
cider category is experiencing decreases as these 
other segments are emerging.”

HIGHLIGHTING BEVERAGES
The Express and Express store Class Six depart-

ments are the leading beverage sales channel in 
AAFES’s network of stores. At a majority of installa-
tions, the DMM noted that the Express stores “are 
the only place to purchase alcoholic beverages, as 
we have closed many of the standalone Class Six 
stores. There are a few remaining, and the mission 
is to provide customers with the best assortment 
at a value. We do not advertise these categories 
outside of the store.”

Alcohol deglamorization continues to exert a 
strong influence on store layouts. MacFawn said, 
“We lead off our Express stores with the general 
merchandise, food, candy and snack categories. 
The Class Six department of Express stores has 
always been located towards the back of the store 
and this will not change.”   —E amd C NEWS

The Army & Air Force Exchange Service (AAFES) 
stands on the cusp of revamping the shopping 
experiences in both its Express and Class Six 

stores to keep pace with outside-the-gate consumer 
preferences. 

Although Express Stores have received several 
significant tweaks in recent years, such as the in-
sertion of island coolers where practicable, the 
change marks the first significant revamp of its 
convenience store interiors since the Express store 
re-brand in 2012, and standalone Class Six stores 
may also benefit.

SHOPPABILITY
Bridget MacFawn, divisional merchandise man-

ager (DMM) in the Exchange’s Merchandising Di-
rectorate (MD) who counts beverages among her 
responsibilities, noted that since August, AAFES 
has instituted a number of changes in these stores 
to further highlight these beverages, and these 
changes “have been well received.”

One of these is the updating of its sign kits used 
in these stores, “as our current signage does not 
speak to the newer emerging segments,” MacFawn 
explained. “We are developing new fixtures and 
signage that creates a better, easier-to-maneuver 
department for our customers to shop. We are 
adding informational and educational signage 
at the shelf to engage shoppers. Our intent is to 
enhance the customer’s shopping experience in 
the Class Six area.”

In addition, the 
DMM said that the 
Exchange is focus-
ing promotional 
displays and end-
caps “as more of a 
solution center that 
provides customers 

with recipes as well as all of the necessary ingre-
dients to make the drinks.” 

MacFawn added that AAFES is implementing a 
“New Item” section within each category, “to call 
out and highlight new items and seasonal items 
and make it easier for customers to identify hot 
new items,” she explained. 

SALES
Sales of both alcoholic and non-alcoholic items 

were somewhat static through December 2016, 
but some subcategories fared better than others.

The DMM reported that while soda, beer, wine, 
and water produced slightly slower sales during 
fiscal 2016, both spirits and new age beverages 
— including energy drinks — have generated in-
creased activity, helping the broader beverages 
category to produce slightly better overall sales 
than a year ago, with $724.00 million in activity 
moving into the last month of the fiscal 2016, 
a 0.15-percent increase from the $722.9 million 
produced a year earlier.

“The soda category continues to decline as 
customers are moving to healthier options such 
as water, isotonics and teas,” MacFawn said. “The 
beer category has been influenced by emergence of 
the craft segment and the new hard soda segments. 
The domestic beer category has been the most 
affected by the increased interest in craft beer.” 

The New Age beverage segment has benefited 
from continued vigor in energy drinks. “Sales con-
tinue to increase as new flavors and innovations 
are driving this category,” MacFawn said. Energy 
drinks are “posting some healthy increases primar-
ily driven by innovations in flavors. Functional 
beverages are emerging but are not contributing 
the same dollar increases as the energy category. 
The beer category is growing with the largest 
increases in craft and hard soda categories. The 

Category 
Prepares for 

New-Look 
Express, 
Class Six 
Stores

‘We are developing new fixtures and signage that create a better, easier to maneuver depart-
ment for our customers to shop. We are adding informational and educational signage at the 
shelf to engage shoppers. Our intent is to enhance the customer’s shopping experience in the 
Class Six area.’               — Bridget MacFawn, AAFES Divisional Merchandise Manager (DMM), Beverages and Tobacco
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AAFES fiscal 2016 year-to-date 
spirits dollar volume through 
September was more than 2.2 
percent better than the prior year. 
In the photo is a portion of the 
spirits assortment at the Pittsburgh 

Express, Moon Township, Pa.
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 Big Game 2017 Category Liftoff
The weeks leading up to this month’s Big Game 

were key to the beverage area getting off to a fast 
start in the new fiscal year. Exchange Beverages and 
Tobacco Divisional Merchandise Manager (DMM) 
Bridget MacFawn said that AAFES expected to get 
a 5 percent-to-15 percent sales increase on items 
that are promoted, which she said, “typically results 
in a 1 percent-to-2 percent sales increase for the 
overall category.”

The Exchange saw an overall increase in bever-
age sales during the two weeks preceding last year’s 
NFL Super Bowl, according to MacFawn. “Sales for 
non-alcoholic beverages were up 1 percent, beer was 
up 5 percent and spirits increased by 2 percent,” 
she noted.


