
From electronics components to new furniture 
and cookware, Army & Air Force Exchange 
Service (AAFES) stores offer customers just 

the right merchandise to turn any dwelling — inside 
or outside the gate — into a “real” home during this 
festive season.

Three Sales Directorate (SD) buyers handle these 
areas for The Exchange: Randy McKinley oversees 
bedroom items; Stacy McIntosh is responsible for 
furniture and home items; and Marco Castro handles 
housewares, bakeware, cookware and storage items.

FURNITURE, HOME, BEDROOM
“As our customers make plans to entertain for 

the holidays, there are several areas of the home they 
frequently purchase for,” McKinley noted. “Sleeping 
accommodations are usually one of the first things to 
come to mind, and a good mattress is a great place 
to start.” 

McKinley said that AAFES incorporates “lowest-
price-of-the-season” sales and often offers gifts with 
the purchase of bedding items, such as Keurig sin-
gle-serve coffee machines, televisions, digital cam-
eras, and tablets. 

The dining room is another focus area. “We 
launched our first-ever ‘entire stock’ dining sale on 
Monday, Oct. 8, Columbus Day 2012, with great 
success and will repeat this promotion in 2013 with 
unbelievable values on our best-selling styles,” 

McIntosh said, adding that with televisions being 
a key fourth-quarter category, “We also promote 
entertainment furniture to offer Exchange patrons 
total home solutions for their electronics.”

McIntosh said AAFES will feature an expanded 
accent furniture assortment for 2013, “including oc-
casional chairs in patterned fabrics, storage credenzas 
and tables, and ottomans will be featured with price 
points starting under $50. We also scour the market 
for the latest furniture items that work with electron-
ics launches, such as gaming chairs, office furniture 
with built-in power outlets, and one-touch power re-
cliners with docking stations for wireless devices.”

McIntosh noted that AAFES is simplifying the 
category shopping experience through its branded 
concept shops.

“These shops make it easy to purchase a total 
room solution, and give customers the options they 
want at affordable price points,” McIntosh said. 
“We’ve made it easier than ever to research products 
before they buy with new information card displays 
in the department. Our merchandise assortments are 
generally updated twice a year with new styles from 
around the world and tie in to trends throughout the 
home décor area.”

HOUSEWARES/BAKEWARE/COOKWARE/STORAGE
The Exchange has revamped the look of its 

housewares department “to make it more of a desti-

nation shop for brands and collections,” Castro said. 
“Sales have increased as our military shoppers like to 
see how the collections flow together, and they end 
up picking up more than one item, increasing our 
market basket ring.” 

In cookware, Castro noted that The Exchange has 
acknowledged the challenges it faces in the current 
retail environment by offering an array of value-
branded sets from numerous manufacturers includ-
ing T-Fal, KitchenAid, Rachael Ray, Paula Deen and 
Calphalon. 

“Strong Black Friday-type and holiday enter-
taining promotions, with a splash of color, will lead 
the pre-holiday season in September and October,” 
he said. “The trend in cookware continues to be all 
about color. Paula Deen’s Savannah Collection will 
be offered in red and blueberry with an ivory non-
stick interior. Lightweight cast iron continues to be 
on trend, which is supported by a strong assortment 
offering from Lodge for the fourth quarter.”

With environmental concerns seemingly enter-
ing every facet of the exchange assortment, cooking 
items are also going “green,” according to Castro.

“To meet the trend and strong sales performances 
of eco-friendly cookware with ceramic interior coat-
ing, the Exchange will be launching Pure Living 
from WearEver and Bialetti Aeternum cookware into 
its assortment later this year,” the buyer noted.

“Bakeware is also a key category for the holiday 
season,” Castro said. “Cake decorating continues to 
be a main component and driver for growth …” The 
buyer said that a new introduction in the fourth quar-
ter, revolving around the Cake Boss line, is directed 
at those who want to create inviting cakes and pas-
tries for the holiday season.

Castro said that home organization trends higher 
during the holiday season. As a result, he said the im-
mediate post-holiday period “is a busy season for big 
storage brands names,” including Sterilite and Rub-
bermaid. —E and C NEWS
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Customer interest in bedding and home 
furnishings, such as these at Travis AFB, 

Calif., increases as the holidays approach.
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‘Sales have increased as our military shoppers like to see how 
the collections flow together, and they end up picking up 

more than one item, increasing our market basket ring.’
— AAFES Sales Directorate Buyer, Housewares, Bakeware, Cookware, and Storage, Marco Castro
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