
The Air Force’s share of the military alcoholic and non-
alcoholic beverage market is largely driven by instal-
lation nonappropriated fund (NAF) activity managers, 

local policies and demographics, said Fred McKenney, the Air 
Force Personnel Center’s chief of Air Force Food and Beverage 
Development.

According to McKenney, the Air Force maintains contrac-
tual agreements for the resale of non-alcoholic categories, with 
Coca-Cola fountain beverages, and Starbucks coffee and tea 
products under the “We Proudly Serve” program.

“Under the alcoholic category, each installation establishes 
its own nonappropriated fund purchase agreements with ven-
dors from the local areas,” he noted.

Beverage Category PurChases
When making beverage category purchases, “Managers 

take into consideration price points, customer demographics 
and preferences, as well as product availability by location,” 
McKenney said.

“While we have long-term relationships with our suppliers, 
it is always important to continually evaluate a company’s ex-
perience and performance when establishing any supply chain 
relationship,” he continued. “We are always willing to try out 
new products or items based on emerging trends, and we look 
to our suppliers for promotional, customer service support and 

feedback expertise from within 
their product market.”

Beverage trends
Looking at what he charac-

terized as “extracted data provid-
ed from our overall consolidated 
beverage reports,” McKenney 
told Military Club & Hospital-
ity that specific beverage trends 
across both non-alcoholic and 

alcoholic categories 
have continued to 
impact the popular-

ity and sales of these products this 
year, “particularly healthier bever-
ages with lower/zero calories and/
or low carbs, and flavored waters.” 

The Coca-Cola Company has 
developed two products that McK-
enney said fit into this “healthier” 
beverage option.

One prime example of this 
trend in the non-alcoholic catego-
ries is Coca-Cola’s Coke Zero, a low-calorie soft drink — 0.50 
calories per 150ML according to the company — which is spe-
cifically marketed to men.

“Coke Zero is increasing in popularity over traditional and 
Diet Coke,” McKenney said, adding that this product is just 
one of the beverages on the market today that reflect custom-
ers’ desires to add healthier drinks to their personal diets. 

“The availability of bottled water, and the assortment of 
carbonated and noncarbonated options continue to increase in 
popularity, such as the Dasani product line,” he noted, a line of 
water with added minerals. 

Energy drinks have quickly risen to become some of the 
most popular drinks for service members, perfect for their on-
the-go lifestyles. However, in recent years, these drinks have 
come under intense scrutiny in both the military and civilian 
world concerning their safety.

“While we see the energy-drink trend continuing, there is 
hesitation within the Air Force to recommend or promote the 
use of these products, and until additional guidance or infor-
mation is provided, many will continue to question the safety 
of some of these products,” McKenney said.

In the alcoholic categories, McKenney noted that fitting 
these items into a healthier lifestyle is not as large an issue as 
point of origin and overall popularity are. 

“The ‘American’-style domestic beer continues to remain 
steady, with products produced by Budweiser, Miller and Co-
ors,” he said, while in the import beer category, “We continue 
to support customer desires through the sale of Heineken, Dos 
Equis and Corona.”

Trendy, 
Seasonal 
Items 
Generate 
Excitement Bottled water, including 

product lines with added 
minerals, continues to in-
crease in popularity. Pic-
tured here, a triathlete 
drinks water during the 
2012 Round the Rock Tri-
athlon at Little Rock AFB, 

Ark. 
U.S. Air Force photo by Airman

1st Class Rusty Frank
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Blend, Peppermint Mocha, Ginger-
bread Latte and Eggnog Latte.  

Additionally, other specials in-
clude Tazo tea blends such as Chai 
Tea Latte, Eggnog Chai Latte, 
“and year-round fresh made-to-order hot chocolate is always 
available,” he said.

Although personal desires and the time of season do influ-
ence beverage popularity, McKenney noted that popular bever-
ages vary by region and location, “Therefore, our data considers 
only nationally recognized distributors,” he explained.  

“In general, during the cooler months of the year, alcoholic 
beverages such as beer and distilled spirit sales remain steady,” 
he said. “There are pockets of increased sales of non-alcoholic 
beverages in the operations which feature a Starbucks ‘We 
Proudly Serve’ program.”

However, top sellers are not necessarily impacted during the 
cooler months. “Bottled water, energy drinks and specialty cof-
fee sales remain strong throughout the year,” McKenney said. 

Beer sales also remain steady throughout the year, and 
McKenney said that in this category, he anticipates maintain-
ing current usage levels during the fall and winter months. 

“Typically, vendors work closely with installations to of-
fer seasonal fall or winter products, many of which are found 
within the craft beer product line,” he said. “There is no re-
quirement to stock up with inventory as, historically, vendors 
warehouse a sufficient amount of product. Our operating mod-
el requires deliveries two times per week, which allows us to 
maintain adequate levels to support popular products.”

Promotions
Whatever the season, “the importance of promotions and 

product displays are essential elements in the marketing mix,” 
McKenney said. “Food and beverage operations, both large 
and small, use these tools to inform, persuade and remind cus-
tomers about the products and services they offer, and without 
these types of promotions, brands may become stagnant and 
lack substantial growth.”  

Installations develop internal promotions or receive point-
of-sale (POS) materials from vendors to promote products 
“within the four walls of our operations,” he noted. 

McKenney said that new beverage programs or promotions 
relate to the non-alcoholic beverage category and Air Force 
Food and Beverage Development’s affiliation with the “We 
Proudly Serve” program from Starbucks.  

“Upcoming promotions will focus efforts on the fall and 
winter holiday season,” he added.

 —MCH

Craft beers are also making their mark. “We see continued 
support for nationally-recognized manufacturers, such as the 
Samuel Adams line,” he said.

Wine and spirits are also popular beverage choices. “Re-
garding wine, we continue to see purchases of common va-
rietals of Merlot, Chardonnay, White Zinfandel, Shiraz and 
Cabernet,” McKenney noted. “Distilled spirits’ prevailing 
trends include rum, vodka and tequila-based beverages; fla-
vored martinis with citrus, mandarin, or apple, and an array 
of specialty margaritas, such as mango, raspberry, strawberry, 
strawberry mango and blue pacific.”

However, the current trend is that flavored vodkas, which 
were once very trendy and stylish to drink, “are not as popular 
as they once were over the past few years.”

seasonal, one-time Buys
Although McKenney said that Air Force Food and Bever-

age Development is not involved in the purchasing of products 
at its level of organization, “We continue to educate and en-
courage managers at the installation level about the importance 
of seasonal and one-time-buy (OTB) products.”

Seasonal or a one-time purchase of products can create a 
predictable cyclic or “repetitious behavior” in demand for any 
product offered, he explained. “The theory behind distinguish-
ing seasonal products from non-seasonal is the difference be-
tween fluctuations in demand due to the normal activities such 
as price- or promotionally-driven demand that varies indepen-
dently of season.  

“Seasonal factors cause demand variations that are tied to 
weather, holidays or specific events,” he continued. “For ex-
ample, our program with Starbucks coffee and tea products 
shows winter seasonality. Warm beverages, in general, show 
an affinity for cold-weather sales and a decline during warmer 
periods, and likewise, during the warmer months, as we sell 
more iced beverages.”

Looking to the fall season, as the weather cools off from the 
summer heat, McKenney said, “We anticipate seasonal trends 
to continue with non-alcoholic products such as those found in 
our specialty coffee programs with Starbucks.”

Generally, McKenney said that during this period of the 
year, there is an increase in demand for warm/hot beverages, 

such as coffees, teas, 
and hot chocolate.

Later in the year, as 
the fall season moves 
into the colder winter 
season, he noted that an 
initiative such as the spe-
cialty coffee programs 
with Starbucks feature 
appropriate warming-up 
choices such as Pump-
kin Latte, Salted Cara-
mel Mocha, Carmel 
Apple Spice, Christmas 

The Ten Pin Grill at MacDilll AFB, 
Fla., offers a full selection of alco-

holic and non-alcoholic beverages. 
U.S. Air Force photo by Airman Basic David Tracy

Senior Airman James 
Allen, a food service 
journeyman with the 
436th Force Support 
Squadron, prepares 

a box lunch in the In-
Flight Kitchen, Dover 

AFB, Del. 
U.S. Air Force photo by Roland Balik
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