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ABSTRACT  

This paper aims to review the connection between marketing and sustainable 
development, presenting the relatively new concept of sustainable marketing in the 
context of the vending industry.  We suggest a model of sustainable marketing, 
based on conventional notions about marketing - known as the 4Ps (product, price, 
place, promotion) and on the “triple bottom line" of sustainable development, the 3Ps 
(people, planet, profit). This paper illustrates multiple examples for sustainable 
marketing practices, successfully implemented worldwide. Hence, it substantiates the 
idea that the sustainable marketing approach in the vending industry exists not just in 
theory but also in practice, though there is still some room for improvements. This is 
the first sustainable marketing model, specially developed for the vending industry. It 
takes into account the influence of two very important external factors – Ethics and 
Legislation. The clarity and simplicity of the model make it suitable for application to 
any other retail industry and business. Moreover, the paper identifies a variety of 
sustainable benchmark practices that could help students in economics better 
understand and utilize the concept of sustainable marketing with ease and clarity 
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1. INTRODUCTION 
Over the past several years the discussions about the concepts of sustainable 
economic development (SED) and corporate social responsibility (CSR) have 
increased significantly, especially in times of recession and economic crisis (Brilius 
2010, Ellis and Bastin 2011, Jothi 2010, Krauss, Rūtelionė and Piligrimienė 2010). 
These two concepts are very much interconnected and that is why sometimes there is 
no visible differentiation between them. However, whereas SED is a development that 
meets the needs of the present without compromising the ability of future generations 
to meet their own needs (WCED 1987), CSR includes the concrete measures 
undertaken by the companies. CSR is the way the companies integrate social, 
environmental and economic concerns into their values, culture, decision-making, 
strategy and operations in a transparent and accountable manner and thereby establish 
better practices within the firm, create wealth and improve society (IISD 2007). In 
spite of the subtle differences that exist between the two concepts, they have been 
both themes of many world economic summits during the last few years (Copenhagen 
2009, Johannesburg 2002, Kyoto 1997, Rio 1992, Stockholm 2012). However, where 
does marketing fit into this equation? Sustainable marketing is the integration of the 
SED concept into marketing (Lavorata 2010).  

http://www.sibresearch.org/�


Rev. Integr. Bus. Econ. Res. Vol 4(2)   2 
 

Copyright  2015 Society of Interdisciplinary Business Research (www.sibresearch.org) 
ISSN: 2304-1013 (Online); 2304-1269 (CDROM) 
 
 

It is the process of planning, implementing and controlling the development, pricing, 
promotion and distribution of products in a manner that satisfies the following three 
criteria: 1) customer needs are met 2) organizational goals are attained, and 3) the 
process is compatible with ecosystems (Fuller 1999, 4).  
If your company does not already have a sustainable marketing strategy or at least 
some initiatives, it probably soon will, because this has become standard operating 
procedure for today’s corporations. From SMEs to corporations, many companies in 
different industries are nowadays involved and committed to SED (Kechiche and 
Soparnot 2012). The vending industry is definitely not an exception. Actually, it is 
one of the industries that most endeavor sustainable because of its damaged image 
from the past: an industry selling junk food and cigarettes to the society. The purpose 
of this paper is to review the connection between Marketing and SED by illustrating a 
range of examples for sustainable benchmark practices from the vending industry. 
 
2. FRAMEWORK AND SUSTAINABLE MARKETING MODELLING 
Traditionally, marketing is considered as the 4Ps marketing mix (McCarthy 1964) and 
SED is identified with the 3Ps pillars (Barbier 1987). These models are much 
criticized as to their various weaknesses. One of the main limitations of the 4Ps 
marketing mix model1

The critics of the 3Ps model of sustainable economic development

 is that it is a production-oriented but not a customer-oriented 
model (Lauterborn 1990, Constantinides 2006, Popovic 2006). Some authors consider 
it inefficient for services (Booms and Bitner 1980, Rafiq and Ahmed 1995) or 
high-tech industrial products (Davis and Brush 1997) and online marketing 
(Constantinides 2002, Lawrence, Corbitt, Fisher, Lawrence and Tidwell 2000). As a 
result, numerous modifications to the 4Ps framework have been proposed: 5Ps (Judd 
1987), 6Ps (Kotler 1984) 7Ps (Booms and Bitner 1980), 8Ps (Goldsmith 1999), and 
15Ps (Baumgartner 1991).  

2

Based on the aforementioned models, the author elaborates a new tailor-made model 
of sustainable marketing that takes into account the influence of two additional 
external factors – Ethics

 consider that 
some other dimensions should be included to entirely explain the complexity of the 
sustainable development: an institutional dimension (Meadowcroft 2000, 
Spangenberg 2004, Trusins 2011); a cultural dimension (Hawkes 2001, Trusins 2011); 
and temporal and spatial dimensions (Chisholm, Grainger, Bristow and Tight 1999, 
Niu, Lu and Khan 1993, Trusins 2011). Despite the several imperfections of the 4Ps 
marketing model and the 3Ps sustainable model, they both have something that the 
other similar and more sophisticated models do not have – simplicity, memorability 
and relatively universal applicability. 

3 and Legislation4

                                                
1 The name of the traditional 4Ps marketing mix model (McCarthy, 1964) is an abbreviation that 

comes from the first letters of the four marketing elements: Product, Price, Place and Promotion. 

 (see Figure 1). In the context of that model, 
the author explains the application of the sustainable marketing approach in the 

2 The name of the traditional 3Ps model of SED (Barbier, 1987) is an abbreviation that comes from the 

first letters of the following three terms: People, Planet and Profit. 
3 In this article, the author considers Legislation as laws, directives and standards officially approved 

and/or compulsory on national/international level. 
4 In this article, the author considers Ethics as moral principles, guidelines, charters and codes. 
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vending industry by presenting some of the most sustainable marketing practices 
worldwide. 
 

 

 
Figure 1: Sustainable marketing mix modelling 

Source: Developed by the author. 

3. SUSTAINABLE PRACTICES IN THE VENDING INDUSTRY 

As mentioned earlier, the author intentionally chose the vending industry in order to 
contrast the current application of sustainable marketing with the traditional 
perception of an industry that has been perceived as a one of the drivers of smoking 
and obesity for years (Johnston, O'Malley and Terry-McElrath 2004, Park, 
Sappenfield, Huang, Sherry and Bensyl 2010, Robinson, Dalton III, Nicholson 2006, 
Wiecha, Finkelstein, Troped, Fragala, and Peterson 2006). The different aspects in 
which the sustainable marketing is applied in vending sector are presented in Table 1. 

Table 1.1: Application of the sustainable marketing approach in the vending industry 

Marketing 
mix 

Sustainable development aspects 

 I. Environmental aspects (Planet) 

1. Product 

Renewable energy sources (sun, H2); energy saving software and 
lighting; projects for HFC-free cooling systems and eco-friendly 
refrigerants; eco/bio/organic products; mug sensors; biodegradable 
cups and consumables with high rate of recycling; reverse 
vending; refurbished machines 

2. Price 
Charity/donation programs in partnership with NGOs/NPOs for 
green causes 

3. Place 
Vending with recycling in the retail stores, malls, schools and 
universities 
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4. Promotion 

Integrated promotional campaigns between reverse vending 
operators and retail stores/NGO/NPO that aims to increase 
consumer’s awareness of recycling and to encourage them with 
some rewards to contribute to the environment   

 II. Economic aspect (Profit) 

1. Product 
Significant initial investment of resources for R&D 
implementation 

2. Price 
Proved long-term effect on the intangible and tangible company 
assets: corporate image, brand equity, loyalty and attitudes, sales, 
costs, profitability 

3. Place 
No (or fewer) barriers to installing sustainable machines in schools 
and hospitals 

4. Promotion 
Less expensive to promote healthy products than any other 
products 

 III. Social aspects (People) 

1. Product 

Healthier and more balanced nutrition standards, programs, 
initiatives and labelling: Fitpick and feelGood labels; automats for 
fruits,vegetables, purified water and other healthy products 
(low-fat, less sweet and salty options)   

2. Price 
Charity and donation programs in partnership with NGOs/NPOs 
for social causes; lower prices of snacks and beverages on  
university  campuses 

3. Place 

Automats for condoms in bars and university campuses preventing 
HIV and other sexually transmitted diseases; vending for healthy 
snacks and beverages in schools and workplaces delivering 
hydration and energy to the consumers 

4. Promotion 
Balanced for Life; Coca Cola happiness vending machines: 
Smile/Hug/Dance/Sing/Kiss for a Coke; Send а free Coke around 
the world Coca Cola’s attempt  to unit Indians and Pakistanis 

 Ethics 

1. Product 

Balanced product assortments including between 25-50% 
sustainable products: 1) products sourced from Third world 
producers (coffee, cocoa, milk and sugar 2) healthier  products - 
snacks (baked chips and other products with reduced amount of 
calories and saturated fats) drinks (fruit-based drinks containing at 
least 50% juice and no added caloric sweeteners 3) bio and organic 
products 4) eco-friendly consumables - cups, mugs and stirrers 

2. Price Support of sustainable initiatives: Fairtrade, Better tomorrow at 
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origin and Rain forest alliance; setting lower or the same prices for 
the sustainable products 

3. Place Healthy vending in the workplace. An Employer Toolkit 2012 

4. Promotion 
Better communication and display of  sustainable products (at eye 
level) 

 Legislation 

1. Product 
EVA-EMP/TEMP protocols; nutrition and allergy labels; 
age-verification software 

2. Price 
“fat tax”, “soda tax” affecting directly the fixed costs and the final 
price; additional costs for R&D and standards certification 

3. Place Some locations (schools, hospitals) and promotional incentives are 
restricted for some vending products (sweets, fizzy drinks, 
cigarettes, alcohol) to prevent social problems and health diseases 
(obesity, cancer). Restrictions  on misleading and comparative 
advertising 

4. Promotion 

Source: Developed by the author. 

3.1. ENVIRONMENTAL ASPECT 
In environmental aspect, marketers in the vending industry use three main leverages 
within the concept of SED: energy consumption reduction, recycling of the automats 
at the end of their lifecycle and waste treatment. The energy consumption reduction is 
associated with the implementation of alternative reusable and renewable energy 
efficient resources. They enable the automats not only to work with absolute 
autonomy but without any connection to the electric source, the installation of such 
machines in every possible location is quite facilitated. On the market could be found 
hydrogen and solar powered vending machines, the Japanese dynamo based hand 
cranked vending machines, that could be recharged for a while so that the consumer 
could order a drink from them even when the electricity in the building is switched 
off. Some modern machines save energy as becoming dormant when consumers are 
absent during the night or other less intensive periods (Saltmarsh & Hall, 2007). LED 
lights in vending machines consume less energy. Some vending machines, placed 
outdoors are now made with special glass and with an isolating structure, to limit the 
energy and heat generated by the sun. During the last few years, European vending 
association (EVA) has developed several certificates concerning the environmental 
impact of the sector (EMP, 2010, 2011a; EVA TEMP, 2004). These certificates are 
known as “protocols”. Outside their SED functions, they also help the potential buyer 
to make a quick comparison between the different machines, so he/she can make 
easier a decision. Nevertheless, one of the major environmental problems still faced 
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by the industry is connected with the refrigerants and the cooling units of automats. 
All vending machines for snacks and bottled drinks in Europe continue to use R-134a 
gas5 as refrigerant, a gas that is flammable and explosive (EVA 2009). This is quite a 
lot, compared to Japan, the country with the highest number of automats per capita 
(McEacher 2012) where about 10% of the machines operate with natural refrigerants 
(EVA 2009). The supportive vending industries (manufacturing, packaging and 
consumables for automats) are also developing and marketing eco-friendly products: 
eco, bio and organic6. Paper cups and other greener alternatives to the traditional 
plastic cups are offered on the market (i.e. BioWare™ and SwissPrimePack™). On 
the other hand, some companies enhance the value of plastic cups in use at the end of 
their lifecycle because when incinerated, the cups release a lot of heat, which is used 
for heating water or generating electricity (Save a cup). Many vending machines for 
hot drinks, installed in workplaces, are well equipped with mug sensors, allowing the 
consumers to use their own mugs while ordering

Finally yet importantly, concerning the overall positive environmental impact of the 
industry, reverse vending machines should be mentioned. These devices accept and/or 
prepare for recycling used beverage containers (glass, plastic, aluminium) and return 
money or accumulate bonus points to a special user card (the reverse of the typical 
vending cycle). They frequently allow the consumers to see their own contribution to 
the environment in terms of reduction of CO

 their coffee/tea from the vending 
machine. This makes the usage of plastic cups pointless. Nevertheless, there is a 
constant debate whether or not it is more eco-friendly and hygienic to use 
disposable/single use cups versus reusable cups/mugs because of the environmental 
impact of the whole product life cycle, since chemical detergents and water are used 
to clean them (Harris and Prober 2009, Harst and Potting 2013, Hocking 1994). 

2

                                                
5 R-134a is a gas kept in the vending machine’s cooling unit. It is also known as hydro fluorocarbon 

(HFC). This gas has a high global warming potential. It represents only 2 % of the greenhouse gases 

but 80% of these 2% are generated in the vending industry. The other 20% are used in air conditioning 

and heating.         

 emissions and energy efficiency.  One 
of the latest achievements is the reverse vending machine for light bulbs and batteries. 
It is a result of the collaboration between the international retailer IKEA and Reverse 

6 As a result we can see on the automats various labels (e.g. AB and BIO) indicating that the products 

sold by the vending machines have been manufactured with the respect of the environment -  the 

health of soils, ecosystems and people - by strictly limiting the use of synthetic fertilizers, pesticides, 

hormones, livestock antibiotics, food additives, genetically modified organisms. Source: 

www.organic-bio.com  
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vending corporation. Their project gained the UK recycling award for 2012 in the 
category “Electrical and Electronic Equipment Recycler”. The automat offers the 
customers a large selection of different rewards - from a voucher for free coffee to 
10-pence donation to one of the four corporate charities: UNICEF, WWF, Save the 
children, Woodland Trust. 
 
3.2. ECONOMIC ASPECT 
Many researchers explore the economic advantages that stem from the 
implementation of sustainable marketing: as an effective approach to enhance brand 
equity (Porter and Kramer, 2006), leading to cost-efficiency and profitability 
(Gordon, Carrigan and Hastings 2011) while increasing profits and customer loyalty 
(McDonald and Rundle-Thiele, 2008). Therefore, it is not a coincidence that the 
“Cola Wars”, one of the longest running rivalries in business, is waged on the 
“sustainable battlefield”. Coke and Pepsi are constantly looking to grab as much 
market share as they can from each other by adopting slightly different, sustainable 
approaches. They are both pursuing strategies of zero net water usage and offering 
water bottles made from sustainable packaging. They constantly invest and innovate 
in vending machines based on alternative energy resources, greener refrigerants (CO2, 
isobutene, propane) recyclable/reusable raw materials and components. Another 
indicative example is the case with Darell Meyers – an employee in a North Carolina 
Wal-Mart store. He submitted a suggestion to remove light bulbs from the store 
vending machines because they stay lit 24/7 and need to be replaced regularly by 
maintenance workers. The company now estimates that the potential savings of this 
initiative are more than $ 1 million a year and as a result, today it is hard to find a 
vending in any Wal-Mart store that has a functioning light bulb in it (McElhaney 
2008).  
Regarding the conversion of vending machines items to healthier options and the 
consequential effects on revenues, different surveys and studies explore the 
profitability of vending machines selling healthy foods and beverages (French, 
Jeffery, Story, Hannan and Snyder 1997, French, Jeffery, Breitlow, Baxter, Hannan 
and Snyder 2001). For example, University of Minnesota carried out an experiment 
by adding low-fat snacks to vending machines in 12 worksites.  Price reductions of 
10%, 25% and 50% were tested.  The results revealed that the percentages of low-fat 
snack sales increased by 9%, 39% and 93%, respectively.  Moreover, the profits per 
machine were not affected by the changes (French et al. 2001).   An earlier study by 
the same authors examined that low-fat snacks even increase by 80% during a 
three-week period when prices are reduced by 50% (French et al. 1997).  
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3.3. SOCIAL ASPECT 
Responding to the newest trends in consumer behaviour the vending industry starts 
gradually to widen the range of its products by offering some healthier alternatives 
with less sugar, salt and fats. The North American vending association (NAMA) 
elaborates the FitPick program, which provides consumers with some guidelines on 
how to identify and select lower-fat, lower sugar alternatives to vending’s traditional 
snacks and beverages. It includes two different nutrition standards: 1) FitPick 
Standard 35-10-357 and 2) Alliance for a Healthier Generation Standard8

The French vending association (NAVSA) developed a similar program. Its feelGood 
label could be put on every vending machine that offers one of the following 
products: 1) fruit and vegetables 2) non-alcoholic refreshing drinks 3) cereals 4) dairy 
products (NAVSA Communique presse, 2012). Another clue to the industry’s 
citizenship are the charity and donation programs in which vending companies 
collaborate with NGOs and NPOs, raising funds for different social causes (as a 
percentage of the profits or as a separate box attached on the automats). In this way, 
the companies could easily place their machines at almost every location, sometimes 
even without the necessity of paying a rent. By placing the logos and labels of the 
supporting NGOs and NPOs, vending firms establish trust and credibility with the 
customers. The European leader in the vending distribution - Selecta Group - supports 
UNICEF’s Wash project, which provides safe drinking water in Gambia’s upper river 
region, considered one of the country’s poorest areas. Local schools, basic health 
centres and public spaces are provided with access to clean water so that more than 
25,000 people can benefit from safe drinking water and basic sanitation (Selecta 
Group 2012).  

. This 
program is a part of the Balanced for Life campaign, which provides information, 
brochures, posters, games and other promotions to encourage a healthy, balanced 
lifestyle. NAMA assumes that in order to attract new consumers, vending operators 
should support between 25% and 50% of total space on their shelves for healthier 
products (NAMA FitPick guide 2008).  

                                                
7 FitPick Standard 35-10-35 is a nutrition standard, which identifies products with no more than 35% 

of calories from fat, no more than 10% from saturated fat, and not more than 35% of the total product 

weight from sugar, excluding nuts and seeds (NAMA FitPick guide 2008).   
8 Alliance for a Healthier Generation Standard is also a nutrition standard but intended especially for 

schools. It is based on the 35-10-35 guidelines. Moreover, it requires no more than 230 mg of sodium, 

180 calories - for products sold in middle schools and 200 calories - for products sold in high schools 

(NAMA Fit Pick guide 2008).   
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In Germany and France in specific locations (university campuses and dormitories), 
vending machines could be found offering snacks and soft drinks at prices even lower 
than these of the same products offered by many convenience stores. During the last 
few years, Coca Cola has launched several very creative and successful 
socio-promotional initiatives under the motto “Open happiness”. In order to obtain a 
free Coke from an automat the customers are challenged by the company to express 
their happiness - by smiling or dancing in front of the vending machine, hugging it, or 
for the couples - kissing each other. Because of the partnership between Google Inc. 
and Coca Cola Co., it is now possible to send a Coke around the globe to an 
unsuspecting recipient with just a few taps on the mobile phone. The slogan of the 
campaign invoke the consumers to send a free Coca Cola around the world and share 
a little happiness with someone they have never met before. They can decide where to 
send a Coke by selecting one of many machines located around the world. They can 
personalize their delivery by writing a short text message, which Google translates 
automatically to the desired language. A video with Google Maps, Street View 
visualizes the Coke's journey from the consumer's current location to the vending 
machine across the globe. Users can wait for confirmation of their Coke’s delivery, or 
enter an email address to be notified later. Once the Coke is delivered, recipients can 
also say 'thanks' by sending a message of their own back to the user. That message is 
delivered to the user’s inbox where they can read the note and view a video clip of the 
recipient’s surprised reaction upon getting a free Coke.  Coca Cola Co. also attempts 
to contribute to the world peace through uniting Indians and Pakistanis with its 
vending machines. The idea is to let citizens of both countries (involved in hard and 
long lasting politico-religious conflicts) to interact with each other, even to complete 
shared tasks. Once those tasks are accomplished, the machines dispense a Coke (Coca 
Cola 2013). 
Certain vending locations are also of great importance for the society, especially for 
urgent purchases (sanitary products) and when final consumers are in a captive 
environment (at the airport, at work) and “there is no way out”. Good examples are 
the automats for fruits and vegetables, snacks, hot and cold drinks, delivering 
hydration and energy in the workplace, automats for condoms installed in bars, 
restaurants, university dorms, preventing in that way HIV and other sexually 
transmitted diseases. Local and national legislation in some cities/countries does not 
allow the stores to be opened on Sundays and during some local/national holidays as 
well. Therefore, in some days of the week and even at some parts of the day 
(particularly during the night) those machines are “the last resort of the consumer” 
and “the only one saving grace“. For an office worker who cannot go back home 
during a busy season, one might be able to sleep in the office without any concerns 
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about food and drinks, clean clothes, and ties because all these necessity items can be 
purchased via vending machines around the office (Takei, Hewitt, Bantog and Becker 
2011). 
 
3.4. ETHICS 

One of the major ethical facets of the vending distribution is connected with some of 
the relatively new initiatives and concepts, such as Fairtrade9, Brighter tomorrow at 
origin10 and Rain forest alliance11

Another major ethical document is the Customer Charter of the NVA. Some of its 
statements are that: 1) the trained staff, operating/servicing the automats have to 
ensure that machines are maintained to the highest standards of safety and hygiene; 2) 
no company has to engage in any form of selling, promotion, operation, advertising or 

. By offering to their consumers products sourced 
from Third world producers companies, such as Fairtrade Vending Co., Revive 
vending Ltd. and Lyovel France engage in the ideas to fight against unfair competition 
in business and to advocate the conservation biodiversity.  One of the few vending 
associations that has developed an overall ethical standard for customer service is the 
National vending association of Australia (NVA). Some of the cardinal ethical 
principles of the Ethical Code that all the members of the NVA should respect are: 1) 
to assure that the sale of goods and services is proper and ethical, mutually beneficial 
for the two parties 2) to offer only high quality merchandise and service to the public 
at all times 3) to operate only those merchandising or service machines that clearly 
show when they are empty or those that will provide for the return of the patron’s 
money if no merchandise is delivered or service rendered 4) to see that all 
merchandise or service machines are plainly marked with clear and simple instructions 
for their operation (NVA Ethics and Charter 2013).  

                                                
9 Fairtrade is an international movement and foundation that aims to help producers in developing 

countries to obtain a fair deal for their products and their labor, a fair price that covers the cost of 

production and enough to guarantee a living income. It focuses on exports from developing countries to 

developed countries, primarily handicrafts, coffee, cocoa, sugar, tea, bananas or honey. Fairtrade Mark 

is a registered certification label for products sourced from producers in developing countries. It can be 

used both for product packaging, and wider promotional campaign use.Source: http://www.fairtrade.net 
10 Brighter Tomorrow at origin is a program similar to Fairtrade but instead of just paying a basic 

standard price (as with Fairtrade), it works with farmers from Malawi and Kenya helping them to 

improve the quality of their product and to command a higher price for their yield. It provides funding 

for a range of community and environmental projects. 
11 Rain forest alliance is a NGO that aims to conserve biodiversity and encourage the environmentally 

and socially responsible management of forest resources. 
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publicity which is likely to bring the vending industry into disrepute; and 3) vending 
companies have to actively advocate all environmental initiatives pertaining to the 
vending industry (NVA Ethics and Charter 2013). EVA has also adopted several 
guidelines for its members: “buying a product from a vending machine is a free choice 
made by responsible consumers. However, some consumers, children in particular, are 
more vulnerable and need to be guided in their choice by their parents. Therefore, the 
EVA members should not try to seek to place machines in primary schools unless 
being specially appealed to do so by the school authorities.  In addition, the EVA 
engage to make non-branded machines available and not to sell big sized products in 
schools” (EVA 2011c). Another practical guideline, intended to promote the healthy 
eating at work, is Healthy vending in the workplace. An employer toolkit 2012. It is 
developed by Mid-America coalition on health care (MACHC 2012) and it aims to 
encourage the employers to implement a healthy vending strategy in their 
organizations – it explains how they should choose their vending machine suppliers 
and the variety of products. This guideline suggests that the price for the healthy items, 
set by the vending operators, should be lower or the same as that of the unhealthy 
items. Therefore, this could encourage consumers to purchase products better for their 
health. Some of the recommended sustainable marketing strategies in the guidelines 
include: 1) use of signs and labels to attract the attention of the consumers to the 
healthy items 2) restriction of advertising to healthy items only 3) spotlighting the 
items that meet special health considerations, such as low-sodium or high-fibre 4) 
more prominent placement of the healthy products - displaying them at eye level and 
in locations with the highest selling potential (MACHC 2012).  

 
3.5. LEGISLATION 

Nowadays taxes, subsidies and prohibitions are increasingly being considered as 
potential policy instruments to incentivize consumers to improve their food and 
beverage consumption patterns and related health outcomes (Powell, Chriqui, Khan, 
Wada and Chaloupka 2013). That is why many countries adopt measures and impose, 
for health prevention reasons, restrictions about the selling through vending machine 
products such as chocolate bars, fizzy and energy drinks in places, such as hospitals 
and schools. For instance, the so called “soda tax” or “fat tax” – all of them are taxes 
against products with a high content of sugar, fats and salt. Hungary, France and 
Denmark have already introduced similar taxes. This entirely affects both - the fixed 
costs of the vending operators and the final consumer prices because the snacks and 
sweetened soft drink beverages are one of the revenue pillars for the industry, together 
with hot drinks. Now almost everywhere around the world there are some limitations 
about the promotion and distribution of alcoholic beverages and tobacco products, 
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which certainly affects the vending distribution as well. Therefore, the industry uses 
different locking devices that limit a minor’s ability to purchase tobacco products by 
requiring verification of the bank, identity card or customer mobile phone (Bellou and 
Bhat 2013, Forster, Hourigan and Kelder 1992, Kolfschooten, 2002). Conversely, 
other researchers prove that many minor customers still have access to the machines 
using expired bankcards from parents or via older siblings but the industry endeavors 
to find a solution (Gallus, Fernandez, Pacifici, Colombo, Zuccaro, Bosetti, Apolone 
and Vecchiaa 2006, Schneider, Meyer, Yamamoto and Solle 2009). Some of the latest 
achievements are the futuristic vending machines in Japan that are integrated with 
cameras to control the selling of cigarettes to minors. They use face recognition 
software that consider the wrinkles, sagging skin and other signs on the face for more 
accurately determining the age of the customer. Nevertheless, they are not so 
widespread because it is a matter of time and money to install them everywhere.  
As the problem still exists, at the Central European level some measures are being 
discussed that could even lead to the total ban of all tobacco vending machines in EU 
member states (Commission Directive 2011/37/EC). This aims to reduce the 
promotional effects of tobacco industry marketing. In response to that threat, the EVA, 
trying to lobby for the interests of the industry, suggests to give those machines a 
second life - to be refurbished, transformed or reused for selling other products (EVA 
2011b). Another European legislative issue, one that directly affects the industry, is the 
nutrition and allergy labelling of vending machines. The nutrition labels should 
provide information about the energy value of the products - the amount of 
carbohydrates, fats or proteins. Allergy labelling information should also be 
highlighted not only on the package of the products, located inside the automat, but on 
the vending machines as well. This means that if a consumer stands in front of a 
vending machine he/she should be able to acquire all necessary information about 
possible allergens contained in any particular product, prior to making a purchase. 
Actually, this legislation comes into force December 2014 and it affects only 
non-pre-packed food from vending machines (Regulation EU 1169/2011). The 
industry has still not found a common solution, though the EVA’s Hygiene Committee 
is designing a label to help operators in Europe cope with the new measures. Another 
European legislative measure of primary importance to the industry and the 
sustainable development is the F-gases regulation12

                                                
12  Fluorinated gases (F-gases) are a family of man-made gases used in a range of industrial 

applications. Because they do not damage the atmospheric ozone layer, they are often used as 

substitutes for ozone-depleting substances. However, F-gases are powerful greenhouse gases, with a 

global warming effect up to 23 000 times greater than carbon dioxide (CO2), and their 

. As mentioned earlier, the main 
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HFC refrigerant, used in the cooling units of the vending machines, has a high 
greenhouse potential. That is the reason why in 2012 the European commission joined 
a plan predicting to outlaw its use until 2020, as a part of Europa 2020 strategy 

One of the most sophisticated and complete sustainable programs, worldwide, belongs 
to NAMA. Its Sustainability self-assessment tool facilitates vending companies to 
identify where they currently stand and where they can go in terms of sustainability 
(NAMA 2012). The overall impact of the vending industry on the sustainability is 
estimated on the following four areas: 1) Products – its food and supplies; 2) 
Resources – the effect of its equipment and infrastructure on earth natural resources; 3) 
Communication – the way it speaks and teaches the consumers; and 4) Community – 
people and those around us. For each area some recommended measures and strategies 
for improvement are developed. Each category consists of sub-categories that pertain 
to various aspects. For example, the sub-categories of Products include food and 
beverages, supply and packaging. For every sub-category there are several directions 
called “actions” on how to make the products more sustainable. Therefore, by using 
the four-point scale of the Sustainability self-assessment tool vending companies can 
continually evaluate their performance and take measures for improvement (NAMA 
2012). 

for 
smart and inclusive growth. Since for the time being there is officially no vending 
machine in Europe using other refrigerants, it means that the industry is facing a great 
challenge to quickly find an alternative solution in the following few years. Another 
European directive defines misleading and comparative advertising very precisely 
(Directive 2006/114 /EC). Therefore, manufacturers and operators are aware of the 
legislative limitations they should take into account whilst branding their vending 
machines or the products placed in them.  

4. CONCLUSION 

All of the aforementioned examples of sustainable marketing practices demonstrate 
that the concept of sustainable marketing, in the context of the vending industry, is 
neither a myth nor an oxymoron. However, some SED problems still exist and need to 
be solved. Though many green technologies, innovations and alternative energy 
sources have been on the market for some time, many vending machine manufacturers 
and operators still stay myopic about the ideas of sustainable marketing. They restrain 
from implementing that kind of policies because it requires some considerable initial 
investments. The companies in the sector endeavour to meet all the legislative 
requirements, but when it comes to implementing additional ethical measures the 
majority of them just cannot afford it because most of them are small and medium 
sized companies. Nevertheless, by communicating socially and environmentally 
responsible behaviour, the vending industry is gradually managing to rebuild its 
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damaged image from the past of an industry selling junk food and cigarettes. 
Nowadays more and more vending companies offer healthier, more sustainable 
alternatives to its customers because engaging in the sustainable idea is not only a 
guarantee for adding value to their marketing offers but also a highly profitable 
long-term investment.  
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