
 Beating the

Summer Heat
New Age beverages totaled $39.06 million in 

AAFES stores during the four-month summer pe-
riod in 2011, or more than 39 percent of nonalco-
holic beverage sales during that span. Top brands 
in the category include Smart Water, Vitamin Wa-
ter, Starbucks, Muscle Milk and Fuze beverages.

Carbonated soft drinks were in second place 
during the summer of 2011 with $21.35 million 
in sales, representing 21.41 percent of the sum-
mer total.

Category review 
AAFES’s nonalcoholic beverage category is 

reviewed quarterly, and Venables noted that the most recent 
review “revealed that although the nonalcoholic beverage cat-
egory is performing better than the previous year, the carbon-
ated soft drink segment has declined. The energy segment, 
the hydration segment and enhanced water segments are all 
growing.”

Water, carbonated soft drinks and other non-
alcoholic beverages continue to be top 

sellers at Army & Air Force Exchange Service 
(AAFES) stores during the hot  summer months.

AAFES Senior Buyer Vicki Venables said that 
in 2011, nonalcoholic beverage sales during the 
prime summer period of June through September 
— including the full summer and a small part of 
both the spring and fall seasons — totaled $99.74 
million, up 4 percent from the same period in 2010. 

New Age beverages — including energy 
drinks — have surged to the top of AAFES’s 
nonalcoholic beverage sales chart during recent 
years, and these beverages were firmly in the No.1 spot on the 
list during 2011.

Venables noted that the “New Age” beverage segment con-
sists of any drinks that have supplements or natural ingredi-
ents added. This includes energy drinks, coffee drinks “and 
the new innovative beverages that are enhanced with vitamins 
and supplements to offer functionality.”

Venables

Nonalcoholic beverage sales in 
AAFES stores totaled $99.74 mil-
lion during the summer of 2011, up 
4 percent from 2010. (AAFES PHOTO) 

New Age Beverages Remain Top Choice in AAFES Stores
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The iconic Budweiser bottle has under-
gone a major makeover, with special red, 

white and blue patriotic packaging available 
for a limited time this summer.

The new design from Anheuser-Busch is 
part of a summer initiative in which a portion 
of all Budweiser sales from May 20 to July 
7 will help raise as much as $2.5 million 
for the Folds of Honor Foundation, which 
provides post-secondary educational 
scholarships for families of U.S. military 
personnel killed or disabled while serv-
ing their country.

“It’s going to be a red, white and blue 
summer for Budweiser, most visibly in 
our packaging, but more importantly in 
our philanthropic support for the families 
of America’s fallen heroes through the 
Folds of Honor Foundation,” said Rob 
McCarthy, vice president of Budweiser 
at Anheuser-Busch. “Our partnership 
with Folds of Honor is helping to make 
a difference in the lives of families whose 
loved ones have made the ultimate sacrifice to 
protect the freedoms we all hold so dear.”

The patriotic packaging is available in 8-, 12-, 16- and 

24-ounce cans and in a 12-ounce glass 
bottle, 16-ounce plastic bottle and 
16-ounce aluminum bottle. It is also fea-
tured on secondary packaging for all top-
selling configurations, including 6-packs, 
24-packs, 30-packs and other popular 
sizes.

The summer program for Budweiser 
is a major expansion of a patriotic pack-
aging initiative that had great success for 
the brand last summer.

“Last year Budweiser had its best 
summer in many years with our special 

red, white and blue can as the catalyst during 
June,” McCarthy said. “We have expanded and improved this 
packaging this year.”

Budweiser will feature red, white and blue 
packaging on its bottles and cans through 
July 7 in support of the families of U.S. 
military personnel who were wounded or 

killed while defending their country. 
(PHOTO COURTESY OF ANHEUSER-BUSCH) 

water per hour to avoid heat injury.
“On the very hot days we provide an Arm Immersion Kit 

for the soldiers,” Johnson said. “This kit enables soldiers to 
roll up their sleeves and immerse their arms in an ice bucket 
of water to allow the blood temperature to drop for cooling 
during the hot days.”

As the temperature rises, drill sergeant cadre members and 
commanders will continually watch the heat category status. 
Depending on the heat category, the soldiers will alter their 
uniforms to allow more air to pass through in an effort to keep 
cool, Johnson said. 

BCT companies follow an Army-wide heat category 
system in order to effectively designate how much training 
should take place in certain heat conditions and the amount of 
required water intake.

Drill sergeants and Basic Combat Training (BCT) com-
pany commanders have a number of ways of keeping 

soldiers cool during the summer heat.
Capt. Erik Johnson, company commander of Company 

A, 2nd Battalion, 13th Infantry Regiment, Fort Jackson, S.C., 
keeps an eye on all soldiers of his company from the firing 
range tower to ensure they show no signs of dehydration and 
perform well on the range.

Johnson explained that one of the main ideas he stresses 
to the soldiers is a “buddy-check” system. This system is ap-
plied throughout the company, in which soldiers check one 
another to make sure their battle buddies do not show signs 
of dehydration.

As soldiers return to their gear from the firing line, they 
are required to fill their 32-ounce hydration backpacks imme-
diately. Soldiers are encouraged to drink about 1 1/2 quarts of 

Soldiers Keep Cool During Southern Summer Heat

Patriotic Packaging
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Low-Sugar CoLa 
Pepsi Next is a refreshingly delicious 

blend of everything you love about cola 
with less than half the sugar. After many 
years, Pepsi’s experts finally discovered 
the perfect balance of ingredients and 
flavors needed to create a deliciously rich 
taste with less than half the sugar. It is the 
optimal level of flavor that 
maintains great cola taste 

without crossing over into 
diet territory according to the company.  
Now you can enjoy the satisfaction and full 
flavor you crave without compromise. 

1-563-355-1033 

Lemonade-FLavored Beer 
A Shandy is a lemonade-flavored beer, 

a European favorite during the warm sum-
mer months, known in Germany as a “Ra-
dler.” Leinenkugel’s Summer Shandy by 
MillerCoors is carefully brewed with the 
finest wheat, using both two- and six-row 
malted barley from the Red River Valley along with Cluster 
hops. Brewmasters mix in a touch of lemonade flavor to cre-
ate the perfect summer refresher. Alcohol by volume (ABV) of 
4.2 percent. 

1-414-931-4429 

BEVERAGE PROdUCTS
Low-Sugar Co

blend of everything you love about cola 
with less than half the sugar. After many 
years, Pepsi’s experts finally discovered 
the perfect balance of ingredients and 
flavors needed to create a deliciously rich 
taste with less than half the sugar. It is the 
optimal level of flavor that 
maintains great cola taste 

without crossing over into 

FreSh-Brewed ICed Tea 
Royal Cup Coffee has created a 

fresh-brewed iced tea blend that, 
in its rich color, delicate sweetness 
and unique crispness, delivers an 
enchanting iced tea experience. 
The company’s fresh-brewed iced 
tea is a wonderful addition to any 
hospitality setting. Enjoy deli-
cious Royal Cup iced tea today 
and savor the experience.     

1-800-366-5836 

home-Brewed Tea 
Everyone needs a little quiet time to 

stretch out and relax with a refreshing glass 
of iced tea. And nothing complements those 
moments more than the home-brewed taste 
of Gold Peak Tea, a Coca-Cola brand. Gold 
Peak crafts its home-brewed taste high in the 
mountains at 8,000 feet, where the highest-
quality tea leaves are picked for peak flavor. 
In addition, Gold Peak uses pure filtered wa-
ter and real sugar for a taste so good that 
patrons will swear it is lemonade. 

1-404-676-3260 

then took place in Orange Beach, Ala., 
from May 10 to 13. 

Less than two weeks later, a ground-
breaking ceremony for the Marine 
Aviation Memorial Tower was held on 
Marine Aviation’s 100-year anniversary. 
The ceremony was held at the Veterans 
Memorial Park in Pensacola, Fla., where 
the tower will be officially dedicated on 
Aug. 20, the 100th anniversary of Lt. 
Cunningham’s solo flight. 

Lt. Col. William Rasgorshek, USMC, 
McCutcheon Squadron adjutant/treasurer, 
noted that the Memorial Tower “com-
memorates the incredible sacrifices made 
by Marines over the past 100 years in the 
defense of our great nation.”

Rasgorshek praised companies, 
such as MillerCoors, in supporting the 
Squadron’s mission to honor the efforts 
of all Marines in Marine Aviation. 

“Our motto is to ‘Honor the Past, Sa-
lute the Present, and Inspire the Future 
of Marine Aviation,’” he said. “With the 
help given by MillerCoors at every one 
of our events, its contribution and sup-
port of the military has exercised a very 
important relationship between a great 

American company and those who served in 
the military.” —MCH

This year marks the 100-year anni-
versary of Marine Aviation, and a 

series of Centennial Celebration events 
have honored all those who have served 
in Marine Aviation for the past 100 years.  

Marine Aviation was officially born 
on May 22, 1912, when 1st Lt. Alfred 
A. Cunningham, USMC, reported to the 
aviation camp that the Navy had set up 
at Annapolis, Md., to learn how to fly a 
plane. On Aug. 20, 1912, Lt. Cunning-
ham made his first solo flight in Marble-
head, Mass.

The Marine Corps Aviation Asso-
ciation (MCAA) is a non-profit orga-
nization that links the past, present and 
future of Marine Aviation through a va-
riety of events. 

This year, to celebrate Marine Avia-
tion’s 100th birthday, Marines from 
the MCAA McCutcheon Squadron at 
MCAS New River, N.C., planned four 
events in celebration of the Marine Avi-
ation Centennial. 

On April 26, a Bell Casting Cer-
emony took place in Cincinnati, Ohio, 
during which the Marine Aviation Cen-
tennial Bell marking the 100-year anni-
versary was cast and unveiled the next day.  

A Marine Aviation Centennial Celebration 

Honoring the Legacy of Marine Corps Aviation 

The Marine Aviation Me-
morial Tower, celebrating 
the 100-year anniversary 
of Marine Aviation, will 

be officially dedicated at 
Veterans Memorial Park in 
Pensacola, Fla., in August. 
(PHOTO COURTESY OF THE MCAA 

MCCUTCHEON SQUADRON) 
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