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M&M’S (Con’t. from p. 1)

able to choose the color of one of
Diddy’s legendary events. The guest
list? One M&M’S-loving American
and 20 friends who can win by register-
ing for the “Party Like Diddy
Sweepstakes.” Diddy will also meet the
winner in advance to help plan his first-
ever Red or Green or Yellow or Orange
or Blue Party.

“This year, I’'m touring North
America and Europe to promote my new
album, Last Train to Paris, so unfortu-
nately I can’t throw my annual White
Party,” said Sean “Diddy” Combs. “But I
wanted to make sure there was at least
one colorful affair on the calendar this
summer, so [’ll be producing the
M&M’S Color Party, in honor of

America’s favorite M&M’S character.
It’s the first time people can pick the
color of one of my parties.”

Eligible U.S. residents can enter
for their chance to win the M&M’S
Color Party produced by Diddy by reg-
istering for the “Party Like Diddy
Sweepstakes” at www.mms.com
between noon on May 13 and noon on
July 6, 2010. In addition to the once-
in-a-lifetime party experience, the
winner will receive travel and accom-
modations for them and a guest to meet
Diddy to help plan the party, as well as
travel and accommodations for 20 of
their friends for the party.

Fans can also register to win other
amazing prizes while casting their vote for
their favorite M&M’S character, including
a $50,000 cash prize, a special M&M’S

branded guitar and a $25 M&M’S
Discover® debit card—among other prizes.
For more information about M&M’S char-
acter vote, visit www.mms.com or
www.facebook.com/mms.

About Sean “Diddy” Combs

Sean Combs, the CEO and Founder of
Bad Boy Worldwide Entertainment
Group, is a multifaceted entertainment
powerhouse. Sean “Diddy” Combs was
recently declared “One of the Most
Influential Businessmen in the World” by
Time Magazine and CNN. Combs, 40,
oversees one of the world’s preeminent
urban entertainment companies, encom-
passing a broad range of businesses
including recording, music publishing,
artist management, television and film
production, recording facility, apparel,

CR Show Extra
fragrance and restaurants.

About Mars Chocolate North America
Mars Chocolate North America is the
North American chocolate operations of
Mars Incorporated. Mars Incorporated is
a private, family-owned company found-
ed in 1911 and employing more than
65,000 associates at more than 230 sites,
including 135 factories, in 68 countries
worldwide. Headquartered in McLean,
Va., Mars Incorporated is one of the
world’s largest food companies, generat-
ing global revenues of more than $28
billion annually and operating in six
business segments: Chocolate, Petcare,
Wrigley Gum and Confections, Food,
Drinks and Symbioscience.

For more information, please visit
WWWw.mars.com.

Ai2 (Con’t. from p. 1)

entry programs, it’s a solution that will
put the right information in the right per-
son’s hand at the right time to increase
sales. Apollo can run mobile in the field,
and we offer it in a SaaS model. That
means we manage the infrastructure so
our clients don’t have to. Apollo is also a
fraction of the cost of other BI systems.

CRSE: What would you say makes your
company unique?

DK: There are many aspects, but two
stand out: our longevity, 24 years in busi-
ness as a solutions provider, and our

ability to deliver these solutions to meet
each customer’s requirements and achieve
the expected return on investment.

CRSE: Where is your current product
emphasis?

DK: Ai2 is all about delivering, on time, a
total solution for sales force and customer
order entry automation that works.
Although we are a software solutions
developer first and foremost, we have res-
ident experts who provide the consultation
required so our customers can make
informed business decisions on all aspects
of the project including mobile computer
hardware and communication methods.

CRSE: What distinguishes your prod-
ucts from the competition?

DK: Many hardware resellers will offer
the cheapest solution to solve a business
problem. We understand the convenience
distribution business and we offer a long
term partnership approach. Ai2 solutions
provide a growth path for the future as
well as ongoing service and support. The
goal for any distributor is to increase
sales. We are proud to deliver solutions
that enable our partners to achieve their
sales goals.

CRSE: Please assess the marketplace as
it relates to your product line.

DK: Convenience store distributors are
faced with increasing competition and
decreasing profits. If the distributor can
offer their customers business informa-
tion and technology to make better
business decisions, that distributor will
foster a win/win business partnership.
Automating your sales and customer
order entry processes will empower
your organization to cut costs, improve
productivity and increase sales and
profitability. These are the keys to suc-
cessful selling in the 21st century.

For more information, call 800-835-
3200, e-mail sales@ail.com, visit
www.ai2.com or stop by booth 112.

CROSSMARK (Con’t. from p. 1)

convenience store channel business
capabilities. This acquisition will
allow CROSSMARK to take the lead
as the sales agency of preference in the
convenience store channel.

CRSE: What prompted the decision to
join forces?

KG: From CROSSMARK s perspective,
TNT Marketing proved an attractive
target for acquisition because of its lead-
ership position as a national convenience
store broker servicing top brands in each

category, its maturity as a 16-year-old
company with established relationships
with retailers and distributors, and its
ability to accomplish its clients’ goals
and grow the business.

From TNT Marketing’s perspective,
CROSSMARK offered the best solutions
to business challenges by means of
enhanced resources and capabilities—but
moreover, we focused on TNT’s people
first and foremost. We pride ourselves on
a strong service culture to both internal
and external clients, and that means tak-
ing care of our people. It was important
to us that anyone we brought on board

would be happy.

CRSE: What are CROSSMARK’s plans
for integrating TNT Marketing?

KG: Kennith Fries, who has served as
President of TNT Marketing for the past
six years, has been named Vice President
of Convenience within CROSSMARK.
Fries brought 26 years of experience with
7-Eleven to TNT, helping to solidify their
leadership position within the conven-
ience store class of trade, and will now
lead integration efforts with CROSS-
MARK. By keeping TNT leadership
largely intact, CROSSMARK will be

able to capitalize on this expertise.

CRSE: What will this acquisition
mean for your clients and customers?

KG: Our combined efforts will create a
remarkable force by means of the depth
of TNT’s depth of convenience store
industry expertise and CROSSMARK’s
breadth of resources. This will allow us
to provide tremendous service to our
clients and customers.

For more information, call 469-814-
1139, e-mail ken.gomez@crossmark.com
or visit www.crossmark.com.

Harris Interactive (Con’t. from p. 8)

a household income of $75,000 a year or
more (39 percent). Also, those who are
more educated are more likely to support
a tax on fast food and soft drinks. One-
quarter of those with a high school edu-
cation or less (24 percent) support the
“obesity tax” compared to 34 percent of
those who have attended some college
and 41 percent of those with at least a
college degree.

So What?

The issue of childhood obesity is not
new, but it has become much more high
profile with the White House and First
Lady Michelle Obama’s focus on healthy
eating. These taxes are being hard fought
and it is not just those in the industry who
are against them. At the moment, sup-
porters of the taxes on fast foods and soft
drinks need to convince the American
public that they are both necessary and
that they will help curb this problem.

About Harris Interactive

Harris Interactive is one of the world’s
leading custom market research firms,
leveraging research, technology, and
business acumen to transform relevant
insight into actionable foresight.
Known widely for the Harris Poll and
for pioneering innovative research
methodologies, Harris offers expertise
in a wide range of industries including
health care, technology, public affairs,
energy, telecommunications, financial

services, insurance, media, retail,
restaurant and consumer package
goods. Serving clients in more than
215 countries and territories through
their North American, European and
Asian offices and a network of inde-
pendent market research firms, Harris
specializes in delivering research solu-

tions that help them—and their
clients—stay ahead of what’s next. For
more information, please visit

www.harrisinteractive.com.

JELL-0 (Con’t. from p. 8)

people smile and when paired with Mr.
Cosby, the joy of JELL-O and the mes-
sage of fun and smiles are amplified.
We are thrilled to be teaming with Mr.
Cosby again to bring about smiles in
everyday lives.”

Television and Print Themed
around bringing the happy to America,
the television creative is shot in a

fresh, bright, documentary style, fea-
tures JELL-O ambassadors showing up
in different towns and cities, interrupt-
ing the mundane and the everyday by
handing out a little bit of joy in a cup.
Driven by an infectious, modernized
reworking of the classic JELL-O jin-
gle, each spot lays it all out in simple
fashion. Say Hello JELL-O. And say
hello happy. Hand someone a cup of
JELL-O gelatin or pudding and they

can’t help but smile.

About Kraft Foods

With annual revenues of approximately
$48 billion, Kraft Foods is a global
powerhouse in snacks, confectionery
and quick meals. The company is the
world’s second largest food company,
making delicious products for billions
of consumers in more than 160 coun-
tries. The portfolio includes 11 iconic

brands with revenues exceeding $1 bil-
lion—Oreo, Nabisco and LU biscuits.
Milka and Cadbury chocolates, Trident
gum, Jacobs and Maxwell House cof-
fees, Philadelphia cream cheeses, Kraft
cheeses, dinners and dressings, and
Oscar Mayer meats. Approximately 70
brands generate annual revenues of
more than $100 million. For more infor-
mation, visit Kraft Foods at www
kraftfoodscompany.com.
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Nature’s Pride (Con’t. from p. 1)

and contain no artificial preservatives,
colors, flavors, trans fats or high fructose

corn syrup.
To accommodate different tastes and
serving occasions, Nature’s Pride

Premium Harvest buns and rolls are
available in three delicious varieties:

* 100% Whole Wheat Bakery Buns (21
oz.) provide a good source of fiber, 34
grams of whole grains in each bun and
have 25 percent less sodium than regular
100 percent whole wheat buns.

* Country White Bakery Buns (21 oz.)
provide seven grams of protein in each
bun and have 25 percent less sodium than

regular white buns.
 Country White Deli Rolls (16 oz.) pro-
vide seven grams of protein in each roll
and have 25 percent less sodium than
regular white rolls.

“Nature’s Pride Premium Harvest
buns and rolls are the newest tasty addi-
tions to our growing brand of 100 percent
natural breads,” said Laura Pitlik,
Director of Marketing for Nature’s Pride.
“As grilling season heads into high gear,
Nature’s Pride Premium Harvest buns
and rolls are perfect for cookouts all
summer—and beyond.”

Nature’s Pride is committed to bak-
ing the best-tasting all natural breads
using the purest, most delicious ingredients

nature has to offer. The brand has drawn
rave reviews and earned high praise
from a number of consumer and indus-
try publications highlighting Nature’s
Pride’s great taste including being
named the best tasting sliced bread by
Fitness Magazine. In addition to
Premium Harvest buns and rolls, the
Nature’s Pride product line includes the
following hearty and traditional soft
bread varieties:

* Premium Hearty Breads (24 0z.)—100%
Whole Wheat, 12-Grain, Healthy Multi-
Grain, Double Fiber, Nutty Oat, Country
White, Stone Ground Whole Wheat with
Honey, Country Potato and Buttermilk.
 Traditional Soft Breads (20 oz.)—

CR Show Extra

100% Whole Wheat, Honey Wheat.
Nature’s Pride OvenClassics™,
another new 100 percent natural variety
from the brand, offers flavors packed
with whole grains and fiber, and is
currently available regionally.
OvenClassics are shaped like a loaf
baked in your own oven and deliver a
delicious taste and smooth texture the
entire family will enjoy with flavors that
include 100% Whole Wheat, Oatmeal,
Honey Wheat with Fiber and Potato.
For more information on the brand,
its varieties and recipes using Nature’s
Pride visit www.naturespridebread.com.
Follow them on  Twitter at
http://twitter.com/natures_pride.

Wholly Queso (Con’t. from p. 1)

with real cheese and vegetables and is
refrigerated—making it a fresh-tasting
and healthier cheese dip. Wholly Queso
can be served alone as a dip at any
pop-up party but also works as a zesty
topper for grilled chicken, hot dogs,
nachos and enchiladas.

Now available in two flavors includ-
ing “Classic” (cheddar) and “Blanco”
(Mexican-style), the chef-inspired queso
packs real cheese, fresh vegetables and
zesty spices into every dip. Wholly Queso
comes packaged in a 14-ounce tub and sells
for $3.99-$4.49 nationwide. Find Wholly
Queso in the fresh produce or deli refriger-
ated sections of major grocery and club

stores along with other Wholly products.

“Consumers are demanding quality
products that are both easy and fresh and
flavorful,” stated Tracey Altman, Vice
President of Marketing, Fresherized
Foods. “Wholly dips deliver a fresh,
‘made-from-scratch’ taste without time
spent in the kitchen, giving you more
time for yourself and guests.”

The Wholly Brand is owned by
Fresherized Foods, a fresh food manufac-
turer and leader in food safety, quality
and innovation. Fresherized Foods uses
Ultra High Pressure Preservation (HPP or
Fresherization™) to create its line
of fresh dip products. For more informa-
tion, visit www.eatwholly.com and
www.fresherizedfoods.com.

Meyercord (Con’t. from p. 1)

install equipment, train machine
operators, provide regular preventive
maintenance and promptly attend to any
emergency calls.

Recently, the Commonwealth of
Massachusetts became the second state
to adopt encrypted tax stamp technology
which will provide a closed loop secure

system to help reduce the amount of
illicit cigarette trafficking. Meyercord’s
new SSMC Encrypted Stamp Platform
was specifically designed to meet the
requirements of this new technology.

In response to a recent trend in the
needs of their distributors, Meyercord
Tax Stamping Equipment also developed
the VL-10 Tax Stamping Machine.
The VL-10 is the original primarily

post-stamp tax stamping machine and
continues to be the only machine that
requires zero adjustments for continu-
ous, consistent and easy stamping.

The HCC-612 “Half-Sized” Case
Cutter can be modified several ways to
better fit into your current or future oper-
ational needs. They have several models
that can be adapted for either off-line or
in-line cutting. The HCC-612 offers

minimal disruption to your current
warchouse spatial requirements while
providing benefits that mirror the full-
sized CC-612 Case Cutter. All of their
cutters reduce the damage caused
by hand-cutting cases and maximize
labor efficiencies.

For more information, call toll-free
800-639-3799, visit www.meyercord
equipment.com or stop by booth 407.

Disaster Victims Need Your Help.

1-800-GIVE-LIFE

WWW.REDCROS5.0RG

You can help the victims of thousands
of disasters across the country each
year by making a financial gift to the
American Red Cross Disaster Relief Fund.
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This Fund enables the Red Cross to
provide shelter, food, counseling and
other assistance to victims of disasters, Fﬁ

The American Red Cross honors donor
intent. If you wish to designate your
daonation to a specific disaster please

do so at the time of your denation.

To make a contribution, contact
the American Red Cross today.
Call 1-800-RED CROSS or visit redcross.org,

American
Red Cross

Be Red Cross Ready.
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Getting geared up for your next trade show? We have all the tools you need to succeed.

For more than 40 years Oser Communications Group has been a leader in trade show publications. Dramatically increase
wour visibility and maximize the value of your trade show investment by getting YOUR message out to other attendees,
See immediate results through increased traffic and sales at your booth while generating higher post-show sales,

Call us taday to find out how we can work together to meet your trade show, bi-monthly and online advertising needs,
Find Convenience Retailer Show Daily at the NACS Show and Corvenignce Retailer bi-monthly in your mailbox

Find CR Show Extra at the SAWD 2010 Annual Meeting & Exposition and at the IPCPR Annual Convention & Trade Show.
Find Sweets & Treats Show Extra at SWEETS & SNACKS EXPO and Convenience Retailer Show Extra at NACStech.

oser
(520) 721.1300 | WwWW.OSER.COM ch communications

group



POWER 70 THE PEOPLE

Powerful category management is now in the palm of your hand. The company that has
revolutionized mobile sales force order entry for a quarter century has done it againl With
Apolloc™ coming soon from Ai2, your reps, managers and customers have the business analytics
they need when they need it. Apollo can run in a mobile environment in conjunction with Ai2's
best of breed mobile order entry solutions. Best of all, Ai2 offers Apollo to its customers in a
SaaS model. We manage the infrastructure so you don’t have to, at a fraction of the price of
other Bl systems.

Ai2 helps you make better decisions and sell more, period. See us at Southern Showcase!

(800) 835-3200 A@ www.ai2.com



