
promotions, will continue to 
drive the overall business.”

BEST-SELLERS, IN-STOCKS
There are still other factors influencing sales. For instance, Whitfield noted 

that limited space found in many AAFES stores “can have its challenges,” but, 
in order to maximize sales, “It is imperative to have best-sellers in stock at all 
times, without off-shelf displays of unapproved items brought in via the direct 
store delivery (DSD) program.” 

As far as hours of operation are concerned, Whitfield said, “Selling hours 
are not a major impact on the business, as the Exchange in most cases mirrors 
the industry for [those] hours.”  

REPLENISHMENT
To lessen the impact of deglamorization-related changes — and to highlight 

the stores’ strengths — Arens said, “The focus will be on introducing impactful 
new items to stores and in the aisle, and utilizing secondary displays with new 
item signs. ... Multi-channel marketing will be leveraged to market new items 
through radio, EXTV and social media.” In addition he noted, AAFES is mov-
ing most center store planograms to auto-replenishment, and is also planning 
to move frozen and chilled planograms to auto-replenishment in 2014. 

PUMP TOPPERS/SEASONAL CANDY
Other efforts will involve the use of creative promotions. “The Exchange will 

be featuring compelling pump topper offers to help build traffic,” he explained. 
“The Exchange is focusing on bundling promotions to grow the basket and offer 
the customer greater values. 

“Events at the Express will ignite excitement and increase transactions. For 
example, seasonal candy in Express stores has been a huge hit. After Easter, 
we will celebrate Chocolate Fest from April 18–June 12. Summer Sweets will 
be the next season, from June 13–Aug. 14.” —E and C NEWS

Military convenience stores, including those on Army & 
Air Force Exchange Service (AAFES) installations, 
have had to adapt to a number of recent changes while 

continuing to fulfill their main goal of providing quick, in-and-
out options to customers on the go.

DEGLAMORIZATION
David Arens, divisional merchandise manager (DMM), Retail 

Food, in the exchange service’s Main Store Consumables Divi-
sion, said that the continued deglamorization of tobacco and 
alcohol products on military installations has impacted AAFES’s 
convenience store roster, but it also has allowed the exchange 
service to focus on other important facets of these stores, refining 
them and making them even more customer-friendly.

“We are evaluating potential floor plan options,” he noted. 
“Snacking is a growing store segment as the Exchange looks to 
grow space and possibly launch a new premium snacking sec-
tion. Merchandising adjacencies are being analyzed for optimal 
cross-merchandising of products. Fixtures are being evaluated 
for performance results versus new potential product changes 
in the future.”

Sheila R. Whitfield, AAFES senior buyer, Consumables told 
E and C News, “Declining tobacco and other tobacco products (OTP) sales have 
given the Exchange the platform to add new brands of top-selling items into 
the store assortment that offer alternatives to traditional tobacco resources.” 

OPPORTUNITIES
Deglamorization of alcohol and tobacco has greatly impacted AAFES’s 

convenience stores, but Whitfield noted that troop movements, facility closures 
and healthy base initiatives have also influenced sales. 

“As a result, the Exchange is focusing on opportunities to increase foot traffic 
by understanding military shoppers, and having what they want, when they want 
it,” Whitfield said. “Unified planogram execution in stores, along with timely 

EXCHANGE and COMMISSARY NEWS68  |  APRIL 2014

AAFES Convenience Stores

AAFES Fiscal 2013 Top-Selling  
Salty Snacks by Unit Volume

 1)  Pringles Sour Cream and Onion
 2)  Jack Link’s Teriyaki Beef Jerky
 3)  Slim Jim Original (0.28 oz.)
 4)  Jack Link’s Original Beef Jerky (3.25 oz.)
 5)  Pringles Barbecue 
 6)  Pringles Original
 7)  Pringles Salt & Vinegar
 8)  Jack Link’s Peppered Beef Jerky
 9)  Planters Nut and Chocolate Trail Mix
	10)		BiGS	Dill	Pickle	Sunflower	Seeds
 11)  Giant Slim Jim Meat Sticks
 12)  Frito-Lay Nacho Doritos Snack Bag
 13)  Combos Pepperoni Cracker (6.3 oz.)
 14)  Frito-Lay Lay’s Classic Chips
	15)		 Jack	Link’s	Sweet	and	Hot	Beef
 16)  Combos Pizzeria Pretzel (6.3 oz.)
 17)  Frito-Lay Doritos Cool Ranch
 18)  Pringles Ranch
	19)		BiGS	Sizzlin’	Bacon	Sunflower	Seeds
	20)		Frito-Lay	Ruffles	Sour	Cream	and	Cheddar

Source: AAFES

AAFES Fiscal 2013 Top-Selling 
Operation BeFit! Items by 

Unit Volume

	 1)		Kellogg’s	Nutri-Grain	Strawberry	Bar
 2)  Planters Pistachios (12.75 oz.)
	 3)		Nature	Valley	Oat	‘n	Honey	Granola	Bar
	 4)		David	Regular	Sunflower	Seeds	(5.25	oz.)
	 5)		Turkey	and	Cheese	on	Wheat	(Sandwich)	
 6)  StarKist Light Chunk Tuna in Water
	 7)		Nature	Valley	Chewy	Fruit	and	Nut	Trail	Mix
 8)  Chex Mix Traditional (8.75 oz.)
	 9)		Ham	and	Cheese	on	White	(Sandwich)
 10)  Jif Creamy Peanut Butter
 11)  Wheat Thin Crackers (10 oz.)
	12)		Kellogg’s	Special	K	Strawberry	Bar
 13)  Peanut Butter Granola Bar (single, 1.5 oz.)
 14)  Kellogg’s Nutri-Grain Apple Bar (1.3 oz.)
	15)		Quaker	Chewy	Granola
	16)		StarKist	Herb	&	Garlic	Tuna	Creations
	17)		David	Sunflower	Seeds	(14.5	oz.)
 18)  StarKist Chunk White Tuna in Water
 19)  StarKist Lemon Tuna Creations
	20)		SnakClub	Raw	Almonds

Source: AAFES

Flavorful “on-the-go” options are still top sellers in AAFES convenience stores, and 
are being joined on the shelves by new and healthful options from manufacturers.

Arens Whitfield




