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“Thematic displays 
based on children’s mov-
ies such as ‘Shrek’ seem to be 
a big driver of candy sales in the 
Peterson AFB Commissary,” he ex-
plained. “Candy located on check stands 
and positioned for impulse purchases also 
does well, as do displays that allow customers 
the choice of purchasing candy by weight.”

DISPLAY AREAS
In addition to center-store gondolas in aisle nine 

and the front-end racks, the store has a major second-
ary area allocated for candy merchandising.

Brookes said this secondary location is in the 
queuing area next to the express self-checkouts. 
“Here, we have two freestanding racks of candy sold 
by weight and in prepackaged bags,” he observed. 

Brookes said that the queuing area is where much 
of the commissary’s seasonal candy is merchan-
dised. “We’ve had great success with impulse buys 
in this area while customers wait to checkout,” he 
explained. “We use the queuing line to merchandise 
holiday candy with point-of-sale (POS) materials, 
and we supplement this area with shippers.”

A third merchandising location is at the check 
stands in front-end displays. “We have 18 check 
stands, and 13 of them have racks displaying single-
serve candy items,” he said. 

Shippers are also used during the holidays and 
throughout the year, and are placed strategically 
throughout the store “to entice shoppers who may not 
walk down the candy aisle,” the store director noted.

“Thematic displays 
based on children’s mov-
ies such as ‘Shrek’ seem to be 
a big driver of candy sales in the 
Peterson AFB Commissary,” he ex-
plained. “Candy located on check stands 
and positioned for impulse purchases also 
does well, as do displays that allow customers 

When it comes to impulse buys, candy con-
tinues to rank among the top retail catego-
ries, both inside and outside the gate.

The Defense Commissary Agency’s (DeCA) Pe-
terson AFB, Colo., store’s eye-catching displays are 
strategically positioned to build upon sales generated 
by the candy category gondolas in the main aisles 
and front-end rack displays.

SWEET SALES
The department — with 350 candy SKUs — has 

experienced solid sales, according to Store Director 
Andrew Brookes. Fiscal year-to-date sales for the six-
month period ending March 30 totaled $397,646, an 
increase of 3.1 percent over the same period in 2010.

Year-to-date, candy units sold also increased, 
from 216,082 in fiscal 2010 to 221,960 in fiscal 
2011, a 2.7-percent rise.

DISPLAY MERCHANDISING
“Candy, for the most part, is an impulse buy, 

which is why I stress to the staff the importance of 
building eye-catching displays to attract the attention 
of our shoppers,” he noted. “I have a tremendous 
grocery department team in place here at the Peter-
son AFB Commissary. When it comes to building at-
tractive displays, they have a golden touch.”

Brookes said that other factors — including pric-
ing, availability, variety, location, size of display and 
advertising — may influence what a consumer buys, 
whether in the candy area or throughout the store. 
However, with candy, a strong display helps to build 
interest.

COMPETITION
Fully stocked displays help to drive sales, but 

other factors come into play when competing against 
outside-the-gate locations for the candy dollar.

“Variety and availability outside the base is 
strong and we are vying for our patrons’ business 
every minute of the day,” Brookes said. “Our ba-
sic arsenal is offering great customer service; well-
merchandised, quality products; those fully stocked 
displays; and keeping a clean store.”

PROMOTIONS
Candy promotions abound throughout the year at 

the commissary, which is classified by DeCA as a 
K-4 store, Brookes explained. “A large percentage of 
our customers are retirees, and throughout the year, 
DeCA offers many candy promotions, and they all 
seem to suit our clientele.”

Brookes pointed out that the store’s clientele warms 
up to any promotion including coupons. “Something 
our industry representatives are particularly good at is 
offering valuable coupons, and placing them with the 
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Shippers filled with candy are used 
during the holidays and throughout 
the year at the Peterson AFB, Colo., 
Commissary. They are placed strate-
gically throughout the store so that 
shoppers who may not have visited 
the candy department are alerted to 

the assortment.



Peterson AFB, Col., 
Commissary 

Candy Department 
At-A-Glance

Size of Assortment: 350 SKUs (enlarged 
by up to 500 seasonal candy SKUs direct-
ed at peak candy holidays)

Sales: $397,646, units 221,960 (Year-To-
Date March) 

Key Personnel:
Store Director-Andrew Brookes
Store Administrator-Judy Rodriguez
Store Manager-Daniel Austin
Grocery Manager-Brenda Scott
Assistant Grocery Manager-Regina 
Moody
Meat Manager-Alfred Atencio
Produce Manager-David Onstine
Customer Service Manager-Manuel 
Madera

Source: DeCA West

product on the shelf or with the shippers,” Brookes 
noted. “Coupons, without a doubt, increase sales here 
at the Peterson AFB Commissary.”

Along with coupons, Peterson AFB commissary 
shoppers also like to know that they can get their can-
dy products when they want them. “Candy is stocked 
by the vendor, and the grocery manager ensures all 
new items are ordered and placed on the shelf weekly, 
according to DeCA’s planogram,” he noted.

“Although it’s a simple concept, keeping the 
shelves full also increases sales, and with vendor 
stocker support, we do a good job keeping our candy 
shelves full,” he pointed out.

TOP SELLERS BY UNITS
Looking at a recent snapshot of patron’s candy 

purchases, Brookes reported that the top-selling candy 
(excluding gum) by units sold in March 2011 included 
Brach’s (sold by weight); Hershey Milk Chocolate (6-
pack, 9.3 oz.); Snickers Fun Size (11.18 oz.); Straw-
berry Twizzler (16 oz.); Hershey Milk Chocolate (4.4 
oz.); Haribo Gummy Bears (5 oz.); Reese’s Candy 
Bar (4.4 and 9 oz.); M&M Peanut (12.6 oz.); and Her-
shey Milk Chocolate (6-pack, 8.7 oz.).

Also, Snickers (6-pack, 12.42 oz.); M&M Peanut 
(19.2 oz.); Dove Dark Mini Bar (9.5 oz.); Werther’s 
Original (6 oz.); York Miniatures (12 oz.); Kraft Car-
amel (14 oz.); Hershey Special Dark Giant Bar (6.8 
oz.); Hershey Special Dark Bar (4.25 oz.); Tootsie 
Roll Junior Mints (4.25 oz.); and Kit Kat (8-pack, 
3.92 oz.).

The store director reported that his commissary’s 
top gum sellers by units in March were led by two 
Eclipse 3.1-oz. SKUs, Spearmint and Ice, followed 
by two Trident varieties, Tropical Twist (3.9 oz.) and 
Peppermint (3 oz.).

Other top-selling gum at the store, by units for 
the month, included Extra Polar Ice (5.1 oz.); Trident 
Original (3.9 oz.); Extra Spearmint (5.1 oz.); Eclipse 
Winterfresh (3.1 oz.), and two Stride 20-oz. SKUs, 
Winterblue and Spearmint.

HOLIDAY CANDY
Although Peterson AFB commissary customers 

enjoy their traditional candy, their sweet-tooth de-
sires go into overdrive in the weeks leading up to the 
candy-oriented holidays. 

The store ramps up to meet these patrons’ needs 
by adding seasonal items to its stock assortment. In 
addition to the 350 candy SKUs that the commissary 
normally offers its customers, Brookes said the se-
lection is often enlarged by up to 500 additional sea-
sonal candy SKUs across the peak candy holidays 
including Halloween, Christmas, Valentine’s Day, 
Easter and other festive occasions.

HOLIDAY AVAILABILITY
“Whatever the holiday, we will offer our custom-

ers all the favorite holiday candies that they have 

come to know and love,” Brookes said. “To increase 
sales of holiday candy, we are putting promotions up 
earlier than in years past. This has had a significant 
effect on increasing sales.” 

Availability of this candy is mandatory during the 
holidays, and Brookes said that his store prides itself 
on having the candy that customers want, when they 
want them, in the proper quantities.

“Each holiday season has unique candy products 
available only during that holiday season,” he noted. 
“Consumers purchase these holiday products not 
only for sharing with family and friends during holi-
day celebrations, but also to eat themselves. 

“Consumers buy and eat holiday-unique candies 
months before the holiday arrives and then return 
to purchase more candy to share with family and 
friends closer to the holiday,” he continued. “During 
the past few months, we put out Halloween candy 
in August; end-of-year holiday candy in September; 
Easter candy in February and Valentine’s Day candy 
in January. DeCA’s Sales Directorate (SD) and our 
industry partners ensure we offer prices that offer 
value to our customers.”

CATCHING THE EYE
Once again, bold, innovative displays helped pro-

pel holiday-oriented candy sales.
“Leading up to all the holidays last year, the 

POS materials companies sent with their products 
— particularly with the Halloween and Valentine’s 
Day candy — attracted the attention of shoppers and 
helped to drive up sales,” Brookes said. 
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Freestanding candy displays, which 
are located in the queuing area near 
the store’s express self-checkouts, 
allow customers at the Peterson AFB 
Commissary to purchase candy in 

different package sizes.

‘Candy, for the most 
part, is an impulse buy, 
which is why I stress to 
the staff the importance 
of building eye-catching 

displays to attract the 
attention of our shoppers.’
—Peterson AFB, Colo., Store Director 

Andrew Brookes




