
T he Army & Air Force Exchange Service (AAFES) is banking 
on promotions to jump start the 2011 holiday season.

SALES ACTIVITY
Kathy Wulff, senior buyer of seasonal candy in the exchange service’s 

Sales Directorate (SD), told E and C News that although holiday candy 
sales in 2010 improved compared with a year earlier, patrons watched 
what they bought last Christmas.

“2010 holiday sales totaled $5.7 million, and 2009 holiday sales were 
$5.6 million,” she noted, which represented a 1.8-person increase in 
activity. “The customer mood was cautious last Christmas. The retail 
industry, as a whole, saw customers buying only items they needed.”

HOLIDAY PLAN
Wulff said AAFES hopes to reap rewards from its candy assortment 

during the upcoming 2011 holiday season by mixing old favorites with 
new items, following trends and using promotions to spur excitement, 
foot traffic and sales. 

“Customers stop in the seasonal candy department to find affordable, fun items to add 
to their holiday celebration, in addition to the ‘must-have’ items they buy every year,” she 
said. “Fun shapes, like teddy bears, will be popular as well as favorite flavors, like pep-
permint bark.”

Wulff said theater box candies continue to grow in the Exchange, and this trend has car-
ried over to the holiday season. “We were pleasantly surprised by how well the large-size 
items do at Christmas,” she said, noting that the 5-lbs. Hershey bar is a best seller.  

“Based on the success of this bar, we feel confident our customers will pick up the 1-lb. 
items for the ‘Wow’ stocking stuffer,” she observed.

Along with these larger stocking stuffers, Wulff said that AAFES relies on the everyday 
assortment to meet patrons’ needs for stocking stuffer items during the season. “We like to 
run ‘10 for $10’ on these items just before Christmas,” she said. 

A major candy promotion in AAFES stores during the holiday season is the annual Her-
shey Kisses promotion, which the buyer said will start Nov. 1 and run through December, 
“and we’re also working on a teddy bear-themed promotion with the Strategic Marketing 
Division.”

New items that are included in the 2011 holiday assortment, and which will receive a 
promotional push during the season, include several milk chocolate bars, which Wulff said 
signifies the reversal of a recent trend. 

“There are a few dark chocolate items in the assortment, but it isn’t as important as it once 
was,” she noted, alluding to the popularity of these items in recent years not just as another 
sweet treat, but also for their health benefits.  “Exchange customers prefer milk chocolate.”

New milk chocolate items in the holiday assortment include Hershey’s 1-lb. bar and 
Lindt Teddy Bear novelties.

Other new items include Reese’s Peanut Butter Cups (1 lb.), Dove Peppermint Bark from 
Mars, and a Peanuts Countdown Calendar from Russell Stover.

EARLY PREPARATION
Wulff pointed out that early preparation is one of the keys to making the holiday candy 

assortment successful. 

‘Candy should be displayed in one 
large area. This is a change from 

guidance in previous years. Industry 
is telling us that we need to put 
everything in one area to make it 
easier for the customer to shop. 

Also, if stores don’t have room … 
it’s okay to remove the items from 
the shipper and put them on the 

shelf in the seasonal area.’

— AAFES Senior Buyer, Seasonal Candy
Kathy Wulff
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AAFES experienced a 1.8-percent increase in holiday candy sales in 2010, 
and hopes to build on 2011 Christmas candy sales by stocking both new 
and traditional items, by paying close attention to trends and by carrying 

out significant promotions. Freedom Crossing at Fort Bliss, Texas.
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Other displays need maximum atten-
tion from store personnel. “Acosta also 
has POP materials available to enhance 
Mars’ displays,” Wulff said. “The key 
is to ask the broker to order the materi-
als early in the season. Other brokers 
may also have POP available. Ask them 
what temporary display materials they 
can provide.”

In addition, Wulff pointed out that 
store managers can also prepare some 
script ideas for customer contact with 
employees.

“They should remind customers to 
get advent calendars before the first of 
December, ask them if they saw the 
cookie recipes and coupons on Face-
book,” she said. “Passing along tips on 
promotions and great deals is a great 
way to develop the bond between the 
Exchange and our customers. We want 

our employees and customers to feel like we’re just 
one big family, looking out for one another.”

2011 HOLIDAY SEASON
Wulff is looking forward to the 2011 holiday 

season. “Seasonal candy is all about having fun, 
for customers as well as Exchange employees,” she 
said. “Candy makes the holidays a little sweeter for 
everyone. …The outlook for 2011 is good for seasonal 
candy in the Exchange.”

—E and C NEWS

loons, signs and other items to promote sales of Her-
shey’s Kisses for the holidays,” she continued. “Since 
there is a store display contest, stores will want to 
order materials to enhance their display and have 
the best chance of winning. As soon as the display 
is built, stores should put their store name on the 
file and submit it to the email address indicated in 
the letter, with more details to come in early fall.”

Wulff added that for the 2011 holiday season, 
AAFES Express stores are also being encouraged 
to participate in this promotion.

On the buying end, “We will send in 
build orders on everyday products from 
Godiva and Russell Stover to ensure stores 
have the gift chocolates customers are 
looking for during the season,” she said.

Preparing store-level personnel for the 
holiday season — and for the promotions 
running during this season — is crucial, 
and much work needs to be done during 
the late summer and early fall to ensure 
success. 

“Seasonal candy should be displayed 
in a high traffic area adjacent to the ev-
eryday candy display,” she noted. “We 
send the entire assortment to the stores 
at the beginning of the season so stores 
can build displays with impact.

“Candy should be displayed in one 
large area,” she continued. “This is a 
change from guidance in previous years.
Industry is telling us that we need to 
put everything in one area to make it easier for the 
customer to shop. Also, if stores don’t have room 
to display items in shippers, it’s okay to remove the 
items from the shipper and put them on the shelf in 
the seasonal area.”

Wulff said holiday displays need extra care. “It’s 
important to talk to brokers about point-of-purchase 
(POP) materials for holiday displays,” she observed, 
pointing to the annual Hershey’s Kisses promotion 
as an example.

“Overseas Services Corp. (OSC) can order bal-
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On the buying end, “We will send in 
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Theater-box candies continue to grow in pop-
ularity in AAFES stores, and this trend has car-
ried over to the holiday season. Fort polk, La.
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