

of deeper knowledge and
relationships to shape the
workplace of the future.

IMMERSIVE COFFEE CRAWL
No event focused on improving
workplace experiences would be
complete without an experience of
its own. In Miami, the Coffee Crawl
offers an insider’s look at the city’s
rich Cuban and Latin coffee
traditions through a curated tour
of roasters and coffeehouses.

Two specific outings blend cultural
insight with product inspiration —
perfect for coffee lovers and
professionals looking to spark new
ideas. You'll see how coffee is more
than a beverage; it’s an anchor for
community, conversation and
creativity, offering lessons you can
bring back to your own client
experiences.

YOUR OPPORTUNITY
FOR GROWTH

Office amenity culture is shifting —
employees care not just about
better products and brands, but
also where products come from,
the causes they support and the

connections they foster. Meeting
these expectations requires
partners who understand space
design, amenity planning, product
selection and brand experience.

Harvard Business Review reports
companies can boost revenues by
up to 50% by improving employee
experience. CTW gives you the
insight and partnerships to deliver
on that opportunity and grow your
business.

FILL YOUR CUP AT CTW

Whether you want fresh product
inspiration, smarter ways to
position your services or strategies
to strengthen client relationships,
CTW 2025 delivers the ideas,
connections and momentum to
keep you ahead.

It’s time to move beyond service
provider to become an essential
business partner — and it starts in
Miami. Registration is now open at
namactw.org.


http://namactw.org

FUNCTIONAL SNACKS

Better-for-You
SnackinNng

With functional benefits, health-forward ingredients and demand
tied to dayparts, better-for-you products are moving from niche to
mainstream in vending, micro markets and unattended retail.

By Linda Becker, Editor-in-Chief

ONSUMERS WANT MORE

than just immediate grati-

fication from their snacks,
and savvy operators know how cru-
cial it is to capitalize on the trends.
On-the-go customers expect snacks
that offer better-for-you and func-
tional benefits in a tasty, delight-
ful package. Snacking is replacing
regular meals for many consumers
as they opt for several small meals
rather than the earlier generations’
preference for “three squares a day”

The snack-as-a-meal trend, how-
ever, is nothing new. It has its roots
in 20th-century shifts in employment
patterns, the advent of quick-cooking
technologies such as the microwave,
and the introduction of convenience
foods tailored for home use.

What is different is how often
snacks have replaced mealtimes.
Commuting, hybrid work setups
and extended office hours mean
workers often snack rather than
sit down for lunch. Snacks offered
via vending, micro markets and
unattended retail venues must meet
nutritional expectations, not just
fill the void.

For convenience services opera-
tors, offering health-conscious snack-
ing is no longer optional. Consumers
actively seek better-for-you options,
linking diet with overall well-being.
While generational preferences
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influence specific choices, there’s no
mistaking that snacks which were
once confined to wellness aisles are
now mainstream.

MEETING DEMAND

Demand for better-for-you options,
particularly in the morning, pres-
ents opportunities for operators, said
Nicholas Banke, director of mar-
keting and insights at Vistar, a PFG
Company, during his presentation at
the 2025 NAMA Show. Consumers
are increasingly snacking and eat-
ing outside the home, especially with
more workers returning to the office,

he noted, and functional ingredients
and label transparency are top priori-
ties for younger cohorts.

Savvy operators will also tar-
get dayparts to drive multiple sales
opportunities throughout the
day and drive bottom-line sales.
Targeting consumers with healthy,
energy-based items for breakfast,
meal bundles for lunch and indul-
gent, energy-boosting snacks in the
afternoon offers distinct sales oppor-
tunities, Banke noted. Strategic
stocking by daypart can lift overall
micro market performance.

Consumers are increasingly snack-
ing and eating outside the home,
Banke noted. Most micro market
visits involve unplanned purchases,
often driven by what “looks good?”
Visual appeal, product discovery and
assortment variety are key to captur-
ing these sales.

DRIVING PROFITS

While indulgence items will likely
never disappear from convenience
outlets like vending and micro mar-
kets, 60% of individuals also con-
sume healthy snacks, according to
Innova Market Insights from 2024.
As convenience services operators
push into locations such as gyms and
hotels, products like protein bars,
dried fruit mixes or low sodium
options — rather than candy bars

or chips — appeal to consumers at
those locations. Such shelf-stable,
better-for-you products sell without
sacrificing convenience, and opera-
tors benefit from the repeat business.

On the following pages, learn
about products you can add to
your vending machines, micro
markets, smart coolers and smart
stores to meet the demand
for better-for-you snack-
ing options.

FotoDuets / Shutterstock
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Drive turns, growth and margins, with our fast-selling better for you favorites!
To learn more, email us at growmysales@pimbrands.com,
or contact your PIM Brands representative at 1-800-369-7391.
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Planters Nut Duos in 3 Flavors
Planters Nut Duos snacks from Hormel Foods Corp.

combine two complementary nut types in a single 50z

resealable bag. Three crave-worthy options include
Planters Buffalo Cashews and Ranch Almonds, with
the zesty taste of Buffalo-sauce flavor combined with

the cool, tangy taste of ranch.Planters Cocoa Cashews
and Espresso Hazelnuts pair espresso-dusted hazelnuts

and sweet cocoa cashews. Planters Parmesan Cheese
Cashews and Peppercorn Pistachios teams a creamy
Parmesan cheese cashew with a peppercorn pistachio.

Hormel Foods Corp.

Jack Link’'s Duos Sticks
pair two protein treats
in one package

JAKINKS  JAcK LNKs
'

complementary meat stick flavors in

combinations.

game-day-inspired snack.

TWO BOLD

Jack Link’s Duos Sticks pairs two bold,

one convenience package. An industry-
first concept, according to the company,
the Duo Sticks are offered in two flavor

In Frank’s RedHot Buffalo-Style and
Ranch Chicken Sticks, the two-stick pack
pairs one protein snack with the kick of
Frank’s RedHot Buffalo Sauce and another
with the cool taste of ranch for the ultimate

In the Original and Teriyaki Beef Sticks,
the two-stick pack pairs one protein snack

Nutri-Grain bars refresh

yields a snack bar with

more whole grains

Following a brand refresh, Nutri-Grain bars now
offer 10 grams of whole grains and 10 vitamins and
minerals in each serving.

Whole grains remain one of the most under-
consumed essentials, Kellanova noted while
announcing the change, and most Americans get
less than two-thirds of the daily recommendation.

The new bars offer “a hearty yet tender texture,
with a delicate crumble and a craveworthy, fruity
flavored filling,” said a Kellanova representative.
The product appeals to consumers seeking a bet-
ter-for-you option in fruit bar snacking.

o~ 2l
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Ocean Spray debuts Sour
Blueberry Lemon and Chili Lime
For dried cranberry snack fans seeking a bold taste,
Ocean Spray Cranberries Inc. has introduced Sour
Blueberry Lemon and Chili Lime Craisins.

Positioned as flavor-forward options perfect for
go-to snacks, the new flavors are the latest in the
brand’s push into fresh flavors. In the past two years,
Craisins has also introduced limited-edition mix-
ins and coated flavors, including Cherry, Smores,
Blueberry Crisp and Raspberry Cheesecake Dipped
Cranberry Mix.

According to the company, Sour Blueberry
Lemon pairs tart lemon and sweet blueberry notes
while Chili Lime pairs sweet and spicy.
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s with the brand’s balance of smoky and l

savory in its Original flavor and another

with the tangy twist of its Teriyaki flavor.
In recognition of the popular duos

snack segment, Jack LinK’s is bringing

a fresh twist to the fast-growing meat

snacks category.

Jack Link's
Ocean Spray Cranberries
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Choose to stay ahead in the vending, micro
market & workplace beverage industry

Automatic Merchandiser provides essential business insights, marketing
strategies, and product updates for vending operators, coffee service
professionals, and distributors—subscribe for free today to elevate your
business with cutting-edge industry knowledge.

Open your phone camera to scan these QR codes.

SUBSCRIBE to our SUBSCRIBE to our newsletters
for FREE TODAY! for FREE TODAY!

g

BUSINESS MEDIA. www.vendingmarketwatch.com
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Welch's expands better-for-you

snack lineup with Juicefuls Fusions
Welch’s Fruit Snacks Juicefuls Fusions — designed to meet
growing demand for better-for-you snacks — are the compa-
ny’s first fruit snacks to combine two flavors in one bite, with

uic

UIcY| >
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SNACKS)

a chewy outer layer surrounding a juicy center. The debut
varieties — Watermelon & Lemon, Green Apple & Peach and
Blueberry & Raspberry — offer what the company calls “2 in

1 Juicy Fun” while tapping into consumers’ desire for snacks
that are both flavorful and functional.

Welch’s Fruit Snacks Juicefuls Fusions offers several better-for-you attributes. They are made with natural flavors and
colors from natural sources, and each serving is a source of vitamins A, C and E. Juicefuls Fusions are also gluten-free
and peanut-free, appealing to health-conscious consumers and those with dietary restrictions.

They are offered in 40z peg bags as well as multipacks with 50 or 20 0.80z pouches.

Jarritos and Taste
Salud team up for
hydration powder
Mexican soda brand Jarritos has leaned
into the wellness market, working with
powdered drink mix brand Taste Salud
to offer a ready-to-shake drink mix.
The powdered drink packets pair
“the nostalgic punch of Jarritos’ iconic
flavors” with Taste Salud’s better-for-
you benefits like hydration, immunity
support and mental focus. The single-
serve packets are available in four fla-
vors: Jarritos Mandarin with Hydration
and Immunity, Jarritos Guava with
Hydration and Immunity, Jarritos Fruit
Punch with Energy and Focus, and
Jarritos Lime with Energy and Focus.

Jarritos

LICHTM N AND

SSOCIATES, INC.

Jo Ann Lichtman

Manufacturer’s Representative for Vending,
OCS and Micro-Market Products

2019 Forest Creek, Libertyville, lllinois 60048
(847) 680-4790 « 800-801-7453

(847) 680-4796 FAX

Email: joann@lichtmanandassociates.com
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Kanzen Meal debuts
nutrient-dense frozen meals
Seeking to meet consumer demand for nutri-
ent-dense, single-serve meals, Nissin Foods

has launched Kanzen Meal and a line of single-
serve frozen meals designed for health-conscious
consumers.

With the increasing use of GLP-1 medications,
nutrient density has become more important to
consumers. The company states that it utilized
“Japanese culinary techniques and tools to precisely
distribute micro and macro nutrients throughout
each meal while optimizing flavor.”

Each of the three varieties — Fettuccine Alfredo,
Spaghetti Bolognese and Shrimp Teriyaki — con-
tains up to 23g of protein and 10g of fiber.

Kanzen Meal (USA) Inc. is a wholly owned sub-
sidiary of Nissin Food Products Co. Ltd. ®

PIM Brands

Kanzen Meal (USA) Inc. / Nissin Food Products Co. Ltd.
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THE MOST INFLUENTIAL

WOMEN

IN CONVENIENCE SERVICES

AWARDS

A celebration of female power that
is shaping the future of the industry

Nominations are now open for Automatic
Merchandiser’s fifth annual awards recognizing
the most influential women in the convenience
services industry.

Women continue to gain ground as business
owners, at the C-suite level, and other influential
positions. The advancements as well as benefits
of female leaders are especially evident in the

vending, micro market and coffee service industry.

Nominate yourself or someone you know who is
deserving of this award!

Rules and guidelines

» This award spotlights individual
achievements by women who have
positively impacted the convenience
services industry and/or a company/
organization for which they work or own.

» Nominations can be made by the

nominee themself or someone else.
Multiple nominations for the same

nominee are allowed.

» Nominations from all industry
segments and allied markets are
welcome. These include operators,
product and equipment distributors,
product brokers, machine manufacturers,
technology and payment system
providers, CPG companies, and trade
associations, among others.

» Nominations are allowed for previous
award winners and will be considered
with an updated nomination entry.

» Submitting party(ies) acknowledge that
all information presented is truthful to
the best of their knowledge.

» Submission forms must be completed.
Incomplete and/or incorrect submissions
cannot be considered.

Deadline Nominate
January 10, today!
2026 bit.ly/MIW2026

Winners will be
featured in the
February/March
2026 issue of
the magazine.
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MYRTLE BEACH

OCT. 9-11, 2025

REGISTER FOR ACE TODAY!

In 2025, ACE is bringing the glitz and glamour of

Las Vegas to the heart of the Carolinas, and we

want you to be a part of the action!

Inoredibte  Engaging  Legendary
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i Wh"ere-tl'ié Vending Indus.tryis
"-‘Meets on the'East Coast

AtlanticCoastExpo.com
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