
of several items in growth segments such 
as CoQ10, Vitamin D, Melatonin and fish 
oil.” 

FISCAL 2013
Looking at fiscal 2013, which began on Feb. 3, 

2013, Little said the HBC category will continue its 
growth when contingency sales volume is excluded.

“We expect men’s personal care, professional 
hair care, and vitamins/supplements to be among 
the hottest categories in 2013,” she said. “Men’s 
personal care — including shaving, skin care, body 
washes, shampoos and deodorants — is expected to 
have several new launches from major manufactur-
ers in 2013.”

Promotions continue to be vital to the success of 
men’s personal care. Little said Axe brand products 
will be featured in Exchange stores in the March/
early April timeframe and be directed at the NCAA’s 
annual “March Madness” college basketball tourna-
ment. 

In addition, she added that in-store displays and 
promotions would support any major launches dur-
ing the year.

—E and C NEWS

Little

Despite the diminished impact of sales in the 
contingency theater, the Army & Air Force 
Exchange Service’s (AAFES) health and 

beauty care (HBC) assortment continued to show 
sales strength as fiscal 2012 concluded. 

According to AAFES HBC Divisional Merchan-
dise Manager (DMM) Jennifer Little, fiscal 2012 
sales volume was $348.8 million. 

Sales without contingency were $276.5 million, 
a 1-percent increase from prior year.

CONTINGENCY SALES
Contingency sales are important to the Ex-

change’s overall bottom line, as the chart below 
denotes. Little said her top five HBC sales subcat-
egories during fiscal 2012 through the second week 
of January 2013 were sports nutrition; razors and 
blades; vitamins and supplements; deodorants and 
anti-perspirants; and cough and cold items. 

Contingency sales made up more than one-
quarter of the sales in these areas, buoyed by sports 
nutrition, where 47 percent of sales came from the 
theater of operations.

TRENDS, STRONG PERFORMERS
“Some of the trends that shaped the overall HBC 

category in 2012 included double-digit 
growth in professional hair care, increased 
popularity of the men’s personal care category, lon-
ger allergy seasons, and increased flu incidence in 
2012 versus the prior year,” Little said.

Vitamins was one of the stronger performing 
HBC subcategories during fiscal 2012. Little said 
that through the second week of January 2013, vita-
min sales increased 2.7 percent. 

In January, the DMM told E and C News that 
sales in the four weeks spanning the last two weeks 
of December 2012 and the first two weeks of Janu-
ary 2013 were “an indicator of this strength.” Sales 
were also influenced by factors such as patrons’ 
health and wellness concerns, and the continued 
popularity among patrons of making health-related 
New Year’s resolutions, as evidenced by vitamin 
sales during this period, which were up 11 percent 
over the prior year.

“Several vitamin segments are particularly hot, 
such as ‘Heart Health,’ which includes fish oils and 
CoQ10 items; eye vitamins; probiotics; Melatonin; 
and B vitamins,” she noted. “New formats, such 
as gummy vitamins and vitamin chews, continue 
to grow and drive sales, since they provide higher 

dollar ring than traditional vita-
mins.” 

Also spurring vitamin sales 
in Exchange stores was the up-
tick in private label activity. 
“We made some major changes 
to the private label assortment 
in 2012, leading to double-digit 
increases,” she noted. “Changes 
that were significant to increased 
sales in the private label vitamin 
assortment included the addition 

Including vitamins and supplements, 
AAFES’s top five HBC areas under DMM 

Jennifer Little generated $106.3 million in 
sales during fiscal 2012 through the first 
two weeks of January 2013. U.S. Military 

Academy, West Point, N.Y.A
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AAFES HBC Subcategory Dollar Sales, With/Without Contingency Activity
$ SALES CONTINGENCY SALES

SuBCATEGORY DOLLAR VOLuME LESS CONTINGENCY CONTINGENCY SALES PERCENT OF TOTAL

Sports Nutrition $45.7 million $24.2 million $21.5 million 47.0%
Razors and Blades  $27.2 million $22.4 million $4.8 million  17.6%
Vitamins and Supplements  $12.0 million $11.1 million $900,000 7.5%
Deodorants and Anti-Perspirants  $11.3 million $9.6 million $1.7 million 15.0%
Cough and Cold  $10.1 million $8.6 million  $1.5 million 14.9%

Total  $106.3 million $75.9 million $30.4 million 28.6%

Note: Dollar figures based on year-to-date fiscal 2012 sales volume through the second week of January 2013.
Source: AAFES

Wellness, Men’s Care on the Rise
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