
breakfast products with their hot beverage. We 
have a very enticing coffee program, and we see 
growth based all around that. 

E and C News: Will you have other flavored bever-
ages like the flavored lattes, still available?

Olney: We have those available currently in 
our Bunn iMIX machines, but we are expand-
ing the coffee in other ways. For example, we 
are going to be offering iced coffee in our stores. 
That will be rolling out later this month or early 
in January, in all the current Express stores that 
have fountain programs with the ice machines. 
The next step to that coffee evolution will be cold 
brewed coffee using a premium stronger coffee, 
the type of program you see now in coffee stores 
such as Dunkin’ Donuts and Starbucks. 

Offerings like that allow us to meet customer 
demand for a premium coffee destination but 
without the premium prices.

E and C News: Who is the supplier for Premium 
Java?

Olney: We buy from one of the major roasters 
for premium coffee beans; it’s actually the same 

There’s a lot more to business than 
meets the eye when it comes 
to military patrons’ simple gas/

convenience store fill-ups and coffee 
stops. Using data mining, Army & 
Air Force Exchange Service (AAFES) 
executives have learned more about 
how their customers shop, what they 
buy in a single trip, and perhaps 
more importantly, about what other 
types of items they are interested 
in buying when they come in for 
a simple cup of coffee or breakfast 
sandwich.

For today’s Express stores, the foundational 
cup of coffee has become more of a hub around 
which “armfuls” of additional potential purchases 
revolve. What this means for AAFES c-store opera-
tors is starting with a great premium coffee and 
breakfast program and building a full comple-
ment of special offers and combo deals around it. 
AAFES’s Paul Olney, buyer, C-Store Food Service 
and Randy Demster, buyer, Direct Store Delivery 
(DSD), Dry Grocery, Meat Snacks, Bakery, and Da-
vid Arens, divisional merchandise manager, Retail 
Food, discuss why building the basket begins with 
more than just a “cup of Joe,” and ends with a 
full day’s worth of supplies and a loyal customer 
for the duration.

E and C News: As AAFES is revamping its Express 
stores, what are your plans for breakfast solutions 

in Express and convenience stores?

Paul Olney: There are a lot of things we really 
want to emphasize with breakfast. We follow the 
industry trends and we see that when a customer 
comes in for breakfast, typically they will also 
come back multiple times per day — that happens 

because we have become known to them as their 
stop for prepared food and other meal solutions. 

Another part of our new plans for 2017 is that 
we have a very strong coffee program with Premium 
Java, which allows us to offer high-end coffee 
beans. The branding and the quality of the cur-
rent coffee program is a story we want to get out 
to our customers so that they understand exactly 
the nature of the bean and the characteristics 
each type possesses. That will be accompanied 
by descriptives on signage in the Express/Snack 
Avenue coffee areas. 

We will also have a robust program of limited 
time offers (LTO) for coffees that we have planned 
for 2017. Unlike in the previous year, where there 
was a lot of emphasis on flavored coffees, we’re 
going to be putting more emphasis on premium 
coffees. For example, in January and February, we 
have a coffee coming from the Andes Mountains 
in South America that’s a very premium bean. 
That one is called Bold Altitude, and that will be 
followed by a Nicaraguan organic offering, which 
again is a premium bean. 

We find that when you follow the c-store trend, 
68 percent of the c-store customers will buy other 

Breakfast and Great Coffee —
Just the Beginning … Arens

Demster

Olney

Prioritizing premium coffee at the heart of its Snack Avenue 
operations is seen as a key to galvanizing store traffic and 
attachment sales, whether here at Camp Humphreys, 
Korea, or anywhere in AAFES’s Express store network.

Popular convenience store choices at Fort Hood, 
Texas, all offered conveniently in one area.
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Olney: Breakfast pizza from Hunt Brothers 
Pizza is another new offering. We currently have 
17 Hunt Brothers Pizza stores in CONUS and in 
Europe. In addition to their regular pizza, they 
also have a breakfast pizza that is incredibly tasty. 
I tried the competitive brands in the other c-stores 
in the area, and there is just no comparison. It’s 
a really delicious breakfast pizza. It’s on a butter 
crust with egg, bacon and some other breakfast 
meats, and cheese.  

Demster: When you’re talking about breakfast, 
especially on the Express side, you really have to 
talk about our everyday brands that we carry, and 
also the pastry side. We sell a lot of donuts; we 
sell a lot of honey buns, so that’s a destination 
for our patrons who are coming in for breakfast.

We have a lot of nutrition/granola bars, cereal 
bars and Pop Tarts — those are our top drivers. 
Our No. 1 bar in breakfast is actually a NutriGrain 
Strawberry bar. Those bars and cups are attractively 
priced at anywhere from 79 cents to $1.19.

We are looking at healthier options. We’re look-
ing at merchandising or rolling out  — probably 
during the first part of next year — a rack that 
will have bananas at the top level, and some more 
breakfast-type items and snacking items on the 
other levels.

We’re trying to appeal to that customer and give 
them the healthier options they want. Along those 
lines, we’re looking at bringing some organic-type 
items into the assortment to try to go healthier. 
However it’s important to understand that our 
customers are looking to fuel up for the day, so 
sometimes healthy and fueling up really do not go 
together because they are looking for that sugar. 
We sell a lot of Pop Tarts and granola bars, and we 
do sell the oatmeal cups — those types of items 
are driving that part of the business. 

On the pastry side, we’re launching McKee 
Foods out in our CONUS locations; it’s a coffee 
house brand. It focuses on higher-end pastries. 
We’ve had approval to launch that into the stores.

Arens: Deli Express is also revamping their 
assortment with a packaging and marketing up-
date. Everything in their DSD line is changing 
from the Deli Express name to the new Simply 
Kitchen name, but it is still through Deli Express.

Demster: We’re just launching the Krispy Kreme 
brand to Europe. The two-pack donut is just kick-
ing off overseas. Krispy Kreme in Europe has had 
a tremendous amount of volume. It launched 
Nov. 10, 2015, so we have come around full cycle 
now. We’re expanding out to a two-pack to give 
them a better option — the singles were an issue 
as far as some of the write-offs, so we have come 
up with a two-pack solution that will help them 
cut down on that. 

Arens: It will also help them to go to more 
places.

Demster: We are also shipping some of that 
product frozen, so we can ship out farther from 
our bakeries to other locations in Europe.  

roaster as the one that makes the high-end cof-
fees for Dunkin’ Donuts and McDonald’s McCafe’

We also buy high quality coffee beans for re-
sale. Randy, do you want to talk about the cof-
fee, because we also sell our own brand of Java 
coffee grinds.

Randy Demster: We carry a 12-oz. bag in our 
set today, at the premium level. It’s a European 
blend that we carry in our dry grocery section.

  
E and C News: Is that AAFES’s branding or the 

manufacturer’s branding?

Olney: That’s the Exchange’s brand of coffee. 
It doesn’t belong to anyone. It is ours exclusively.

E and C News: Who is the supplier?

Olney: Most consumers wouldn’t know it. It’s 
better known to people who are in the trade. 
They are S&D Coffee [Editor’s note: S&D Coffee is 
a subsidiary of Cott Corp].

E and C News: You mentioned the Exchange is 
building strong sales “around” its coffee programs?

Olney: The interesting thing is when we look 
at our sales; some of our top items in “hot-to-go” 
sandwiches are the breakfast sandwiches, the muf-
fins, and the breakfast croissants. As a result, we 
are continuing to strengthen that product line 
and will be offering new products to maximize 
that in 2017. 

E and C News: Are other types of product involved?

Olney: Roller grill is also strong for us and one 
of the very top SKUs is a product that is called 
French Toast, from Ruiz Foods. It is a French Toast 
product with a sausage link in the center. It scans 
through the point of sale (POS) as a Tornado. 

Sometimes, when you are talking about break-
fast in the hot-to-go segment, there’s a blurring 
of the lines, if you will, because hot dogs are also 
popular for breakfast in AAFES stores. Products 
that are traditional lunch and afternoon meals 
are also consumed for breakfast by our patrons. 

 
E and C News: Any other items that are popular 

in hot-to-go that you can mention?

Olney: Our worldwide sandwich supplier is Deli 
Express and their hot-to-go breakfast sandwiches 
are the top brand. One of the best selling ones is 
the sausage, egg and cheese sandwich.

E and C News: Regarding “healthy-for-you” of-
ferings, is there any interest from the patrons in 
the commercial-style flatbread sandwiches with 
the vegetables embedded in the bread or anything 

like that?

Olney: Well, on the healthy side, we also sell 
quite a few bananas. In total heat-and-eat and 
Snack Avenue sales rankings, bananas are No. 
9, so there are a lot of health-conscious custom-
ers that are picking up bananas. But we do have 
healthier options like a sandwich that is made 
from egg whites.

 
E and C News: As far as anything new or hot in 
the Snack Avenue or breakfast items area. Is there 
anything new that you are introducing there?

Roller grills at Fort Hood, Texas, offer hot dogs 
and a drink. AAFES has its roller grills running 

all day long at certain locations.

Hot-to-go breakfast sandwiches are popular 
choices at AAFES c-stores, including at JBSA 

Fort Sam Houston, Texas.
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E and C News: Have you seen any troop movement 
or increase to drive those numbers? 

Demster: No, it is actually the opposite. It’s a 
downward trend. So they are buying more break-
fast-type items even though the troop trend is 
downward. 

E and C News: Is that increased breakfast 
business raising the boat in any of your other 

subcategories?

Olney: On that point, we have a program 
called “1010data,” and you can put an item in 
there and it will show the affinity, or which 
products customers are buying along with 
that item. 

For example, the top breakfast item is the 
sausage, egg and cheese sandwich. When you 
input that query, the results are very inter-
esting, the affinity, or what attaches to that 
product are multiple other breakfast items. 
It shows us that when people come in to buy 
something, they are not just buying one; they 
are grabbing armloads. It partially explains 
the increase we are seeing in the trend even 
though our troop numbers are down.

When they are coming in, they are coming 
in hungry, and we are satisfying their needs. 

We have the products they want; they are buying 
them in multiples. 

E and C News: Are you seeing similar affinity habits 
in the lunch day part to support snacking in the 

afternoon?

Olney: One of the affinities that I have run 
recently is with Hunt Brothers Pizza. It’s interest-
ing in the fact that the normal things go with it 
that you would expect, the fountain drinks and 
the package beverages, but there’s also a very high 
affinity for other food items. They are buying roller 
grill hot dogs and Tornadoes and sandwiches. 
Again, it is as if they are coming in and going 
out with armloads. 

I think the key is, and what makes us so pleased, 
is that we want to be — especially in stores with 
Hunt Brothers Pizza — known as a foodservice 
destination. Once that’s established, the patrons 
know that they can get not only the roller grill 
but also the hot pizza, the hot wings, wing bites, 
and many other food products with it. 

E and C News: It looks like the sky’s the limit for 
what you can offer. Are you cannibalizing the 

name brand foodservice business?

Olney: The interesting thing is that reading 
NACS and the other c-store magazines, the canni-
balization is very minimal. Granted, there’s some, 
but if anybody wants a Popeyes chicken, that is 
where they are going to go. They are not going 
to necessarily come into the Express. 

But if they go in, and tank up with gas, and 
we’ve got a hot fresh pizza, and that’s what they’re 
hungry for, then we are capturing those sales. But 
typically, the industry does not show that there 
is a lot of cannibalization.

—E and C NEWS

E and C News: When it comes to marketing and 
promotion, what’s important for AAFES and its 
suppliers regarding supporting these plans and 

products?

Demster: We are really getting behind the “buy 
more, save more” concept. Multiples encourage 
customers to trade up and buy more to save 
more. We are doing a lot of promotions on 
those items in the Expresses. Starting this 
year and going into next year, we’re going to 
be focusing on buy more/save more, product 
demos and new item introductions. Because 
a lot of these new items are impulse buys, we 
want to pass along those deals and encourage 
the customer to buy more and save more to 
take advantage of the savings.

In-store demos and sampling are two of 
the important things we emphasize to our 
brokers and vendors especially when there 
is a new item introduction. We want that 
excitement, and we want that excitement 
in the store, and most importantly, we want 
the customers to taste the product and see 
how good it is. In-store sampling is very im-
portant for us. 

On the marketing aspect of that promotion 
we talked about earlier, we have a beautiful 
coffee program. The beans are very premium, 
and we need to do a better job in telling the 
story. That’s one of the things we are going to do 
in 2017. It’s key because once the customers are 
in the store buying coffee, they’re buying other 
products too.

At the Express, every quarter we have new 
combo deals, and we have two options in the 
morning for breakfast, two for lunch and two for 
snacking. Those combo deals are also an excellent 
value for the customers. It’s typically a breakfast 
sandwich, coffee and a piece of fruit. 

 
E and C News: All-day breakfast is trending again. 

How important is that to Express stores?

Olney: Regarding all-day breakfast, one thing to 
consider is that many of our customers at the larger 
installations are on 24-hour shifts, so breakfast 
could be any time of the day. We have the roller 

grills running all day long. We have planograms 
out for different day parts, and we also have the 
island coolers with breakfast options available 
there, too. In the freezer doors, there are always 
breakfast burritos and breakfast sandwiches, and of 
course in the stores that have Hunt Brothers pizza, 
breakfast pizza can be made any time of the day.

E and C News: How are customers responding to 
frozen items and microwave in-store?

Olney: We do have commercial grade micro-
waves in the store, and typically, the trend would 
be about 60 percent microwave in the store, 40 
percent take them back to the barracks or take 
them home to microwave them. 

E and C News: What were sales of breakfast items, 
or sales during the breakfast day part during year-
to-date fiscal 2016, in either AAFES stores as a 

whole or Express stores?

Demster: My breakfast planogram that I have in 
store — this is just breakfast excluding pastries — is 
showing that it was up by 4.96 percent in dollars 
and 2.85 percent in units for 2016 versus 2015.

AAFES research found that following a trend, most of its 
c-store customers will buy other breakfast products with 
their morning beverage. JBSA Fort Sam Houston, Texas.

Energy drinks and nutrition bars are top choices and attach-
ment items during breakfast and other day-part trips at AAFES 
Expresses, including here at JBSA Fort Sam Houston, Texas.
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