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The March 17-18, 2015, Army and Air Force Exchange Service (AAFES)-American 
Logistics Association (ALA) Exchange Impact Workshop entitled, “Elevating the 
Experience,” featured the presence of around 70 AAFES Merchandising Director-

ate/buying personnel, and took on a subtly more interactive 
format than the more formal Exchange Roundtable that it 
partially replaced, garnering a number of superlatives from 
attendees.

“Much better” and “I like the format” and “more energy” 
were among the comments made by participants, and along 
with those came generally more smiles per hour in connec-
tion with the time spent in the meeting rooms, breakout and 
one-on-one sessions.

Following opening remarks by Exchange Merchandising 
Directorate Executive Vice President/Chief Merchandising 
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Officer (CMO) Ana Middleton and Exchange Impact 
Workshop Steering Committee Chair Marty Johnson, 
director of sales, Government Division, E&J Gallo, the 
meeting switched into a series of topic-driven “over-
views,” from division vice presidents, Consumables 
Vice President (VP) Reggie Dawson, and Hardlines VP 
Chris Burton, each in turn followed by “impact work-
shops” featuring presentations by divisional merchandise 
managers (DMM) and buying and replenishment staff. 
Each breakout was followed by “one-on-one” sessions 
between industry members and buying pod members.

 
GOALS

Asked about the goals of the workshop, Middleton told E and C News, “It’s 
all about planning, the exchange of ideas and hopefully a free dialogue.” She 
went on to urge participants to “collaborate” and stressed the importance of 
“open and honest dialogue,” with the aim that together, “all boats rise.”

PROMOTIONS, INFORMATION, SUPPORT
Much of the messages conveyed focused on promotional support. With re-

gard to the Exchange’s “Grow the Express” initiative, 
Retail Food DMM David Arens told participants that 
AAFES’s focus is on increasing sales per transaction, 
using “buy more, save more” strategies. Dawson noted 
the role of simple-complex promotions, citing examples 
such as Red Bull’s “Buy 1, Save $3” and ConAgra’s 
Slim Jim “2 for $2 When You Buy Two.”

Importantly, in new item presentations, Arens and 
Dawson said, the Exchange wants to know: “Is it a new 
item?” “What are the promotions?” and, “Is there space?”

“Increase and enhance sampling,” was another key 
message. This, they said, is also an important part of 

“improving the customer experience.” Consumables 
buyers reminded participants of the importance of mar-
keting collateral that “helps the customer feel they are 
getting the same things as if shopping outside the gate.”

“Annual promo plans,” the Consumables staff pointed 
out, are a win/win. “Here’s what promotions will be 
evaluated on — they need to show base sales; how they increase sales, and how 
they increase profit.”

Further, Arens added, “Bring us additional competitive strategies/Bring us 
incremental sales ideas. … Tell us not only the positives, but also we need to 
know about the things that we can get better at.”

Support was just as much in the spotlight. The DMM asked industry to 
convey the message to staff in the field to “find that store manager, and let 
them know you’ve visited and what you’ve done — they often don’t know 
someone’s been in!” 

To move this along, Arens said, the Exchange has created a “Vendor Sign-In 
Process, so the store manager knows what you’ve done, and who to call if there 
are any questions.” —E and C NEWS
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The impact workshops and breakout sessions covered 
a smorgasbord of topic areas including Consumables, 
Hardlines, and Information Technology (IT), as well as 
Optimizing the Supply Chain; Main Store Repositioning; 
Hardlines Marketing; Consumables Marketing; House-
wares Softlines Souvenirs; Health and Beauty Care (HBC); 
the PowerZone and Social Media. One-on-one sessions 

focused on Retail Food, Beverage and Tobacco.
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