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P H I M E D I A  A T T E N D S  N A T I O N A L
A S S O C I A T I O N  O F  C O N V E N I E N C E

S T O R E S  S H O W :

November 7th – 10th 

PhiMedia attends the NACS Show at the
Georgia World Congress Center in Atlanta, 
GA. PhiMedia had the opportunity to meet
with interested advertisers such as 
Hershey’s, (covering brands such as Almond 
Joy, KitKat, MilkDuds, Reese’s, Jolly 
Ranchers, IceBreakers, Twizzlers, Bubble 
Yum and many others), BadBoy Power 
Drinks, Kellogg’s, Jack Link’s Beef Jerkey, 
Supreme Protein Bars, Mike’s Hard 
Lemonade, BooKoo Energy, Unilever 
(covering brands such as Slim-Fast, 
Vaseline, Lipton, Hellman’s, Dove, Country 
Crock, Axe Body Spray, Bertolli and many 
others), Sara Lee, Anheuser-Busch and 
more.  Fueled by dispensed cash at the point 
of sale, the PhiMedia Network is quickly 
becoming a highly desired branding position 
for marketers, branders and product 
manufacturers. Where others fail to leave a 
lasting impression, PhiMedia delivers the 
final message at the critical point of 
purchase. Advertisers are now guaranteed to 
reach a financially capable audience in the 
buying mode thus affecting purchasing 
decisions and increasing sales. PhiMedia 
looks forward to complimenting the ATM 
Industry by providing a cost free, passive 
revenue stream powered by National and 
Regional Advertisers in early 2008.

W H O  A T T E N D S  T H E  N A C S  
Show Senior Management – 49%
Operations – 29%
Marketing/Category Management – 16%
Finance/Technology – 4%
HR and Legal - 2% 

W H Y  R E T A I L E R S  A T T E N D  T H E  
N A C S  S H O W

93% See new products and development
73% Make business contacts
64% To see a specific product or company
57% General Interest
58% Get technical or product information
54% Attend seminars
51% Networking

W H Y  E X H I B I T O R S  C A M E  T O  T H E  
N A C S  S H O W  2 0 0 6

94% wanted to establish a presence, 
increase awareness of their products and 
maintain an image within the convenience 
industry.
85% were interested in obtaining sales leads.
81% were seeking product exposure.

Nathan Purcell
Director, Distributor Relations

®TM

Out-of-home digital advertising networks 
are called many things—emerging media 
platforms, digital-signage networks, 
in-store television, new digital media, 
and place-based media. Simply put, they 
deliver digital and video advertising in 
new and better places. In the last four 
years, marketers have taken advantage of 
advances in digital, network and 
flat-screen technologies to broadcast 
programming, information and 
advertisements in places they could not 
in the past. Hundreds of potential 
advertising places—or "platforms"—now 
exist. The most attractive are those 
where people congregate, eyeballs are 
focused and minds make purchasing 
decisions. The most viable are where 
screens can be mounted affordably and 
paid for through advertising. 
 

W H A T  A R E  O U T - O F - H O M E
D I G I T A L  A D V E R T I S I N G  N E T W O R K S ?   

Contact:
Director of ISO Relations
Nathan Purcell
p. 866.977.6334 x901
c. 480.252.8570
f.  800.828.0471
4400 N Scottsdale Rd. #9477
Scottsdale AZ 85251
www.PhiMediaInc.Com
npurcell@phimediainc.com

72% of  convenience stores
are open 24 hours  a  day.
National Association of Convenience Stores

The average convenience store
had 547,551 annual  customer
transact ions (1 ,500 per  day) .
NACS 2006 State of the Industry Index Group

1 in  5  cups of  coffee are purchased
at  a  convenience store.
Samuel Nahmias of Study Logic

Source: NACS 2006 Post-Show Survey

Average convenience store
annual  sales  are $4.2  mil l ion
National Association of Convenience Stores

More than 2/3 of  customers
buying coffee at  a  convenience
store do so four  or  more t imes a  week.
(The Learning Exchange, Willard Bishop Consulting)

L E I F  L A R S O N
C O - F O U N D E R  O F  K I O S K  M A G A Z I N E

“Consumers have been desensitized by 
traditional marketing like static POP 
displays and the like. What digital signage 
does is capture their eyes.”


