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Recent studies show that the sales potential for
vended milk is huge.  In all channels tested - business
& industry, colleges & universities, public venues, and
schools Ð vended milk sales were strong, steady, and
consistent with industry standards.  And just in case
you thought milk was more of a kids drink, in some
instances B&I locations outsold school locations on a
per capita basis.

There is also strong evidence that adding milk to
your list of offerings drives incremental sales with
very little cannibalization of other beverages in the
vending bank.
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Current national trends show growth in the popularity of 
flavored milk across all retail channels. While traditionally strong
sellers like chocolate and strawberry lead the pack, new, taste-
tempting flavors like banana, orange cream and chocolate chip
cookie are starting to shake stuff up with consumers of all ages.
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Single-serves with high-impact branding are making consumers stop and
take notice.  And the appeal goes beyond the packaging. Consumers say
they prefer buying milk in single-serves by a wide margin because:
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Almost 1/3 of milkÕs growth was due to
the surging popularity of flavors.
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New flavors and old favorites are all experiencing
remarkable growth!

SOURCE: 

IRI 52 weeks ending

10/07/01 and total 2000
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Adults drank more vended milk per capita than kids did!
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The American consumer is becoming more and more health conscious, turning to nutritious alternatives for
themselves and their families.  For many American families, that means turning to milk.  

Milk has long been associated with good health, and each year, new studies 
add to the list of good things that milk provides.  It is, by most measures, 
the bodyÕs best source of calcium, and is a significant provider of other 
important nutrients.  No wonder itÕs been called ÒThe Ultimate Beverage!Ó

Good for you and good-to-go, vended milk is the ideal drink for the new 
nutrition-on-the-run lifestyle.
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With concerns about obesity growing among consumers, health experts and
legislators, food service providers are under increasing pressure to provide fare
that doesnÕt contribute to the problem.  Milk is just what the doctor ordered.  

A growing body of scientific research suggests that 3-4 servings of dairy a day
can help promote weight loss.  This makes milk a win-win for your customersÐ
a vended drink that tastes good that weight-conscious consumers can feel
good about drinking.  It can also help position vending as a positive force in
the ongoing fight against obesity, an important step towards ensuring the
long-term viability of the vending industry.
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Milk is an important source of
nine essential nutrients.
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