
Red One Express for convenience, since it is near their 
housing and work areas,” Anjain noted. “They are also 
impressed with the cleanliness of the store, and because 
they can utilize the “We’ll Match It!” program, meaning 
that if customers find a product costs less off post, we 
will match that price.”

Anjain told E and C News that beverage sales have 
been spurred by promotional programs. “Soldiers love 
our programs such as ‘5 for $5’ pricing on Gatorade as 
well as our ‘2 for $5’ promotions on select Monster and 
Red Bull products,” she said.

NEW ITEMS
Beverage manufacturers and the Exchange periodi-

cally update assortments with the most promising new 
products. “Within the last year, Monster has added several 
such items to their assortment,” Anjain noted. According 
to the store manager, these included Monster Energy 
Ultra Sunrise, which averaged sales of more than 100 
units per week, and Monster Energy Ultra Black, which 
sold more than 600 units on a one-time promotion from 
April 4–25. 

In addition, Anjain said that Gatorade recently intro-
duced a new flavor — Green Apple — which was first 
offered at the Big Red One Express on May 23, and sub-
sequently sold more than 1,000 units in less than 30 days.

CONTESTS AND PROMOTIONS
Anjain said that mass displays and contests/promotions draw extra foot 

traffic to the Express.
“Mass displays are very important at the Big Red One Express,” she noted. 

“They draw the customer’s attention, especially if new, and create a fresh look 
for our store. Customers also love the drawings we have. The Big Red One Ex-
press advertises the drawings at the fuel pumps in order to grab the customers’ 

attention, and get them not only into the store but also to shop, leading to 
increased average ticket rates.”

GOALS
Cumulative beverage sales seem to be increasing, and Anjain noted 

the Express has set some sales goals that are posted on the employee bul-
letin board for associates to view. “Goals for 2015 are $1.866 million in 
total non-alcoholic beverage sales for fiscal 2015, as well as a 3-percent 
increase in gross profit.” 

To achieve this and other non-alcoholic beverage-related goals, Anjain 
said the Big Red One Express “will focus on staying in stock on best sellers 
and working with vendors on promotions.” In the energy drinks category 
she added, a focus will be on “doing stack-outs of Monster products when 
they are on special at ‘2 for $5.’ 

“When receiving product, it is important to ensure it’s received at the cor-
rect price, especially on promotions, in order to increase gross profit.”  
 —E and C NEWS

The availability of non-
alcoholic beverages 

continues to be an all-
important part of the as-
sortment at the Big Red 
One Express, Fort Riley, 
Kan. With more than $1.5 
million in sales of light 
refreshments registered 
thus far during f iscal 
2015, the store is an im-

portant stop for thirsty customers.
Express Manager Nenty Anjain reported that year-

to-date fiscal 2015 beverage sales at the store through 
October 2015 were $1.51 million, a 12.9-percent increase. 
Beverage activity was right ahead of food, which pro-
duced sales of $1.15 million, and behind tobacco, with 
sales of $1.60 million. Snacks were also an important 
store category, generating $627,326.

During fiscal 2014, non-alcoholic beverages totaled 
$1.70 million in sales.

Other important store sales producers in the Express’ 
1,143-square-foot footprint during fiscal 2014 included 
baked goods ($138,187); meat snacks ($134,554); cookies 
and crackers ($75,116); and chips and dips ($21,796).

CONSISTENT RESPONSE
Both established and newer non-alcoholic bever-

ages are received by the Big Red One Express on a 
daily basis. Anjain explained that “Vendors know what their best sellers are, 
and make sure they increase their basic stock to coincide with military paydays 
and weekends. If merchandise is sold before the vendor returns to stock it, our 
associates stock the products to maintain inventory for our customers during 
peak periods. It all comes down to teamwork.”

Since these beverages are serviced so often, Anjain said that patrons have 
confidence that the store will have what they want when they want it. “The 
consistent response from Soldiers and their families is that they come to the Big 

AAFES Big Red One Express,
Fort Riley, Kan., YTD Fiscal 2015 

Top Beverage Categories, Dollar Volume

Beverage Category FY15 Sales % change
New Age (including Energy Drinks) ...........$465,066 .............+11.61%
Soda  .......................................................$322,427 ...............+5.95%
Bottled Water  ..........................................$173,522  ............+25.53%
Total $961,015 +11.85%

Notes: Dollar figures are rounded off, and were calculated from February 2015 to October 2015. The cumulative fiscal 2015 
sales figure represents nearly 61 percent of all non-alcoholic beverages sold in the Express through that time span.
 Source: AAFES

Big Red One Express
Big Game Preparations

• Blow out sale on chips, soda, and beer, with 
vendor support
i. Chips Vendor - Frito-Lay
ii. Soda Vendors - Coca-Cola (Great Plains), 

Pepsi (PepsiCo), 7UP (Mid-Continent)
iii. Beer Vendors - Bud Light (Flint Hills), 

MillerCoors (Crown Distribution)

• Partner with Wing Zone (in attached food court) 
and Hunt Brothers Pizza (inside Express)
i. Discount on whole Hunt Brothers Pizza, 

with purchase of select package sizes in 
soda and beer

ii. Discount at Wing Zone with the proof of 
purchase of select package sizes in soda 
and beer

• Drawings provided by Big Red One Express 
and local beer/soda vendors
i. Big Red One Express - (1) $100 Gift Card
ii. Local Vendors - To Be Determined

Source: Big Red One Express Manager Nenty Anjain

Power Category Sales
ENERGY DRINKS

Anjain
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