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Replacing vending

Growth factors

Easy payment
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Self-checkout nothing new

Challenges

Minimum patronage threshold

Theft concerns

Sales and profitability

Restaurants, convenience stores and other food retail
Familiarity and ease of use drive restaurant decision
Convenience is King

Among restaurants, convenience comes in many forms

For employees, what does it mean?

Restaurant food retail density analysis provides insight

Why it matters

As urban as it gets: Aon Corporation

400 restaurant choices!

A giant in Rural America: Tyson Foods

Setting up shop on the suburban fringe: General Motors
Suburban sprawls: Baxter International and Allstate
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Prepared foods & dispensed beverage purchases
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Vending food and beverage choices

Vending machine usage in context: a competitive foodservice field

But vending machines hold their own against convenience stores

Women provide health and wellness opportunity
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Equal income opportunity
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Racial/ethnic appeal
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Work and school status weighs heavily on vending machine use
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Regional differences
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Vending food and beverage choices

Chocolate makes waves; cereal bars and nutrition bars can play a larger role
Cereal/granola bar purchase 28 times more likely from supermarket than vending
machine
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Debit and credit

Coffee and tea

Convenience store/gas station prepared foods users & snack/beverage store users
Introduction

Yes, more healthy options

Give me convenience

Ditch cash and coin

Coffee and tea
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ARAMARK Corp
Canteen Vending Services Inc.
ARAMARK Corp
Foodservice operations
Key North American sectors
ARAMARK Refreshment Services
RefreshSTYLES Area Décor



Breakroom promotional tools

Customizing health: Just4U for Vending

Convenience stores & vending

Filterfresh acquisition

Waste-to-Energy and Terracycle sustainability initiatives
Small business service innovation

Giving clients choices

Equipment upgrades help drive bottom line

On-site foodservice

Event catering

Strategy: Workplace Productivity, Value-Added Services, Contract Design
Workplace productivity

Canteen Vending Services Inc.

Compass Group PLC

Compass Group North America (CGNA)

Foodservice strategy

Room for growth

It Takes You — Eat Local

Leveraging role of single-source provider

Key North American sectors

Canteen Vending

Canteen Office Coffee Service

Canteen’s aggressive acquisition path

Coffee Distributing Corp brings strong northeast office presence
Other acquisitions

The Starbucks connection

Market Central

Health and wellness initiatives

2bU

Choice Plus

Table 7-1: Canteen Vending: Choice Plus Snack Criteria
Balance

Micromarketing: Avenue C Vending

Fresh foods “Fresh to You”
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