
The everyday candy assortment in Army & Air Force Exchange 
Service (AAFES) stores brings the most popular candy brands 
and items to the exchange service’s worldwide roster of stores. 

As far as Exchange Everyday Candy Buyer Diana Turgut is concerned, 
the familiar “80/20 rule” — a rule-of-thumb that 20 percent of products 
in a category account for 80 percent of the sales — is a useful guide when 
it comes to honing the optimal assortment.

According to Turgut, the rule is particularly relevant in candy assortment 
planning “when determining where opportunities exist to implement new 
innovation. This type of management allows the Exchange to keep a fresh 
assortment with relevant new items that customers are looking for.”

Turgut added that as the Exchange finds that vendors “offer more and more 
configurations of the same items — such as Reese’s in a standard bar, king-size bar, 
extra-large bar, bites, laydown bags, value bags, and so on — we have to minimize 
the number of pack types on underperforming items to make room for pack-type 

innovation. This is especially true in the stand-up pouch-pack type, which is expected to 
grow at 10 percent each year for the next five years.”

As for stand-up pouch packs, Turgut said resealable pouches are 
being hailed as a tool that can be used by those trying to establish 
a healthier eating regimen, as they provide a portion-control-type 
pack option. 

Candy has also garnered fresh attention from publicity sur-
rounding specific purported health-related benefits. “Health-
conscious consumers will also look for other benefits in a 
confection, such as antioxidants in dark chocolate, gluten-free, 
etc.,” Turgut noted. “Many suppliers are jumping on the 
chocolate-covered fruit bandwagon, which some consum-
ers may also perceive as a healthier choice.”

TOP SELLERS: “ESTABLISHED” CANDY
Whether discussing new introductions or more well-

established items, Turgut noted that candy is a high-
impulse item. “Having 
additional points of 
interruption within 
the store will increase 
purchases,” she noted. 
“Stores should work 
with their brokers to 
create excitement in 
displays within their 
facilities.”

Although health-
ier candy is making 
some sales inroads, 
AAFES’s top-selling “established” candy — those items with five years or more in the 
assortment — continued to drive sales as fiscal 2015 moved through the second quarter 
(see chart above).

LINE EXTENSIONS
Newer candy items abound in the AAFES assortment, but Turgut said that most of these 

candies are also fairly well established or line extensions of existing SKUs (see chart at left). 
“Only one item in the top 20 was implemented within the last few years,” with the other 
entries relatively new, Turgut noted. “That SKU is the Brookside Acai. This shows that while 
innovation is important, very few items will make it as consumer favorites.”    —E and C NEWS

A recent innovation in candy packaging, standup 
pouches have joined the ranks of fast-moving items. 
They also offer a perceived portion control-type 

packaging that patrons have embraced.

AAFES Fiscal 2015 Year-To-Date Top-
Selling Established Candy by Dollar Volume

ITEMS SALES
1) Hershey Reese’s Peanut Butter Cups (king size) $430,276
2) Mars Snickers (single bar)  $424,725
3) Mars Snickers (king-size bar)   $328,097
4) Mars M&M’s with Peanuts (king size)  $254,629
5) Mars Twix (king-size bar)  $249,477
6) Haribo Gold Bears (5 oz.)  $247,904
7) Hershey Ice Breakers Peppermint $221,791 
8) Hershey Kit Kat (king-size bar) $207,006
9) Wrigley 5 Cobalt Gum (Plen T Pak) $204,003
10) Hershey Reese’s Peanut Butter Cup Minis (pouch) $200,321
11) Hershey Reese’s Peanut Butter Cup $172,262
12) Hershey Brookside Dark Chocolate Acai with Blueberry $151,705
13) Haribo Gold Bears (3 lbs.) $150,328
14) Wrigley Extra Polar Ice Gum (slim pack) $147,527
15) Perfetti Van Melle Mentos Mixed Fruit (single, 1.32 oz.) $144,553
16) Wrigley 5 Flavor Gummi Saver (7 oz.) $144,500
17) Mars M&M’s with Peanuts (single) $142,164
18) Hershey Strawberry Twizzlers $140,863
19) Mars Snickers (11.18 oz.) $140,718
20) Mars M&M’s with Peanuts (5.3 oz.) $136,012

Note: Through June 10, 2015.
Source: AAFES
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AAFES Fiscal 2015 Year-To-Date Top-Selling 
New Item Candy by Dollar Volume

ITEMS SALES
1) Hershey Brookside Dark Chocolate Acai with Blueberry $151,704
2) Mars Twix Bites  $130,071
3) Haribo Gold Bears (2 oz.)   $127,474
4) Hershey Brookside Crunchy Clusters  $123,237
5) Hershey Dark Chocolate Pomegranate  $120,065
6) International Foods Darrel Lea Strawberry Liquorice  $107,585
7) Nestlé Crunch $96,038 
8) Perfetti Van Melle Air Heads Extreme Bites $95,869
9) Mars M&M’s with Peanuts (8 oz.) $91,124
10) Hershey York Peppermint Patties Minis (pouch) $88,207
11) Nestlé SweeTarts Chewy Minis $83,814
12) Perfetti Van Melle Airheads Fruit Bites (2 oz.) $80,585
13) Hershey Brookside Cranberry (pouch) $76,589
14) Eillien’s Candies Inc. Gummi Butterflies $73,178
15) Wrigley 5 Ascent Gum $71,679

Note: Through June 10, 2015.
Source: AAFES
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