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Healthy vending

Often associated with junk food and sugary drinks, vending machine
companies have been lambasted for facilitating poor diefary
choices. Today's health-conscious consumers are looking

for more nutritious products in the convenience sector,

creating new opportunities for the vending industry.
Refreshment samples the latest innovations \/
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choice among consumers with busy
schedules. Thus, many businesses
nowadays are implementing vending
machines in their workspaces in order
to maintain productivity and keep
employees safisfied.
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In many environments, vending
machines have become the go-fo
source of food and refreshment for
consumers. However, the choices they
provide are not always hedlthy, typically
comprising energy-dense, high-fat and
high-sugar products.

Over the last few years, consumers have:
become more aware of what they put
into their bodies. In fact, market research
company Statista predicts that the global
heaith and wellness food market will grow
1o $1 trilion by 2026.

The vending machine indusiry is
presented with new opportunities fo
meet consumer demand for nutitious
foods, with several comparnies, such as
Farmer's Fridge and Wicked Healthy
Vending, offering heaithier options for
convenient meals and snacks.

In addition, some vending machines
have also started displaying calorie

and nutritional content on their screen.
Japanese beverage maker DyDo Drinco,
for example, has installed vending
machines that display only the backside
label and nutritional information fo users.

David Irvine, communication and public affairs manager

at the European Vending & Coffee Service Association (EVA),
told Refreshment: “With consumers becoming more conscious
of the products they wish to purchase, we see newer vending
machines being supplied with touchscreens that can display

nutritional information, which is a very welcome development”. Cold food
The adoption of healthier eating habits has also been known vendin g mac hines
to boost productivity in the working environment. are becoming

Meanwhile, Irvine highlights that the convenience of the
‘always open' vending machine cannot be understated.

more prevalent,
offering sandwiches,
salads, hummus

convenient rather than wait in queues," Irvine said. “For example, 1
a traditional canteen with traditional lunch hours is no longer Qnd fru“s

“In my view, this is especially frue today, as since the pandemic
people seem more content fo grab something quick and
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perfectly suited to the more flexible working
thythms that a lot of us have adapted fo over
the last two years. Vending ~ more than most
retail environments ~is perfectly ready to adapt
fo the needs of the flexible worker and therefore
keep the productivity boosted.”

On the right snack

The convenience of a hedithy vending machine
allows workers to fuel up on snacks and meals
throughout the day. Vending companies are
creating tasty products that are more nutiitious,
and cold food vending machines are becoming
more prevalent, offering sandwiches, salads,
hummus and fruits, to name just a few options.

US smart vending brand Farmer's Fridge serves
fresh and protein-packed lunch meals. Located in
office buildings, airports, hospitals and on university
campuses, its machines supply salads, meal bowls
and snacks in small containers.

Meghan Hurley, VP of marketing at Farmer's
Fridge, told Refreshment: “Our automated »
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smart fridges offer a fresh, revolving menu of
more than 20 balanced salads, sandwiches,
wraps, bowls, snacks and beverages. User-friendly
touchscreen technology allows customers fo
explore the menu with ease, pay with a swipe of a
credit card and get back fo their day in a snap.”

Wicked Helthy Vending also focuses on
consumers' health and welness. “For...customers
who want a mix of products, we strive fo provide
@ majority (at least 70%) of healthy options,” said
owner and founder, Tina Paine. “These more
nutiious options can range from a better-made
chip, such as a sweet potato chip, to clean
superfoods offered by local entrepreneurs.”

Meals and mini meals,
wellness snacks such as
low-calorie popcorn,
nuts, granola bars, and
protein-enhanced or
non-carbonated drinks
are breathing new life
info vending machines.

Plant-based products
are also becoming
more mainstream, as
demand for vegan
options continues fo
fise globally. Vendors
must respond to these
changing consumption
behaviours by providing
a wide variety of
product choices.

The EVA's Irvine noted:
“Plant-based diets and
products are becoming
more readily available
in other retail channels
and o itis logical that
the same will apply in
ourindustry”.
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“There are a few differences across Europe to
note, however. In general, Northem European
preferences are for more product fraceability
and sustainable labels...but it is perhaps not such
a priority in some Southern countries.”

He continued: "We know that more companies
are developing plant-based products specifically
for the vending indusiry. This includes, for example,
powdered oat milk designed for dispensing in
automatic vending machines. This is one of

many exciting developments and something

that is expected to become more common in

the next years.”

Healthier choices

Due to the high rates of obesity in Europe, action is
urgently needed to support the heaithier vending
trend. Policy and regulation changes worldwide
are guiding the transition, such as the UK's recent
move to address the promotion of high fat, sugar
and salt (HFSS) products.

Ivine stated: “You can see that obesity rates
continue to grow across Europe so a collective
action approach fo addressing the trend needs
to continue, and vending likewise needs to play
its part”.

He added: “This means that the trend for a
more diverse and hedithier product provision

in vending wil confinue, as a result of industry
inifiatives, policy incentives, as well as adapting
to changing consumer demands”.

Consumers will ulfimately make up their own
minds about the types of foods and drinks they
purchase. However, a vending machine stocked
with nutrient-poor snacks s likely o encourage
users to make unhedlthy decisions. Vending
operators should see this growing demand for
healthier options as an opportunity to reach new
audiences in search of convenient refreshments. ®




