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The Coca-Cola Company

PepsiCo, Inc.

Cadbury Schweppes plc
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Masterfoods USA (a division of Mars, Inc.)

Hershey Foods Corporation

Frito-Lay (a division of PepsiCo, Inc.)

Kellogg Company (includes Keebler Snacks division)

Lance, Inc.
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Canteen Vending Services (a division of Compass Group North America)
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Aramark Refreshment Services, Inc. (a division of ARAMARK, Inc.)

FOUR REGIONAL VENDING SERVICE ORGANIZATIONS

All Seasons Services, Inc. (mainly in Northeastern U.S.)

Five Star Food Service, Inc. (mainly in Southern U.S.)

Custom Food Service (mainly in Southwestern U.S.)

C.L. Swanson Corporation (mainly in Midwestern U.S.)
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Dixie-Narco (a division of Maytag Corporation)

The Vendo Company (a division of Sanden Corporation)



Automated Merchandising Systems, Inc. (AMS)

Rowe International, Inc.

Crane Merchandising Systems (CMS)

Royal Vendors, Inc.

U-Select-It Corp. (USI, a Wittern Group company)

FASTCORP (Food Automation Systems Technologies, Inc.)

NAMA Reports
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