
Peach — and Red Bull — Total Zero Orange, Total 
Zero Cherry and Yellow Edition Tropical,” Townes 
said. “More items may be added during the assort-
ment review process.”

KEY BRANDS
The senior buyer said that for the upcoming sum-

mer period, AAFES has several summer promotions 
planned for 2015.

“The stores will be asked to focus on the key 
brands and items that are being promoted by head-
quarters,” she said. “They can create customer excite-

ment by building displays and stack-outs of those 
items that offer our customers the best deal, and to 
encourage multiple purchases.”
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Posting nearly $87 million in sales of non-
alcoholic beverages during the all-important 
summer months of June, July, August and 

September, Army & Air Force Exchange Service 
(AAFES) Senior Non-Alcoholic Beverages Buyer 
Adrienne Townes is keenly focused on keeping pa-
trons properly hydrated during the hotter summer 
months, whether after drill, a trip to the gym, a day 
at the beach or any other thirst-inducing occasion.

The buyer noted that in terms of dollar volume, 
energy drinks remained the top sellers among non-
alcoholic beverages during the four-month 2014 
summer period.

INVENTORY REPLENISHMENT
During the busy summer months, a great deal of 

attention is paid to proper replenishment, to ensure 
that no lack of inventory dissuades patrons from 
shopping their local AAFES stores.

“The majority of our CONUS assortment is de-
livered via direct store delivery (DSD), so the stores 
are managing their inventory locally, based on their 

needs,” Townes noted. “Headquarters does review 
on-hand inventory, and sends out recommendations 
when needed for items that are being promoted or 
discounted to ensure the stores order adequately.” 

Townes said that with such a large selection of 
non-alcoholic beverage options, category reviews are 
made on an annual basis to ensure that the shelves 
are stocked with the proper products that customers 
want and not with items simply taking up space. 

“There are a lot of opportunities to clean up the 
assortment and focus on the brands that are providing 
the best return for our business,” she noted. “We are 
creating a core assortment to 
be used in the planograms, 
and that will be communi-
cated so that our stores know 
which items they should be 
carrying.”

The top 20 non-alcohol-
ic beverage offerings sold 
during the June-through-
September time frame in 
AAFES stores by dollar 
volume included SKUs 
from Monster Energy, Gla-
ceau smartwater, Red Bull, 
MTN Dew, Gatorade, Coca-
Cola, Dr Pepper, Powerade 
and Dasani Purified Water.

NEW ITEMS
Several new items are 

expected to invigorate the non-alcoholic beverage 
category for the 2015 summer season.

“So far in 2015, we have introduced new flavors 
of Monster — Ultra Citron, Ultra Sunrise and Rehab 

Keeping the

Summer 
Beverages

‘There are a lot of opportunities to clean up the assortment 
and focus on the brands that are providing the best return 
for our business. We are creating a core assortment to be 
used in the planograms, and that will be communicated so 

that our stores know which items they should be carrying.’

— Adrienne Townes, Senior Buyer, Non-Alcoholic 
Beverages, Merchandising Directorate

A mass promotional display of special offers 
on non-alcoholic beverages at Fort Knox, Ky. 
The category generated sales of nearly $87 
million in AAFES stores during the summer 
June-through-September time frame in 2014.
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AAFES Summer 2014 Sales, Non-Alcoholic Beverages,
By Dollar Volume and Percent of Total

  
NON-ALCOHOLIC Beverage Type SALES % of TOTAL

Energy $25.8 million 29.76%
Soda  $19.7 million 22.72%
Water  $14.8 million 17.07%
Isotonics $13.0 million 15.00%
Juices  $10.6 million 12.23%
Tea $2.1 million 2.42%
Mixers $694,000 0.80%

Total $86.7 million 100.00%
Note: Sales for the June-September summer time frame are rounded off.
Source: AAFES
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