
beer trends seen in the industry,” Corn noted. “It’s a 
unique hybrid that brings the refreshment and smooth-
ness of wheat beer and marries it with the crisp hop 
bitterness of an IPA.”

Corn described Shock Top Lemon Shandy as a 
summer seasonal beer “to help the continued success 
of seasonal craft beers, which are the fastest-growing 
segment within craft beer. It is a smooth and refresh-
ing wheat beer perfectly complemented by spices and 
natural lemonade flavor.”

Bud Light Lime Lime-a-Rita is what Corn de-
scribed as a “limited time only” innovation for sum-
mer “that delivers a convenient, refreshing take on the 
traditional margarita.”

Ultra 19th Hole Light Tea and lemonade-flavored 
malt beverage is, at 140 calories per 12-oz. serving, 
what Corn calls “a lighter alternative to traditional 
tea and lemonade malt beverages. It’s a great product 
to capitalize on for outdoor drinking opportunities.”

Wild Red and Wild Black are, respectively, rasp-
berry and blackberry extensions of the Wild Family. 
Corn said that with its predecessor, Wild Blue, gener-
ating $138,000 in sales during 2011 — representing 
a 23.3-percent increase over prior year — “these new 
flavors offer opportunities to capitalize on the success 
of the fruit beer category.”

Margaritaville 5 O’Clock Cocktails — Island Lime 
Margarita and Paradise Punch — “offer consumers 
a convenient, authentic flavor of tropical cocktails 
inspired by the beaches of paradise,” Corn explained. 
“These malt beverages are positioned to help take 
advantage of flavored malt beverage growth during 
the summer selling season.”

“Bacardi +,” made up of two flavors, Torched 
Cherry + Cola and Arctic Grape + Lemon-Lime Soda, 
are described by Corn as offering “the quality and 
sophistication of Bacardi’s signature mixed drinks in 
convenient cans.”

With AAFES’s cider segment growing more than 

The beer category continues to be a strong one for 
the Army & Air Force Exchange Service (AAF-
ES). Although the exchange service’s overall dol-

lar sales and unit sales for its five beer subcategories 
decreased slightly during calendar year 2011, several 
new products — including high-end items — made 
their debut on store shelves during 2011, or will soon 
be introduced to pique interest, especially during the 
always busy summer beverage period.

SALES ACTIVITY
Category activity was significantly impacted by 

deployments, and several store closures. A 17.4-percent 
rise in sales of craft beers, however, did mitigate some 
of the influence of these factors. David “Kye” Corn, 
senior beverage buyer responsible for beer in the ex-
change service’s Sales Directorate (SD), reported that 
cumulative sales of the five subcategories — premium 
light, imports, premium regular, craft and “all other” 
— were $204.65 million during calendar year 2011, 
a 1.5-percent dip from the $207.84 million tallied 
during prior year. 

Unit sales also dropped, from 23.02 million in 2010 
to 22.50 in 2011, a 2.3-percent decrease.

Corn noted that the closure of a high-volume Class 
Six store in Puerto Rico — the Marina store at Ceiba 
— affected the exchange service’s beer sales. “This 
Puerto Rico store was one of our top volume facilities,” 
he said, adding that the shuttering of the Fort McPher-
son, Ga., Exchange also greatly impacted activity. 
“That closure cost us $800,000 in beer sales,” he said.

Corn added that several high-volume Exchanges 
with large patron bases — including Fort Hood, Texas; 
Fort Knox, Ky.; Fort Polk, La.; and Shaw AFB, S.C. — 

each experienced deployments during 
the past year that affected category 
traffic. “These four Exchanges repre-
sent $4.8 million in lost sales,” he told 
E and C News.

Of the five subcategories, just one 
recorded improved dollar sales and 
unit sales during the 2011 calendar 
year. Craft beers pulled in $19.60 mil-
lion in dollar volume and 2.19 million 
in unit volume during the year, gains 
of 17.4 percent and 16.5 percent, re-
spectively.

GROWTH AREAS
“Within the beer category, we are seeing growth 

within the high-end craft beers, with craft segment 
sales up 11.3 percent and specialty up 1.1 percent, 
and cider up 16.5 percent,” Corn reported. These two 
segments represented 15.5 percent of AAFES’s beer 
category business in fiscal 2011.

“While the growth in the micro, specialty and cider 
segments is helping to lessen the loss associated with 
the beer category, it will not be enough to overcome 
losses associated with the premium and import seg-
ments, as these two segments represent over 70 percent 
of the beer category,” Corn noted. “It is important to 
see positive growth here.”

NEW PRODUCTS, TRENDS
Beer is as trendy as any of AAFES’s beverage cat-

egories, and Corn told E and C News that there are 
an abundance of new trends and products to keep the 
category fresh in 2012.

“Anheuser-Busch/InBev recently introduced Bud 
Light Platinum to address the need for a higher-end 
beer that delivers on the experiential consumer ‘mega 
trend’ by offering a light beer in a unique cobalt blue 
bottle,” he noted.

During 2011, several other new vari-
eties were introduced into AAFES stores, 
and Corn said they all recorded “decent” 
sales.

The list of new entries to the AAFES 
beer stock assortment also included Key-
stone V9, which is sold in Puerto Rico 
only and which generated $240,000 in 
sales, and Shock Top Raspberry Wheat, 
which recorded $182,000 in sales.

NEW HIGH-END BEERS
In addition, several new high-end 

beers were recently introduced to the 
category.

“Shock Top Wheat IPA is a new hy-
brid beer that capitalizes on the success-
ful wheat beer and India pale ale (IPA) 

Wider Choices
Invigorate Assortment

AAFES Dollar Volume and Unit Volume of 
Five Beer Subcategories, Calendar Year 

2011 and Calendar Year 2010

 Dollar Unit
Beer Subcategory  Volume/Change Volume/Change

Premium Light  $84.17 million/-3.8% 6.79 milliion/-5.8% 
Imports  $41.26 million/-0.9% 5.15 million/-2.7% 
Premium Regular  $20.41 million/-1.4% 2.19 million/-3.2% 
Craft Beers $19.60 million/+17.4% 2.19 million/+16.5% 
“All Other”  $39.22 million/-5.1% 6.18 million/-3.0%
Total Category $204.65 million/-1.5% 22.50 million/-2.3%

Note: Category totals may not add up due to rounding. Source: AAFES

Corn

Regular coolers continue to display AAFES’s cold 
beer assortment, but they are being augmented 

by walk-in coolers, which provide additional space 
for cold beer and also for larger packages that 

may not fit into the regular coolers. Kaiserslautern 
Military Community Center (KMCC), Germany.

AAFES photo
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play an integral role in the success of AAFES’s beer 
promotions — especially with assisting in the creation 
of displays — they do not ultimately determine the 
beer assortment. 

“Distributors do suggest new items to store man-
agers, but the stock assortment is determined by Ex-
change personnel,” he noted. “Planogram execution, 
and exciting, off-shelf displays, along with competitive 
pricing, and always being in-stock with the best sellers, 
are essential to growing the beer category for 2012.”

—E and C NEWS

16 percent in 2011, Corn noted that the new Mich-
elob Ultra Light Cider “is positioned to be a lighter 
alternative to current ciders in the market, at only 118 
calories per 12-oz. serving.”

SUMMER PROMOTIONS
These and more traditional beers will be heavily 

promoted during the summer in AAFES stores. “Sum-
mer is a peak beer-selling season, and we will focus 
on key holidays such as Memorial Day, July 4, and 
Labor Day with temporary price reductions (TPR), 
promotions and sweepstakes,” Corn said.

Many of these promotions will be trumpeted by 
in-store displays that heighten patron interest, creating 
more foot traffic and sales. 

“In-store displays play an integral part in sparking 
interest and registering incremental sales,” Corn said. 
“In addition, the new walk-in coolers are an industry 
trend which is gaining popularity and working out well, 
providing additional space for ‘cold’ beer and larger 
packages that may not fit into the regular cooler doors.

BEER ASSORTMENT
Corn asserted that while distributors and brokers 

‘Planogram execution, and 
exciting, off-shelf displays, 

along with competitive pric-
ing, and always being in-

stock with the best sellers, 
are essential to growing the 

beer category for 2012.’ 
— AAFES Senior Beverage Buyer/Beer 

David “Kye” Corn

AAFES stores offer patrons a broad array beers 
and brands from a variety of major and smaller 
suppliers. the exchange service’s beer category 
generated $204.65 million in sales during calen-

dar year 2011.
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