
On her experience at the SD’s 
helm, and the SD’s goals for the 

upcoming year … 
 
Ana Middleton: Our mantra in SD is “to get 

better, to explore the realm of the possible and to 
question all past processes with the goal of improv-
ing the customer shopping experience.” 

SD VP John Engroff and I are fortunate to have a 
strong team of VPs. Although all fairly new to their 
jobs, they have melded well as a team and consistently 
question the “sacred cows” of the past to deliver new, 

innovative solutions and results.  
With that in mind, we are working closely with Dan 

Tompkins, SVP of Logistics, and his team on supply 
chain optimization. We have a cross-functional team 
working to drive distribution center (DC) and in-store 
inventory efficiencies. Getting the right product to 
the right place, at the right time, and at the right cost 
is our shared vision. 

On the Information Technology (IT) side of the 
house, we are working closely with Gary Burton, chief 
information officer (CIO) for the Exchange, and his 
team to provide our associates with technology-based 
tools that leverage data to drive productivity efficien-
cies and solutions — allowing us to work “smarter.”  

As for unexpected challenges, I really can’t say 
there are any. I was fortunate to work under two great 
leaders in SD, my immediate predecessors Maggie 
Burgess and Dale Bryan, both of whom were trans-
parent in their leadership. Neither “sugar-coated” 
the challenges that face our business. And as I stated 
previously, I have a great team of leaders that con-
tinually challenge the “business-as-usual” mentality. 

The military resale world is constantly evolving, 
and these are definitely exciting times that we live 
in, and I am confident of the ability of the SD team 
to meet these challenges head on. 

As far as guiding the SD culture and direction, our 
associates are our strength and they have a commit-
ment and drive unlike any other retail organization. 
These associates work tirelessly to deliver the mis-
sion even when there appear to be insurmountable 
obstacles. The spirit of the Exchange associates will 
find a way to make it happen. 

The role of my influence in SD is to embody the 
Exchange core values, and then get out of the way of 
my team as they drive to deliver the mission.

 

On the outlook for 2012, and 
the SD’s areas of focus …

SD will continue to expand on the 2011 initia-
tives. Customers will see more Store-in-Store shops, 
improvements in our Snack Avenue offerings, assort-
ment refinements, and better in-stock performance 

‘I have a great team of leaders that continually challenge the  
“business-as-usual” mentality.’

 — AAFES Sales Directorate SVP Ana Middleton
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Meeting
Challenges

head On
To Improve the Customer 

Shopping Experience

With its widely diversified portfolio of merchandise categories and ser-
vices, the Army & Air Force Exchange Service (AAFES) must always be 

prepared to adjust for downtrends in one category while maximizing strength 
in another, so as to sustain a robust benefit for its patrons.

According to Sales Directorate (SD) Senior Vice President (SVP) Ana Mid-
dleton, AAFES will not be resting on its merchandising laurels, even though it 
has enjoyed sales growth of more than 6 percent through the first eight months 
of fiscal 2011, and a strong start to the holiday season. As the Exchange pre-
pared to enter the New Year, Middleton outlined the SD’s latest plans to opti-
mize assortments and services to best match up with patrons’ changing needs 
and expectations, and build upon 2011’s sales momentum.

Middleton
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with higher service levels due to improvements in the 
supply chain. We will continue to seek collaborative 
initiatives with other military resale activities, with 
the goal of improving the overall shopping experience.  

In Softlines, our focus will be targeted to enhance 
the shopping experience at small and remote loca-
tions. Space limitations have often been a challenge 
to offering our customers expanded merchandise as-

sortments. We are committed to meeting the needs 
of all of our Exchanges by creating solutions for our 
small stores such as travelling road shows, trunk 
shows and fashion shows. 

For 2012, our highly mobile customers will in-
creasingly turn to the Exchange Mobile Center and 
the PowerZone, for not only the latest phones and 
consumer electronics, but also for expert advice 

on how to use them. Already, nearly 80 per-
cent of the mobile phones we sell are smart 
phones, well ahead of the industry average 
of 49 percent. 

The opportunities to use these devices for 
more things will continue to increase as more 
consumer electronics — including TVs, gam-
ing systems, cameras, printers, and even home 
washers and utility systems — connect to our 
personal digital devices and the Internet. 

The expanded collaboration activities with 
telecom providers already underway, will start 
to be felt throughout OCONUS. Our largest 
service locations in Germany, Japan and Korea 
will be the first to see service refinements 

designed to better meet their needs in 2012. 
In our restaurant business, the introduction of 

Denny’s Express enhances the brand portfolio and 
provides increased options for dining. Froots comple-
ments our current offerings while providing build-
to-order salads and fresh fruit smoothies. Locations 
for both brands are in development for 2012.

On fiscal 2011 sales growth … 
This year has not been without its challenges. 

Currently year-to-date sales for 2011 are up 6 per-
cent, but most of that can be attributed to the sale of 
gasoline. That’s where we are seeing marked growth 
in our specialty stores. 

This doesn’t diminish the great things going on 
in our stores. We’ve seen increases in our retail food 
and snacks of greater than 6 percent over prior year. 
Our emphasis on the expansion of our Snack Avenues 
has truly paid off. The Snack Avenue concepts are 
mainly located in our Express specialty stores, but 
some are in our smaller main stores. 

‘In the newly renovated Exchanges, we 
have seen an overall increase in sales 
of 11 percent. Customers have been 
“WOWed” by improvements, and it 

shows in the numbers.’
 — AAFES Sales Directorate SVP Ana Middleton

Middleton’s message to 
Associates, personnel in 
The field, and AAFES’s 
Vendors and suppliers …

I’d like to thank our associates in the field and our 
vendors/suppliers for all they do to deliver the Ex-

change mission, day in and day out. Whether you 
are in brand new facilities, Operation Enduring Free-
dom (OEF) sites, or various contingency support tac-
tical field exchanges (TFE), our shared commitment 
to serving the brave men and women of the Armed 
Services is a calling few share. 

This past Veterans Day, the Exchange Affinity 
group HEROES — made up of Exchange military vet-
erans — brought in a guest speaker, Sgt. Maj. Blaine 
H. Jackson, USMC, from NASJRB Fort Worth, Texas, 
to speak to the associates at headquarters. Blaine 
paid tribute to our service by sharing one of his fa-
vorite quotes from President Ronald Reagan: 

“Some people spend an entire lifetime won-
dering if they made a difference in the world. 
But, the Marines don’t have that problem ... and 
neither do you, Exchange associates.” 

This tribute from Blaine speaks directly to the 
unselfish service, commitment and dedication of Ex-
change associates and our vendors/suppliers. You all 
truly have made and continue to make a difference 
in the world of military resale.
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Middleton at her desk. “Our mantra in SD is to get better, to explore the realm of the pos-
sible, and to question all past processes with the goal of improving the customer shopping 

experience,” she said. AAFES PHOTO BY DAN RODRIGUEz

A major focus for AAFES in 2012 and beyond, is refocusing the art and science of category 
management processes along more customer-centric lines. Kaiserslautern Military Com-

munity Center (KMCC) BX/PX, Germany. 
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and their families’ needs in an 
efficient and cost-effective way …

This is something any retailer grapples with: how 
do you offer scalable assortments to meet the unique 
diverse needs of the customers you serve? 

The Exchange — like the Defense Commissary 
Agency (DeCA) and our sister exchanges — is unique 
in this dilemma because we offer a worldwide as-
sortment no matter where our customers shop us. A 
Wal-Mart in Mexico, China, Japan, etc., buys/sells 
local goods to its customers so it can more easily tailor 
assortments to meet the needs of that demographic. 

The Exchange takes a worldwide assortment and 
tailors it to meet the demands of several environmen-
tal factors as well as demographic needs. While we 
do purchase local goods to give the unique ‘flavor’ 
of our various worldwide locations, the majority of 
our sales come from common worldwide offerings.  

A major focus for 2012 and beyond is improving 
our customer-centric category management process. 
We’re improving the process by using the resources 
of the Business Intelligence (BI) directorate to gain 
better purchasing insights into customer behavior, 
utilizing vendor/supplier/industry information, as 
well as tapping into the feedback garnered through 
social media.

Understanding today’s customer goes far beyond 
a basic demographic profile of their age, pay-grade, 
ethnicity, etc. Good category management today needs 
to understand how the 
consumer behaves — 
psychographics — and 
not “box” them in be-
cause of a preconceived 
notion that a retiree 
“should” buy in a cer-
tain way.  

Additionally, the 
Exchange is constrained 

On keeping pace with 
customers changing 

lifestyles ...
As our customers’ lifestyles demand easy and 

quick food options, the Exchange is keeping pace 
with the trend for convenient fast and fresh food by 
expanding our offerings in Snack Avenue. (For more 
information, see E&C News 2/11)

Non-alcoholic beverages are also seeing an upward 
trend, just not as steep as prior years, due to the shift 
in demand within contingency locations. 

A segmented look at our sales shows CONUS is 
up over 8 percent in sales from fiscal 2010. Energy 
drinks are still leading the surge in the beverage 
category. We anticipate seeing strong sales in retail 
food, snacks and non-alcoholic beverages into 2012. 

The Exchange is also seeing increases in our sport-
ing goods department of 14 percent due to sales of 
exercise equipment, bikes and the addition of firearm 
shops in select locations. The addition of firearms 
to the stores has been a huge hit with the military 
customer.

In our PowerZones, part of the main store foot-
print, computer hardware is also experiencing marked 
growth, with a 17-percent increase in sales, due to 
the introduction and quick adoption of tablet PCs. 

In the newly renovated Exchanges, we have seen 
an overall increase in sales of 11 percent. Customers 
have been “WOWed” by improvements, and it shows 
in the numbers.

 

On SKU rationalization, 
assortment diversity, and 

satisfying servicemembers 

in what it can offer because of varying sizes of facili-
ties. Stores located on smaller installations are the 
most challenging; how do we offer customers the 
same shopping experience as the “big dog” stores? 

Online expansion of brick-and-mortar assortments 
will help bridge this assortment gap. We’ve been able 
to offer a scalable solution in the wireless business by 
offering in-store kiosks in our larger stores. Comple-
menting the in-store experience, the online Exchange 
Mobile Center offers customers an expanded range of 
phones, accessories and service from Sprint.  

In Softlines, we have literally taken the expanded 
assortments on the road with traveling “trunk shows” 
to give customers in small store locations a broader 
selection of branded apparel. The Hardlines team 
continues to offer expanded assortments in electronics 
via the “road show” initiative. Our vendor partners 
are instrumental in helping us drive the “big store” 
experience by being on hand to provide customers 
with expert assistance on items not regularly carried 
in the stores.  

Lastly, we’re inviting our vendor/supplier partners 
to explore the merits of Scan Based Trading (SBT) 
with us in categories that truly benefit from regional, 
psychographic segmentation. 

A good example of this is the souvenir business. 
The assortment that is relevant to our customer in 
our Andrews Exchange, JB Andrews, Md., store is 
not meaningful to our customers at our exchanges 
in Hawaii. The opportunity to segment the needs of 
a particular customer and tailor the assortment to 
meet those needs is truly exciting.  —E and C NEWS
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From exploring new business methods with vendor partners in categories such as souve-
nirs that might benefit from specialized segmentation, to traveling trunk shows and fash-
ion shows, AAFES is pursuing a range of outreach solutions and efficiencies for installations 

of all sizes. Fort Lewis Exchange, JBLM Lewis-McChord.
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