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The grand-prize winner in the Army & Air Force Exchange Service’s
(AAFES) “You Made the Grade” sweepstakes has more than just 

good grades. She has a big heart, too.
Eighth-grader Holly Thill took home the top prize in the Exchange’s 

semiannual sweepstakes, part of a program to reward military students for 
academic success. The 14 year old, who is home-schooled in Beavercreek, 
Ohio, and earns mostly A’s, was awarded a $2,000 Exchange gift card dur-
ing a presentation at the Wright-Patterson AFB, Ohio, Exchange on Feb. 5.

With part of her winnings, Thill plans to buy blankets and coats to dis-
tribute to the homeless in Ohio through her church, Emmanuel Catholic 
Church, in Dayton. “I want to help those who are homeless,” Thill said. 
“So many of the homeless are veterans — I want to give back to those who 
have served in the military.”

During the award presentation, Thill (photo, second from left) was 
joined by (from left) her mother Bridget Thill; Col. David Kretz, USAF, 
88th Mission Support Group commander; Christy Beenenga, Exchange store manager; and Donald Walter, Exchange general manager (GM).

The military holds a special place in Thill’s heart. She and her six younger siblings have grown up in a military family. Her father, Lt. Col. Joseph Thill, 
USAF, is the deputy director at the Air Force Research Laboratory and has served in the Air Force for 22 years. Her mother, Bridget, served in the Air Force for 

nine years.

SECOND, THIRD PRIZES
The second prize in the contest, a $1,500 Exchange gift card, 

was awarded to Grace Yuquimpo, a 10th grader at Seoul Ameri-
can High School at Yongsan AG, Korea. She was presented her 
prize by Camp Casey, Korea, Exchange GM Gloria Cho; Camp 
Red Cloud, Korea, Commander Col. Jack Haefner, USA; Camp 
Red Cloud Command Sgt. Maj. Patrick Quirk, USA: and Ex-
change Store Manager Han, Ki-sol. 

Yuquimpo is also a member of a military family. Her moth-
er, Kay, is a nurse at The Medical Clinic at Camp Casey, Ko-
rea, and her father, CWO3 Nick Yuquimpo, USA, is assigned 
to Camp Red Cloud.

Drew Koike, a 10th-grader at School Without Walls High 
School in Washington, D.C., won the third-place prize — a 
$500 Exchange gift card. He received his prize during a pre-
sentation at the JB Andrews, Md., Exchange. Participating in 
the presentation with Koike were his parents, retired Master 
Sgt. Jason Leinen, USA, and Miyuki Koike.

The Exchange’s You Made the Grade program is intended 
to reward military students who excel in the classroom. First- 
through 12th-graders with a B average or higher are eligible to 
receive a coupon book filled with Exchange discounts and a 
sweepstakes entry form for a shot at a $2,000, $1,500 or $500 
prize.

AAFES ‘You Made the Grade’ Winner Pays It Forward

Exchange, Promotion In Motion 
Partner for Sweet Contest

• DALLAS

Authorized patrons who shop Army & Air Force 
Exchange Service stores can enter to win a 

sweet surprise this summer during the Candy Car-
nival sweepstakes. One lucky winner will receive a 
$5,000 Exchange gift card courtesy of Promotion In 
Motion, the manufacturer and marketer of Welch’s-
branded fruit snacks and Sour Jacks-branded candy 
products.

Exchange shoppers can enter until July 7 at www.
shopmyexchange.com/sweepstakes. The winner will 
be drawn on or about July 14.

“A prize like this will satisfy the sweet tooth 
of any shopper,” said Air Force Chief Master Sgt. 
Sean Applegate, Exchange senior enlisted advisor. 
“We couldn’t be happier to offer military shoppers 
a chance to spoil themselves this summer with some 
serious extra spending money.”

The Promotion in Motion Candy Carnival sweep-
stakes is open to authorized shoppers age 18 and older. No purchase is necessary to win.
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• DALLAS

Specialized Marketing International (SMI) recently wrapped up a worldwide contest in Army & Air Force Exchange Service (AAFES) stores on behalf of
confectionery manufacturer Perfetti Van Melle, 

recognizing stores that sold the most units of the 
company’s Airheads candy as part of the Exchange’s 
January 2016 “Impulse Item of the Month” promo-
tion.

Among the winning stores in the Airheads Bites 
Sales Contest were the Paradise Express at Schofield 
Barracks, Hawaii, and the main store at Camp Hum-
phreys, Korea.

Showing off their plaques marking their respec-
tive promotion-leading performances were, in the 
first photo (left to right), Camp Humphreys Store 
Manager Tong-chu Yi and SMI Field Sales Special-
ist Young Garton, and in the second photo, Scho-
field Paradise Express Store Manager Helen Tyler 
and SMI Region Manager Phillip Kelley.

PH
O

TO
S: SPEC

IA
LIZ

ED
 M

A
RKETIN

G
 IN

TERN
ATIO

N
A

L

Stores Recognized in SMI, Perfetti Van Melle Contest
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• DALLAS

During an April 5 presentation here at Army & Air Force Ex-
change Service (AAFES) headquarters, the Exchange received 

a $172,000 rebate check from Oberto Brands, signifying the growth 
in sales of the manufacturer’s meat snacks at the exchange service’s 
stores during the past year.

According to AAFES, in 2015, sales of Oberto Brands products 
in Exchange stores rose 30.4 percent to $2.25 million, and the rebate 
award money will be directed back to AAFES’s bottom line, result-
ing in additional earnings for military quality-of-life programs.

Those at the presentation ceremony included (from left) Detra 
Griggs, AAFES merchandising technician; David Arens, AAFES 
divisional merchandise manager (DMM), Retail Food; Randy Dem-
ster, AAFES senior buyer, meat snacks; Rebecca Fries, Oberto 
Brands military sales director; Jim Henderson, Advantage Sales 
representative; Todd Anderson, AAFES Planning, Allocation and 
Replenishment (PAR) manager, Retail Food; Christi Redfearn, 
AAFES merchandise and inventory planning manager; and Todd 
Feider, Oberto Brands senior vice president. 

Oberto Gives Back to MWR Funding as Sales Surge
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DeCA, Procter & Gamble 
Kickoff ‘Salute to Military 

Children’ Campaign
• TRAVIS AFB, CALIF.

On March 28, Procter & Gamble, through a joint promotion 
with the Defense Commissary Agency (DeCA), kicked off 

their 2016 Salute to Military Children campaign with a ProCamp 
event featuring New England Patriots Wide Receiver Julian 
Edelman. 

The NFL player signed over 250 autographs at the base com-
missary and later hosted 200 military youth in grades one through 
eight in a one-day clinic at the base’s American Ball Field. 

Edelman has a personal connection with the military commu-
nity — his grandfather was in the military — and expresses his 
appreciation for the sacrifices servicemembers and their families 
make every day so that he can play football. Understanding that 
military youth serve in their own way, too, Edelman was able 
to give back to these deserving kids by giving them a chance to 
catch passes, learn routes and defend against an NFL star like 
him. 

During camp, Edelman emphasized the importance of living a 
healthy and active lifestyle, and he encouraged the kids to make 
new friends. He also stressed the importance of each kid explor-
ing what they are good at and to be persistent with going after 
their goals. 

DeCA and Procter & Gamble will be hosting more camps this 
June and July, and those who are interested are encouraged to 
check to see if a ProCamp event is coming to their local instal-
lation.

Godiva Celebrates 90th Birthday with 
New Collections
• NEW YORK

The Godiva Chocolatier story began 
in 1926, when Belgian chocolatier 

Pierre Draps created his very first pra-
lines. In 2016, Godiva celebrates 90 years 
of innovation with a unique collection of 
products and a collaboration with 
Belgian artist Oli-B. 

Godiva’s limited edition 90th 
Anniversary Collection is currently 
available in military exchanges in 
9-piece and 18-piece sizes. A line of 
plush holiday bears adds a soft touch 
to Godiva’s gift-giving offerings. 

HOLIDAY COLLECTION
As the calendar moves on to the 

end-of-the-year holidays, Godiva’s 
Holiday 2016 Collection — featur-
ing the work of European illustrator 
Dinara Mirtalipova — brings old-
world artistry, mixed with a modern, 
whimsical flair, to the collection, 
making it a standout. This collec-
tion will be available in military exchanges in 
October. 

Also seen as ideal for gift giving and en-
tertainment are the chocolate-maker’s Godiva 
Gold Ballotins and Godiva Truffles lines.

The Ballotins offer a signature assortment 
of classic Godiva Belgian chocolates. Accord-
ing to Godiva, patrons will discover exquisitely rich, 
velvety chocolate, with fascinating flavors and intriguing textures in 
each piece. The products come in a gift package finished with a classic gold ribbon.

With holidays and gift occasions occurring with regularity throughout the year, the 
manufacturer notes that Godiva Truffles “elevate every occasion.” The truffles, Godiva 
says, provide a perfect opportunity to “take a tasting journey with the chocolatier’s inno-
vative truffle flights, and with one of Godiva’s gift box assortments, or treat lucky dinner 
guests to a dessert like no other.” The chocolatier adds, “There is always a reason to enjoy 
Godiva’s world-famous truffles.”
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“CELEBRATE WITH M”
“Celebrate with M” 

is the name of the mar-
keting effort supporting 
the 75th anniversary 
celebration, and the ini-
tiative will feature star-
studded events, exciting 
new products and iconic 
collaborations that have 
been designed to cement 
the brand’s place in pop 
culture history.

OPERATION  
GRATITUDE

Among the many 
celebrations planned for 
the year is “Operation 

Gratitude.” To honor M&M’s military history, this 
program will see Mars donate $750,000 worth of 
product throughout 2016 to the Operation Gratitude 
organization, which puts together donated products 
into care packages sent to servicemembers deployed 
overseas.

Military servicemembers and their families can 
participate in the celebration in a number of exciting 
ways. Through June 17, fans will have a chance to 
vote for the next limited edition M&M’s flavor to hit 
store shelves. Original Peanut is going head-to-head 
with three new M&M’s Peanut varieties — Chili 
Nut, Honey Nut and Coffee Nut — in a socialized 
consumer campaign to determine “America’s Fa-
vorite Peanut.”

As part of this promotion, Army & Air Force 
Exchange Service (AAFES) patrons will have the 
chance to win a tasty trip for two to visit one of three 
M&M’s World retail locations in the U.S. this summer.

Through May 27, authorized shoppers can enter 
to win the $2,300 prize package at www.shopmy-
exchange.com/sweepstakes. One lucky winner will 
get to pick from the Las Vegas, Nev., Orlando, Fla., 
or New York City M&M’s Worlds.

“This summer just keeps getting sweeter and 
sweeter for Exchange shoppers,” said Air Force Chief 
Master Sgt. Sean Applegate, the Exchange’s senior 
enlisted advisor. “We offer contests like these for 
one simple reason: to show Soldiers, Airmen and 
their families that we care.”

No purchase is necessary to enter or win. The 
winner will be chosen at random on or about June 2.

Earlier this year, the brand released 12 retro de-
signs — six designs each for Milk Chocolate and 
Peanut, inspired by the brand’s 75-year heritage — in 
both military and civilian venues.

M&M’S PARTNERS 
WITH NBC AND 

COMIC RELIEF FOR 
RED NOSE DAY

On May 26, “Red Nose 
Day” will be celebrated, and 
M&M’s will partner with 
NBC and Comic Relief to 
raise awareness and money 
for the Red Nose Day Fund, 
an organization which helps 
lift children out of poverty. 
Each day leading up to May 
26, the brand will donate $1 
to the fund up to $500,000 for 
everyone who engages with 
the #MakeMLaugh hashtag. 
M&M’s kick-started the effort 
with a $500,000 donation to 
the fund. In 2015, M&M’s do-
nated more than $1.3 million 
to Red Nose charities.
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• HACKETTSTOWN, N.J.

On March 3, Mars Chocolate 
North America’s iconic 

M&M’s Milk Chocolate Candies 
brand turned 75 years old, and 
the candy maker is heralding this 
achievement by holding a year-long 
anniversary.

EARLY HISTORY
Able to withstand higher tem-

peratures than other chocolate 
candies of the period, M&M’s 
made their debut in 1941 during 
World War II II, and were almost 
immediately conscripted for use 
in military rations, packaged in 
cardboard tubes. They became a 
popular part of C-rations and also 
met the need for a “high-energy, low-volume” food. 
Developed by Forrest Mars Sr. in partnership with 
Bruce Murrie, son of the president of the Hershey 
Co., the new confection had only a single customer 
during the war — the U.S. military.

When servicemembers came back from the war, 
they craved the small candies that they were intro-
duced to while fighting for our country. Finally, in 
1947, M&M’s started to be sold to the public. A year 
later, in 1948, the familiar brown pouch packaging 
was introduced, followed in 1950 by the “M” be-
ing imprinted on the candies, giving them a unique 
identity and trademark. In 1954, the tagline, “Melts 
in Your Mouth, Not in Your Hands” was introduced. 

Since then, the bite-sized pieces of chocolate in 
a colorful candy shell have become instantly rec-
ognizable all over the globe, both on the battlefield 
and at home.

GRAPHICS: MARS CHOCOLATE NORTH AMERICA

Mars Celebrates M&M’s Candy’s 75th Anniversary
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