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Snack Shack Choices – A business overview on trending and prospects

Introduction
Street vending machines are an important component in the urban life especially in the cosmopolitan areas for its 24/7 accessibility of food, hot beverages, refreshments or other essential consumables. The later period has marked an exponential growth in their importance, primarily in crowded areas as the demand for speed and convenience often surpasses other quality metrics (Chen and Ma, 2020). As technological advancements evolve on a multidirectional fashion, the vending machine culture has been evolving proportionally with it. Therefore, the ratio between the demand for convenience, quality and market offers, altogether with the increasing role of the vending machines in the urban life is worth explored and exploited for the benefit of society on the large scale (Larsen et al., 2021).
This report represents an analysis of data collected from an online survey cumulating the responses from 19 participants and exploring behaviours, preferences and concerns related to street vending machine usage. The purpose of the survey was ultimately to outline a trend in user preferences, frequency of use and satisfaction in order to explore further the business strategic opportunities. Four questions have been selected to further deep dive into key analysis, product strategy and loyalty development. These insights will provide actionable guidance for optimizing vending machine offerings, improvement in marketing, accessibility and product offerings.

Methods and Data Analysis
To assess the market demands in respect to smart street vending machines, a Google Form Questionnaire was created, and the feedback utilised for initial business analysis. To profile the consumerism trending, 16 questions have been designed strategically to collect useful information for business development and customer satisfaction. By capturing the user feedback, this report aims to provide insight into how street vending machines are utilised and perceived and four questions have been selected for in-depth analysis with the purpose of assess the effectiveness of current installations and examine future improvements.

[image: Forms response chart. Question title: What types of products would you be most likely to purchase from a vending machine ?  (Select all that apply). Number of responses: 19 responses.]
Figure 1. Illustration of the preferred products
As shown in Figure 1. survey data shows that vending machine users prefer cold drinks, hot drinks and snacks each with 68% interest, while options like fresh food and healthy snacks 26% show much lower interest. These preferences reflect established mental models around vending: people expect instant access, minimal decision-making and widely recognized brands. As Reedy and Parker (2017) note, digital literacy plays a key role in shaping how users engage with automated services, speed and clarity. Same, Dadwal (2020) points out that connected consumers tend to prioritize frictionless experiences and are less inclined to trust complex or unfamiliar vending options. Low demand for fresh or healthy items may reflect concerns over freshness, value or trust in unmanned food services. 

[image: Forms response chart. Question title: What would encourage you to use a vending machine on the street more often ?  (Select all that apply). Number of responses: 19 responses.]
Figure 2. Motivation to increase product consumption
The primary drivers encouraging consumers to use vending machines on the street more frequently are convenience and efficiency. Consumers want around the clock access with minimal friction. In Figure 2. around 63% chose 24/7 availability and 58% preferred contactless payments. High-quality products and lower prices follow, each by 42.1% of respondents. These findings together suggest that seamless access and smooth payment options now be greater than product freshness or even price as key factors of vending machine usage. Consumers increasingly expect always-available, tech-enabled services that save time and reduce effort (Zeithaml et al., 2020). As a result, the business will prioritize contactless payments in all machines, and they will be strategically positioned in high-traffic, 24-hour locations like university or transit hubs. 
[image: Forms response chart. Question title: What concerns do you have about buying from a street vending machine? (Select all that apply). Number of responses: 19 responses.]
Figure 3. Concerns regarding vending machines
Many of the survey participants (57.9%) expressed concerns about the vending machine reliability or malfunctions, suggesting there is an increased mistrust regarding the operational consistency. Huang and Benyoucef (2013) identified the report between user experience and technological reliability as one of the main factors in utilising the vending machines. The second concern, at 52.6% was product freshness and expiration date and it represents a particularly important criteria in food and beverage commerce. As such, there are several strategies available to address this issue, such as clear labelling and attentive stock monitoring (Pereira et al., 2019). 36.8% of respondents expressed moderate concern regarding hygiene and lack of customer service. As these are not reflected as the highest concern rate, however the sanitary standards are a must when commercialising foods and beverages. Only 26.3% have stated a concern in payment security, fact that demonstrates an increasing trust in the digital payment systems, however maintaining the protection and encryption measures is a must.
[image: Forms response chart. Question title: How likely are you to use a street vending machine if it offered a loyalty program or rewards?. Number of responses: 19 responses.]
Figure 4. Loyalty program or rewards system
This particular question in the survey evaluates the extent to which loyalty programs or rewards systems could influence the customers predilection to use the vending machines and increase their engagement. As such, it was noted a strong positive response to loyalty systems, summing to 94.7% of the responders expressing a trending in vending machine consumerisms based on incentive engagement. As such, was reported by Kang, Alejandro and Groza (2015) that digital loyalty programs, user friendly, mobile-integrated rewards i.e. QR-code based align with modern customers` expectations. Furthermore, the holistic customer experience determines the continuity of using the vending machines (Lemon and Verhoef, 2016). However, only 5.3% of the survey participants have shown reluctancy in utilising the vending machines despite rewards systems. This has a minimal impact on the overall business, but this data could be explored from a different perspective to ensure its optimisation.
Insight and Marketing Strategies
The logo on a vending machine has a pivotal role in brand recognition and product interest, as well as it aids in building the trust and loyalty of the customers. Also, it serves a quality assurance tool for customers (Keller, 2013). The design of the logo has the potential to influence the consumerism by triggering emotional or familiar connections, associating the brand with previous appetizing meals (Henderson and Cote, 1998). Furthermore, 
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Figure 5. Business Logo created in Canva
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Figure 6.  Flyer created in Canva
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Figure 7. Advert Poster created in Canva
https://www.webador.com/v2/website/6654863/editor/page/28618278 
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Marketing plays a crucial role in the business development, as such, flyers (Figure 6.) and advert posters (Figure 7.) represent the key for attracting customers, displaying promotional offers and increasing consumerism (Belch and Belch, 2012). Not only these tools provide information on prices, nutritional information or the variety of options available but also increase the brand visibility, builds customer trust and commercial loyalty (Kotler and Keller, 2016). Moreover, in crowded areas the high quality and cost-effective marketing such as flyers displaying promotional adverts and new products have a beneficial impact on the sales boost and increasing the customers pool (Shimp and Andrews, 2013).
Conclusion
In conclusion, this report highlights the growing reliance on street vending machines by consumer demand for convenience, speed and digital ease. Preferences lean heavily towards drinks and snacks with 24/7 availability and contactless payments being top priorities. Importantly, strong support for loyalty programs indicates potential for deeper customer engagement through mobile-integrated incentives. These findings offer a strategic guidance for optimizing vending machine deployment, technology and customer satisfaction. 


















The Importance of Excel in the Digital Era
Data is a fundamental asset driving business decision-making, innovation and operational efficiency. Out of the many tools available for managing and analysing data, Microsoft Excel remains one of the most global and influential. Microsoft Excel first launched in 1985, and it has evolved into a powerful platform for data manipulation, visualization and modelling. Its continued relevance in an age of advanced software and automation underscores its adaptability, accessibility and functional depth. 
The primary reason for its dominance is its versatility. Excel supports a broad spectrum of applications. From simple budgeting to complex financial modelling, statistical analysis and data visualization. In fields such as finance, supply chain management, education and healthcare it is often the first tool professionals turn to for analysis and planning. 
Excel`s importance is also tied to its widespread adoption across industries and educational institutions. It is estimated to this date that over one billion people use Microsoft office worldwide, with Excel being a cornerstone application (Microsoft, 2023). Its familiarity and ease of use make it a go to tool for users with varying levels of technical expertise. Unlike more specialized software, Excel required minimal setup and can be adapted to numerous workflows, making it especially valuable to small and medium enterprises that may lack resources for customized software solutions (Chaudry et al., 2019).
Another critical advantage of Excel is its capacity for automation and integration. With features such as formulas, macros, pivot tables users can automate routine tasks and create dynamic models that updated in real time. Additionally, Excel integrates seamlessly with other Microsoft products, cloud platforms and external data sources. This enhances workflow efficiency and supports collaborative environments which are key characteristics in today`s digital workspaces (Zend,2020). Its integration with platforms such as Power BI, SharePoint and OneDrive has only increased its flexibility and reach.
Excel plays an integral role in data literacy and education. In academic settings, Excel is frequently used to teach foundational concepts in data analysis, accounting and statistics. Its visual interface helps students understand complex data relationships through charts and conditional formatting, facilitating a more intuitive learning experience (Harvey & Partner, 2018). As data literacy becomes increasingly essential across professions, Excel provides an accessible entry point for learners and professionals alike. It is not only used in business, but also in healthcare, education, engineering and research sectors where data handling is essential. Its presence in school curricula around the world ensures that students develop crucial analytical skills early in their academic careers. 
Despite the rise of advanced analytics platforms like Python or Tableau, Excel maintains a vital role in the data ecosystem. It complements these tools by serving as a frond-end interface for data exploration and reporting. Many organizations still rely on Excel for its ability to quickly generate reports, dashboards and cloud. Also, allows for data access and editing on the go, enhancing responsiveness and agility in business operations (Khan & Quadri, 2022). 
Furthermore, Excel supports informed decision making through its powerful modelling capabilities. Financial projections, risk assessments and scenario analysis are facilitated through what-if analysis, goal seek and solver tools. These functions enable users to simulate various business conditions and evaluate outcomes, which is particularly valuable in uncertain or rapidly changing markets (Ahmed & Jan ,2021). By democratizing access to analytical tools, Excel empowers users at all levels of an organization to contribute to strategic planning. Built in templates and functions reduce manual errors and promote standardized workflows. As a result, Excel not only support decision making but also enhances accountability through transparent and traceable calculations. 
In conclusion, Microsoft Excel continues to be a vital tool in the digital era due to its adaptability, ease of use and robust functionality. It supports a wide range of activities from daily business operations to high-level strategic analysis which makes it indispensable across sectors. While newer technologies continue to reshape the digital landscape, Excel remains component of the modern data toolkit. Its enduring relevance lies not just in its features, but in its ability to evolve alongside user needs and digital innovations. Its balance between simplicity and depth ensure it will remain essential in both traditional and digital-first organizations. 
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		Month		January		February		March		April		May		June		July		August		September		October		November		December		Total 2024

		Machines in Operation		12		12		12		12		12		12		12		12		12		12		12		12

		Profit Margin		45%		45%		45%		45%		45%		45%		45%		45%		45%		45%		45%		45%

		Average Sales per Machine		1,724.99		1,695.42		1,784.55		1,748.44		1,653.25		1,824.53		1,745.55		1,895.55		1,798.45		1,789.93		1,714.42		1,755.94		21,131.02

		Total Sales		20,699.88		20,345.04		21,414.60		20,981.28		19,839.00		21,894.36		20,946.60		22,746.60		21,581.40		21,479.16		20,573.04		21,071.28		253,572.24



		Restocking		14,275.78		14,031.06		14,768.69		14,469.85		13,682.07		15,099.56		14,445.93		15,687.31		14,883.72		14,813.21		14,188.30		14,531.92		174,877.41

		Maintenance		110.00		110.00		80.00		110.00		250.00		250.00		200.00		200.00		250.00		200.00		250.00		200.00		2,210.00

		Marketing		150.00		150.00		150.00		150.00		150.00		150.00		150.00		150.00		150.00		150.00		150.00		150.00		1,800.00

		Location Rent		650.00		650.00		650.00		650.00		650.00		650.00		650.00		650.00		650.00		650.00		650.00		650.00		7,800.00

		Total Expenses		15,185.78		14,941.06		15,648.69		15,379.85		14,732.07		16,149.56		15,445.93		16,687.31		15,933.72		15,813.21		15,238.30		15,531.92		186,687.41



		Net Profit Before Tax 		5,514.10		5,403.98		5,765.91		5,601.43		5,106.93		5,744.80		5,500.67		6,059.29		5,647.68		5,665.95		5,334.74		5,539.36		66,884.83

		Tax Paid(20%)		1,102.82		1,080.80		1,153.18		1,120.29		1,021.39		1,148.96		1,100.13		1,211.86		1,129.54		1,133.19		1,066.95		1,107.87		13,376.97

		Net Profit After Tax		4,411.28		4,323.18		4,612.73		4,481.15		4,085.54		4,595.84		4,400.54		4,847.43		4,518.14		4,532.76		4,267.79		4,431.49		53,507.87
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What types of products would you be most likely to purchase from a vending machine ? (Select all
that apply)

19 responses

Snacks (chips, candy, etc) 11 (57.9%)
Cold beverages (soda, juice, 13 (68.4%)
water)

Hot drinks (coffee, tea) 13 (68.4%)

Fresh food (sandwiches, salads) 4 (21.1%)

Healthy snacks (fresh fruit,

o
protein bars etc) 5 (26.3%)
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What would encourage you to use a vending machine on the street more often ? (Select all that
apply)

19 responses

Lower prices 6 (31.6%)

High-quality products 8 (42.1%)
Contactless payments options 11 (57.9%)
24/7 availability 12 (63.2%)
Product freshness 4 (21.1%)
Unique or trendy products 5 (26.3%)
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What concerns do you have about buying from a street vending machine? (Select all that apply)
19 responses

Product freshness/expiration 10 (52.6%)
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