
• Enhanced mobile shopping experience.
• Military Star Card pay/mobile wallet.
• Wi-Fi in all stores to enable shoppers and 

associates to access Exchange assortments beyond 
the physical walls of our stores.

• Beacon technology that senses when you 
enter a store and sends an offer based on past 
buying behavior. Imagine walking into a food 
court or Express and receiving an offer on your 
phone for one of your favorite lunchtime meals.

• Digital signs that help customers with “how 
to” videos, explain technology or highlight ex-
tended size options available online.

• Electronic shelf labels that allow for timed 
promotional events across all channels.

• Loyalty/reward app that not only tracks and 
rewards purchases but also acts as an electronic 
key when visiting an Express store to pick up an 
online order from a “pickup” locker … or acts as a 
beacon for a concierge service to deliver products 
to a customer’s car … and the list goes on.

CUSTOMER INSIGHTS
All these technology solutions are exciting to 

talk about, but the true differentiator in retail to-
day is data. Understanding our customers’ buying 
habits in stores and online will be critical. 

Corporately, we are in the beginning stages 
of gleaning customer insights from the data we 
have to help us personalize marketing, making 
each outreach engagement meaningful to each 
customer. 

2017 promises to be a year full of excitement 
and opportunity! I look forward to strategizing 
with you at the MSM/GM Conference to create 
new and creative ways to interact with customers 
and take the shopping experience to the next level.

—E and C NEWS

“W elcome Home” is our 2017 
battle cry — as we reintroduce 
approximately 15 million “re-

turning” customers to the Exchange via 
the Veterans online shopping benefit 
(VOSB). As the daughter of an Air Force 
chief master sergeant, I could not be 
more excited about the future of the 
Exchange as we prepare for the his-
toric launch of the VOSB on Veterans 
Day 2017!  

Delivering this benefit will take un-
paralleled teamwork across the entire 
enterprise. Although the extension 
of the benefit is for online shopping 
only, region senior vice presidents/vice 
presidents (SVPs/VPs), store managers 
and associates play an active and vital 
role in the successful rollout and ongo-
ing success of the VOSB. Through our 
Ship-from-Store (SFS) program, we will 
finally “open” the doors of the largest military 
exchange to our veterans and in doing so, increase 
our fulfillment center coverage with a ship point 
“virtually” on every installation … consequently 
lowering shipping costs and getting product to 
our customers faster.

Lines across channels are blurring, and the 
customer is definitely in the driver’s seat in a world 
where anything you desire is just a click away.  

While the VOSB launch is critical to securing 
the benefit for future generations, we must also 
be focused on the continual improvement of our 
brick-and-mortar experience. Even in 2017, there 
are still many customers who enjoy the physical 
experience of shopping — touching the fabric, 
trying on the lipstick, experiencing the sound of 
a speaker, etc.  These customers want an elevated 
experience and our BE FIT, Beauty Bar and updated 
PowerZone concepts are designed to keep them 
coming back for more. 

BUILDING A STRONG SERVICE FOUNDATION
These past five years, our “Intensifying Na-

tional Brands” strategy focused on elevating the 
customer shopping experience — both in-store 
and online — to create solution-based environ-
ments. Customers’ “in-store” expectations have 
changed dramatically.  

Stores like Sephora and Ulta are true category 
disruptors, elevating the shopping experience to 
be responsive to how “she” shops … not how the 
industry wants her to shop. These stores have 
associates who actively engage with their custom-
ers, assist them on the sales floor and proactively 
recommend solutions for their lifestyles. This is 
what customers are demanding today — and it 
must become our standard of service. 

It sounds like such a basic idea — one that we 
all learned during our customer service training 
— “be there” for our customers. Engage, assist 
and recommend must become our service mantra.

BOUNDARY-LESS IS THE NEW BLACK
Technology will be key to creating an 

environment that is unconstrained by walls 
or devices. We have many near- and long-
term technology initiatives to include, but 
not confined to, the following: 

• Near/real-time inventory feeds will 
drive on-hand inventory SKU credibility 
and enable pickup from store and concierge 
curbside service.

‘Lines across channels are 
blurring, and the customer 
is definitely in the driver’s 

seat in a world where 
anything you desire is 

just a click away.’
— Ana Middleton, AAFES President and 

Chief Merchandising Officer

The Next Level 
Of Shopping Experience

Customers always come first. 
AAFES customers want an elevated 
experience, and the Beauty Bar 
— this one at Fort Hood, Texas 
— is among the variety of con-
cepts the Exchange offers that are 
designed to keep them coming 

back for more.

AAFES PHOTO

Ana Middleton

President and Chief 
Merchandising Officer
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has proved to be a recipe for success for the Food 
team. The team opened or converted 61 new res-
taurants and yielded $121 million in year-to-date 
earnings in fiscal 2016.  

The lineup for 2017 will include brands and 
choices that are desirable not only for lunch during 
the workday, but also meals for servicemembers 
and their families on nights and weekends. 

Initiatives in 2017 will include expansion of 
existing brands, evaluating emerging trends and 
providing healthy food options. In support of the 
Department of Defense’s (DoD) Healthy Army 
Communities and the Exchange’s BE FIT initia-
tives, the Exchange opened 10 Boston Market, 
seven Qdoba and one Freshëns Studio restaurants 
in 2016. The second Freshëns is due to open at 
Eglin AFB, Fla., in the spring of 2017.

FUEL OPERATIONS
2016 was a great year for Fuel Operations. 

Gross profit was up $10 million. The Veeder-Root 
Automatic Tank Gauge (ATG) that piloted late 
2015 has successfully been implemented, and 192 
locations in CONUS have been upgraded. With 
24/7 monitoring of the system and hourly fuel 
reconciliation, the Exchange can expect to see a 
return of at least $1 million in reduced operational 
and inventory variance cost.  

In 2017, Fuel operations will move forward 
to the next phase with another productivity-en-
hancing, cost-saving initiative: centralized pricing. 
The benefits for Exchange operators will include 
access to daily margins and the availability of 
margin history online for all locations. Fuel prices 
will be monitored daily, enhancing our ability to 
stay competitive.

The Services, Food and Fuel team is passionate 
about improving the quality of life for Soldiers, 
Airmen and their families by providing the prod-
ucts, services, fuel, entertainment and food options 
wherever they live, work or play. 

We look forward to developing new ways to 
provide Exchange customers with products and 
services they need and want. They deserve it, and 
that’s what “family serving family” is all about.

—E and C NEWS

Much like a master planned community, the 
distinctive categories of businesses that com-
prise the Services, Food and Fuel Directorate 

— Services and Vending; Food (Restaurant and 
Plant Operations, Student Meal Program, Inventory 
Management and Motion Pictures); Fuel Opera-
tions and the Community Development Initiative 
(CDI) — came together to serve Airmen, Soldiers 
and their families in areas where they live, work 
and play in 2016.  

A compelling mix of products, services, fuel, 
entertainment and food options are being offered 
at Exchange locations to improve the quality of 
life and positively impact the community, provid-
ing a sense of place that elevates the customer 
experience and cements the Exchange’s relevancy 
in today’s increasingly competitive retail arena. 

The steadfast commitment to the corporate 
strategic objective of improving the customer ex-
perience by intensifying the presence of national 
brands and growing concessions in Exchange malls 
within each category of business yielded great 
financial results.  

As of Jan. 15, 2017, Services and Food sales 
were $2 billion, or $40 million above the prior 
year and $51 million ahead of plan. Total Services 
and Food Directorate (SFD) earnings including 
fuel were $410 million, or $12.1 million above 
the prior year and $28 million ahead of plan. 

Collectively, 115 new branded Services and 
Food concessions were added to the Exchange 
portfolio in 2016. The pursuit of new business 
and vertical growth with current business partners 
are both on the agenda for 2017, with more than 
100 openings projected. 

CUSTOMIZATION AND CONVENIENCE
The Services and Vending team had a great 

2016 and plans to continue the trend in 2017. 
The team opened more than 50 new branded 
businesses in fiscal 2016, and will continue to 
pursue new business and grow existing business 
with a concentration on optimizing sales and 
profitability per square foot. 

Seventy new businesses are projected for 2017, 
with Claire’s, Haggar, dental clinics, vision care and 
car washes under expansion. The team continu-
ally canvasses the marketplace for new additions 
to improve the customer experience. Exchange 

Services business man-
agers complement these 
openings by adding lo-
cal and regional busi-

nesses to the Exchange portfolio.
The Services team continues to work the Con-

cession Point of Sale (CPOS) and the Property 
and Asset Management (PAM) projects. These two 
initiatives will improve data capture, analysis and 
information availability pertaining to our Exchange 
Shopping Center businesses. 

These projects further automate Services pro-
grams and leasing capabilities, providing the foun-
dation for customization that will be needed to 
remain competitive.

The Services team is introducing a new look for 
Exchange malls. The new designs will attract and 
capture customers’ attention with convenience 
and a welcoming, modern and vibrant design.  

CREATING COMMUNITIES
The Community Development Initiative (CDI) is 

making significant strides in creating environments 
that will attract servicemembers and families by 
providing a vibrant community destination with 
new entertainment and dining options. 

Improving the quality of life and taking care 
of those who serve are the primary goals of the 
Freedom Crossing initiative. The effort resonates 
with Exchange customers, and if we ever doubted 
it, the success of Freedom Crossing at Fort Bliss, 
Texas, is an indicator that we are on the right 
track! Third-party leasing is at 85 percent with 
$4.15 million in revenue for 2016 and projected 
revenue for 2017 at $4.30 million.

Serving the needs of Exchange shoppers who 
live, work and play on military installations while 
creating a premier shopping, dining and enter-
tainment destination for authorized patrons who 
reside off base, takes time and careful planning. 

The next implementation of the Freedom 
Crossing brand will be at Fort Bragg, N.C. The 
entertainment center is 94 percent leased with 

construction scheduled to be-
gin in the fall of 2017. Freedom 
Crossing at JB Lewis-McChord, 
Wash., will follow suit in 2018. 

RECIPE FOR SUCCESS 
Providing fast food, healthy 

options and engaging experiences 

‘Family Serving Family’ 
Where They Live, Work and Play

More than 115 concession name 
brand businesses are projected to 
open in Exchange malls this year, 
joining an already bustling array of 
restaurants serving customers on 
a worldwide basis, including this 
dining option at Fort Bragg, N.C.
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Trinidad “Trini” Saucedo

Senior Vice President (SVP), 
Services and Food Directorate
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F iscal 2016 was a challenging year for Softlines. 
Not only were we faced with tough competi-
tion from other brick-and-mortal retailers, 

but we also competed against an endless array 
of online product offerings. Economic factors 
such as the military drawdown in Europe added 
to the pressure as we strived to maintain sales 
and protect gross margin.  

Despite these challenges, our efforts to en-
hance the customer shopping experience both 
in-store and online have proven to be success-
ful in retaining relevancy with our customers. 
Fortification of existing national brands and 
staying abreast of newly emerging ones has 
contributed to our success.  

A few examples of our endeavors include 
the revamping of how we merchandise athletic 
apparel and footwear with the BE FIT concept 
in repositioned stores, the creation of fashion 
accessories shops, and a renewed focus on foot-
wear and ladies intimate apparel merchandise. 
All have shown strong sales growth and profitability.  

Introducing new brands and expanding the selection of top-selling brands 
has accelerated growth in the outdoor apparel category.

CATERING TO NEW SHOPPER BEHAVIORS
In 2017, merchandising solutions at brick-and-mortar locations and shop-

myexchange.com will cater to the new lifestyle and shopping behaviors 
of military shoppers. Additionally, considerations for improved inventory 
productivity and reduction of lost sales and margin improvements, have 
all been embedded into our strategies. 

Updating the “Intensifying National Brands” strategy is not just about 
adding concept shops. Currently, our sales floor is at capacity due to the 
number of concept shops we have introduced in the past few years. 

Evaluating each brand’s lifecycle and scrutinizing return on investment 
(ROI) for the space each brand occupies will be a key measure when deter-
mining whether to expand or contract a brand’s shops in 2017. Our goal 
is to rejuvenate and create excitement on our sales floor with the most 
trending, relevant brands in the industry. 

APPAREL INITIATIVES
One category that will continue to expand in 2017 is the casualization 

of fashion “Athleisure.” More main stores will be retrofitted with the BE 
FIT concept and continue to grow athletic apparel and footwear sales from 
national brands such as Nike, Under Armor and Adidas.

Making a value statement is a balance! In 2017, we will campaign ag-
gressively to establish the customer’s pricing perception of the Exchange 
as unquestionably the best value.  

Our marketing team will introduce new signing elements to enhance 
existing value statements. Additionally, buyers will scour the markets to 
procure quality garments at the best price possible. 

Since its launch in 2012, we have continued to deliver on our promise 
to deliver value in Children’s apparel. The Children’s apparel assortment 
has maintained quality, fashion and value with price points of $5, $7.50, 
$10, $15 and $20. This strategy promotes a simple, clear savings message. 

In Children’s footwear, we are introducing a $10 casual shoe assortment 
as an opening price point to supplement the current assortment. 

Delivering value with trend-right styling will continue in our Ladies 
exclusive brands as well, with prices ranges from $7.99 to $39.99, with 60 
percent of items under $19.99. 

The ‘repositioned’ and reno-
vated Exchange at Barksdale 
AFB, La., includes a BE FIT 
concept shop. All repositioned 
stores have shown strong sales 

growth and profitability.

AAFES PHOTO

Tamson “Tammie” Shelmire

Vice President,
Main Store Softlines Division

Retaining Relevancy 
With the Customer in Softlines

Continued on page 29, Shelmire

‘In 2017, merchandising solutions at brick-and-mor-
tar locations and shopmyexchange.com will cater to 
the new lifestyle and shopping behaviors of military 
shoppers. Additionally, considerations for improved 
inventory productivity, reduction of lost sales and 
margin improvements have all been embedded into 

our strategies.’
—Tamson Shelmire, Vice President (VP), Main Store Softlines Division

“COMMERCIALIZATION OF THE CENTER PAD”
With the recent reorganization of the Merchandising Directorate (MD), 

Mass and Prestige Cosmetics, Bath and Body, Fragrances and Sunglasses are 
now part of the Softlines division. With this transition, we were able to de-
velop a cohesive strategy called “commercialization of the center pad” which 
aligns with how customers shop Jewelry, Cosmetics and Ladies Accessories.  

Strategies include developing interruptions and points of interest on the 
sales floor with “trend zones,” where the “try me” experience is promoted. 
In Jewelry — where establishing an emotional connection with the custom-
ers is critical — we are intensifying our training efforts to ensure associates 
are well prepared to communicate product information and reasons to buy 
from the Exchange.

Selling skills, such as how to build emotional connections and finalize 
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sales, are a few of the curricula included in this training package. A robust 
marketing campaign for the center pad includes digital and print marketing 
that offers solutions to customers; eComm landing page enhancements; 
updated signage in Jewelry showcases; and touch pads to introduce the 
expanded online assortment. Social media is an important vehicle to this 
customer, and we will use platforms to include Pinterest, Facebook, Snap-
chat and webinars.

ECOMMERCE
Ecommerce continues to grow as more consumers become accustomed 

to shopping online. In order to excel in this highly competitive arena, 
our teams are constantly challenged to find new and creative ways to of-
fer excitement and a seamless online shopping experience. The greatest 
opportunity is in Fine Jewelry and Prestige Cosmetics, as these categories 

represent a significant profit-generating segment. 
In late 2016, “Ship-from-Store” for online orders was initiated at select 

locations, and one of the top departments continues to be Cosmetics. A 
major benefit of Ship-from-Store includes utilizing store inventory, faster 
turns and speed to the customer.

Starting with the Fall/Winter 2017 planning season, Softlines departments 
will begin using the Oracle Location Planning System to plan pre- and in-
season inventory. This transition enables teams to plan all metrics involving 
inventory productivity down to the store level. Other benefits include the 
ability to adjust our store plan to in-season trends, align the needs of each 
department, and plan basic, fashion and store order. 

Softlines is projecting 2017 to be great year for our shoppers! Our team’s 
goal is to provide a balanced assortment of national brands, emerging trends 
and exclusive brands to meet and exceed expectations.

—E and C NEWS
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Customer relation-
ship marketing and target 
marketing will have an in-
creased focus in the coming 
year. We have the ability to 
send targeted emails based 
on shoppers’ age, location, 
income and lifestyle. We will begin leveraging 
these capabilities early in 2017, and we will take 
targeting even further by using shopping data to 
determine individual shoppers’ needs.  

As we further enhance the website, we will 
have the ability to deliver a customized, personal 
online experience for each shopper. For example, 
if a shopper just purchased a Fitbit product, we 
may send a promotion to him or her about ath-
letic shoes or apparel and that shopper would see 

a BE FIT promotion on our website’s homepage.
In addition, we must be versed in how the 

customer wants to receive marketing messages. 
Email has been the traditional method, but that 
is quickly changing. 

Social commerce will take center stage as the 
leading way to convert customers in 2017. We will 
connect with our customers based on their prefer-
ences, including Facebook, Twitter and Pinterest.

This year promises to be full of opportunity 
and excitement for everyone. I look forward to 
planning with you at the MSM-GM Conference 
on how we can create new ways to enhance the 
customer experience and serve our returning cus-
tomers through the VOSB.

—E and C NEWS

C onsumers continue to shift shopping habits, 
and Exchange shoppers are no different. Ac-
cording to Internet Retailer, nearly two-thirds 

of consumers surveyed in early November said 
they planned to buy at least half of their holiday 
gifts online. Shoppers are increasingly comfortable 
shopping online, particularly with smartphones. 

Once again, we kicked off our holiday selling 
season on Veterans Day. From Veterans Day through 
Cyber Monday, we achieved online sales of $21.9 
million, a 10.5-percent increase over the prior year. 
Our year-end projection for shopmyexchange.com 
is $240 million, a 12-percent increase from 2015.

As we head into fiscal 2017, we are excited 
about the approval of the Veterans online shop-
ping benefit (VOSB). A change in Department of 
Defense (DoD) policy authorizes all honorably 
discharged veterans to be able make purchases 
from shopmyexchange.com. It opens up the web-
site to approximately 15 million more customers.  

We are targeting a launch on Nov. 11, Veterans 
Day 2017, with forecasted sales of $26 million 
from the launch to the end of the fiscal year.

E-COMMERCE
To prepare for more online shoppers, we are 

updating to a new Oracle platform, which will 
launch in July. The platform enables scalability 
for future growth and lays the foundation for near 
real-time inventory, a mobile shopping app and 
an enterprise-wide order management system.  

The upgraded platform also delivers responsive 
site design. This means that shoppers will have 
the functionality of the Exchange’s full website 
on their mobile devices.  

Currently, more than 50 percent of our cus-
tomers shop with a mobile device, and this up-
grade will make it easier to shop our site. It also 
reduces downtime for new software releases and 
will shorten the time for changes in pricing or 
product information.  

All of this improves the shopping experience 
online. Customers are less forgiving of bad experi-
ences, and they have many choices of where to 
shop, making it crucial for the Exchange to deliver 
the best online experience possible. 

In 2016, Vice President (VP) of eCommerce Op-
erations David Lemons led the successful launch of 
Ship-from-Store fulfillment. This essential change 

brings the possibility of 
all store inventories into 
the e-commerce realm 

for shoppers to purchase.  
There are now 16 participating stores, includ-

ing the Kaiserslautern Military Community Cen-
ter (KMCC) consolidated exchange in Germany. 
Orders sent to stores via a store portal are picked, 
packed and shipped the same day.  

This expansion will continue to 63 stores by 
year’s end, including a store in the Pacific re-
gion. This has proved to be successful in not only 
decreasing shipping time and costs, but also in 
improving inventory productivity. 

This year, all three CONUS distribution centers 
are e-commerce fulfillment centers. This enables 
us to be more regionally responsive and assists 
with reducing shipping time and costs. It also al-
lows us to manage the increased volume of orders 
expected from the launch of the VOSB. 

OMNICHANNEL MARKETING
In 2017, omnichannel marketing will be a 

major focus. Vice President (VP) of Omnichan-
nel Marketing Brad Nash is leading the effort to 
reach our customers and connect with them as 
we have never done before. We want to provide 
them the ability to shop whenever, wherever and 
however they choose.

Customers continue to migrate to mobile, digital 
and e-commerce; however, these technolo-
gies will not replace physical stores. 

The marketing in 2017 will focus on the 
convergence of the physical world with digi-
tal. Mobile will empower in-store shoppers to 
make better decisions and give them access 
to more products and inventory.  Moreover, 
digital should drive sales online and in-store.

Creating New Ways 
To Enhance the Customer Experience

Karen Cardin

Senior Vice President, 
eCommerce

Omnichannel marketing allows shoppers the ability to shop 
whenever, wherever and however they choose. The Exchange’s 
expansion of Ship from Store e-commerce fulfillment, which 
also improves inventory productivity, will continue to 63 
stores including Kaiserslautern Military Community Center 

(KMCC), Germany, by year’s end.
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ample. This experience is designed to 
increase aisle dwell time and ignite a 
customer’s emotional and social con-
nections to certain products. We have 
custom product graphics in the aisle 
designed to draw customers in, and an 
in-aisle screen will run fun and engag-
ing Frito-Lay commercials as well as 
other video materials to call attention 
to expanded product offerings.  

CUSTOMER SHOPPING EXPERIENCE
A continuation from 2016 is enhancing the 

customer shopping experience in Class Six loca-
tions. Updates include providing elements that 
offer educational information around complex 
categories such as premium tequila, scotch and 
blended whiskeys. 

We have also incorporated solution-selling pro-
grams with recipes and all necessary ingredients 
in one location. These are updated monthly and 
feature seasonal drinks that can be made at home 
for holiday parties and special occasions. The Class 
Six sign kit ties it all together with product informa-
tion, tasting notes and food-pairing information. 

Our “Buy More, Save More” program is a key 
program that continues to be a proven winner in 
driving sales. It is important for all stores to execute 
these promotions because they are supplier-funded, 
and we can only collect the promotional dollars 
for items sold during the agreed-upon dates.  

A tool that can be utilized to know what pro-
motions are occurring and how they should be 
executed is the monthly Set Sell Planner. Managers 
can use the planner as their promotional checklist 
when walking through stores.  

All of the above, coupled with exciting new-item 
launches and product innovations, will ensure 
2017 is an action-packed year for the Consum-
ables Division.

EXCHANGE PERSONNEL
I would be remiss if I did not give a shout out 

to our Exchange managers and associates in the 
field, who continue to serve our customers on the 
front lines every day. We appreciate all you do and 
are proud you embody our core value of family 
serving family. Keep up the great work! Your crisp 
execution ensures stellar shopping experiences 
for our entire military community.

—E and C NEWS

A s I enter into my second year as 
vice president of the Convenience 
Channel Division, I look back and 

reflect on how far we have come in 
such a short time. 

While a major focus for the Con-
sumables team is our Express stores, 
main stores contributed more than 
$194 million in sales in 2016. We 
stayed the course on initiatives such 
as “Intensifying National Brands” and 
“Growing the Express,” while imple-
menting new programs such as “Candy 
Carnival” — an event created to bridge 
the gap between the Easter and Hal-
loween seasons.  

In total, the Candy category brought 
in more than $25 million in sales during 
the spring and summer months. We 
continue to collaborate with vendors to enhance 
the in-store experience through tastings and sam-
plings, and the merchant team is working hard to 
ensure we have the best product offerings for our 
customers. A great example of this is the Exchange-
exclusive M&M‘s commemorative tins created to 
celebrate the 75th Anniversary of this iconic candy.

We continue to explore replacement of our front-
end impulse merchandisers in the main stores. An 
analysis done by several industry partners shows 
we are under indexing in certain categories. Ra-
tionalizing the assortment and reallocating space 
based on proven trends, product placement and 
purchasing affinity has the potential to boost im-
pulse sales and be a game changer for the categories 
featured on our front-end merchandisers. Our sup-
plier partners will be funding these fixtures that 
will be rolled out by the second quarter of 2017.  

REIMAGINED EXPRESS, NEW PROGRAMS
The future of the Exchange’s Express format 

is now open at Fort Riley, Kan. The Big Red One 
Express pilot location features a reimagined format, 
with clean sight lines, new specialty beverages and 
hot-to-go food concepts. The layout also includes 
a queuing line to give customers an opportunity to 
pick up one last item on their way to the registers.  

This approach is our chance to infuse new 
items into the assortment, measuring what works, 
what does not, and the impact of “look-and-feel” 

changes.  
I am a firm believer 

in measuring twice, or 
maybe even thrice, and 

cutting only once. The Consumables team is doing 
its best with the concept of a reimagined Express 
store by working closely with both the Customer 
Experience and Central Region teams. Together, 
we retrofitted an Express into a concept store and 
will evaluate and update, as necessary, to ensure 
our designs and programs are successful and scal-
able to smaller footprints with assortments that 
provide a compelling customer experience.

HOT OPTION
Partnering with suppliers on strategies to grow 

the business is an ongoing focus for our team. 
Recently, we partnered with TBHC Delivers to 
improve our grab-n-go food offerings in the Ex-
press stores. 

We have had their Hunt Brothers Pizza in some 
stores for a couple of years now — 17 stores that 
generated $6 million in sales — but we wanted 
another hot-to-go, scalable option. 

TBHC Delivers developed a chicken program for 
the Exchange that will provide biscuit sandwich 
offerings in the morning and chicken tenders and 
southern-style chicken sandwiches for lunch and 
dinner. They even developed a hot-to-go chicken 
and waffle option for servicemembers and their 

families! Our first store is the Fort 
Riley Big Red One Express, and 
we are anxious to see how our 
customers react to these new food 
offerings. 

The Frito-Lay experience we 
are piloting at the Fort Riley Big 
Red One Express is another ex-

‘I am a firm believer in measuring 
twice, or maybe even thrice, and 

cutting only once.’
— Sean Shaw, Vice President, Convenience 

Channel Division

Ensuring the Best 
Product Offerings for Our Customers

AAFES’s Fort Riley, Kan., Big Red 
One Express exemplifies the Ex-
change’s reimagined convenience 
store, with clean sight lines, new 
specialty beverages and hot-to-go 
food concepts, as well as tradi-
tional convenience store favorites.
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Sean Shaw

Vice President, 
Convenience Channel Division

EXCHANGE and COMMISSARY NEWS26  |  FEBRUARY 2017

AAFES MSM/GM – Plans and Programs



“W elcome Home” is the Hard-
lines theme for 2017 as the 
Exchange prepares to deliver 

an online shopping benefit to all hon-
orably discharged veterans through 
the Veterans online shopping benefit 
(VOSB) program. Veterans Day 2017 
will be an historic event and exciting 
for all involved.

Hardlines will continue to increase 
its online presence throughout all 
categories. The Hardlines teams and 
vendor partners are working together 
for a successful VOSB launch. 

Assortments are under deep scrutiny 
to ensure fulfillment is at an all-time 
high. Positive customer experience is 
critical to our success and will help 
drive repeat purchases. Hardlines sales 
increase when key features that can 
improve customers’ lives are called out.  

Specialized sales associates in Pow-
erZone, Outdoor Living and Furniture show-
rooms are able to assist customers in stores. 
The challenge with the VOSB launch will be 
to ensure these product features are called 
out when the item is viewed online — we 
don’t want shoppers leaving our website 
to research product details on competing 
websites.  

OTHER PROGRAMS, PROMOTIONS
The Ship-from-Store program will help us 

access and ship inventory with lower shipping 
costs and faster deliveries. Products such as 
TVs, large appliances and fitness equipment 
will continue to be supported with installation 
options. We will learn the new veteran shoppers’ 
buying habits and personalize marketing to make 
outreach meaningful to each customer.

The new Ashley Furniture showroom initiative 
has promoted a steady increase in eCommerce sales, 
ending fiscal year 2016 with a 41-percent increase 
over the prior year. And Ashley has expanded its 
line to include Outdoor Living furniture. 

Chef Shops will see an expanded Pioneer Wom-
an assortment and the launch of Living Well by 
Montel Williams. Ayesha Curry will be introduced 
as our new celebrity chef, emphasizing global 
cuisine and healthy eating.

Veterans Day 2016 was one of the most suc-
cessful promotions ever at the Exchange. We plan 

to make this event even 
better in 2017 with the 
VOSB launch.

INCREASING SALES
Fitness technology continues to be hot, and 

supports the Healthy Base Initiative (HBI). Fitbit 
sales through December 2016 were up 27 percent 
versus year-to-date December 2015. Our No.-1 
fitness band or watch item so far in 2016 is the 

Welcome Home to Hardlines

Successful Hardlines concepts de-
ployed by AAFES include the Chef 
Shop, shown here at the Randolph 
Exchange, JB San Antonio, Texas. 
Store-in-store and concept shops 
are connecting shoppers to the 
products, shopping experiences 
and prices servicemembers and 

their families expect. 

AAFES PHOTO

Fitbit Blaze Black.
Disney sales through 

December 2016 reached 
$17.4 million, and “Disney 
at the Exchange” concept 
shops are at $6.1 million, 
which is an increase of 13 
percent, or $700,000, over 
the prior year.  

Hasbro and Disney col-
laborated to incorporate 
new elements highlighting 
movie releases. During the 
24 “Jedi at the Exchange” 

events held in 2016, toy sales increased 28 percent 
compared to events held in 2015.

2017 will be a very exciting year, and the Ex-
change Hardlines team is ready to make a dif-
ference!

—E and C NEWS

‘The challenge with the Veterans online shopping ben-
efit (VOSB) launch will be to ensure product features are 
called out when the item is viewed online — we don’t 
want shoppers leaving our website to research product 
details on competing websites. … We will learn the new 
veteran shoppers’ buying habits and personalize mar-
keting to make outreach meaningful to each customer.’

— Chris Burton, AAFES Vice President (VP), Main Store Hardlines Division  

Chris Burton

Vice President, Main Store 
Hardlines Division
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Shown here at Freedom Crossing, Fort Bliss, 
Texas, electronics is one of the category 
areas expected to expand its sales potential 
following the rollout later this year of the 
Veterans online shopping benefit (VOSB).
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have included impulse merchandise as part of 
their queuing line have seen sales increases range 
from 10 percent to 20 percent on the low end and 
up to 50 percent to 75 percent on the high end. 
These results are impressive and we are eager to 
see how our test fares.

We are also looking at increasing the food as-
sortment for on-the-go customers. The Express 
is home to a great assortment of items, and we 
need to highlight that so customers can get what 
they need and be on their way.

SIGNING
Tying all of this together are our marketing 

materials, the often-subtle background communica-
tor. When deciding how to put the store together, 
signing is a key component. Signing conveys nu-
ances through imagery, and strategically-placed 
wording reinforces our priorities that put customers 
at the heart of everything we do.

The Customer Experience Team stands ready 
to meet the challenges and opportunities 2017 
brings. We want to be the on the front line for 
customers and stores.

—E and C NEWS

T he age of the customer is upon us, and the 
retail world has taken notice. Where manufac-
turing and chain stores once ruled supreme, 

goods and services are now available any time and 
at any place, often not even requiring customers 
to physically go to a store. Over the past three 
years, the Exchange has taken steps to keep up 
with this evolving environment, and that effort 
continues today.

The Customer Experience Team has spent the 
last few years transforming main stores to highlight 
programs our shoppers want. Successful concepts 
such as BE FIT, Chef Shop and beauty pads have 
connected shoppers to the products and prices 
servicemembers and their families expect. 

Ease of shopping, new fixtures highlighting key 
brands and re-engineered spaces have transformed 
these experiences into revenue-generating areas 
to make us more competitive. In fact, we imple-
mented 168 concepts in 42 stores throughout 2016, 
and the drive to reshape the customer experience 
will remain strong moving forward. In 2017, we 
will continue to evolve, and look to the future of 
retail to serve much more tech-savvy customers.

TECHNOLOGY
Technology has handed customers unprece-

dented power to dictate the rules in purchasing 
goods and services. The Customer Experience Team 
is investigating new technologies to engage and 
assist customers in their purchasing decisions. 

Currently, we are developing and testing tech-
nologies such as touchscreen monitors, radio fre-
quency ID tags and digital pricing tags. These 
technologies will give us the foundation to better 
engage our customers and allow us to provide an 
experience they will come to expect, an expecta-
tion that will be driven by leading retailers that 
offer multiple ways to get products in brick-and-
mortar stores and online.

EXPRESS STORES
While we have put forth a clear focus on main 

stores, our work doesn’t stop there. In 2017, we 
will turn our attention to our convenience chan-
nel — Express stores. We will look at why our 
customers shop there and how we can hone that 
experience to meet their needs. We are looking 
at opening the floor plan, making more space 
for customers to move around, while providing 
clean aisles and sight lines to the items they want 
to grab quickly. 

We are testing this 
new concept now at one 
of our Express stores at 

Fort Riley, Kan. We added a queuing line that 
naturally guides customers to the checkout area, 
with impulse purchase items lining the shelves. 
Not only does this improve the potential for add-
on sales, but more importantly, it speeds up the 
checkout process. 

S t u d i e s  h a v e 
proved that using 
queuing lines can 
be up to three times 
faster to get the same 
amount of customers 
through. Retailers that 

The Age of the Customer

In 2017, the spotlight of transfor-
mation will intensify the Express 
channel as the Exchange imple-

ments a new look and feel.

Some of AAFES’s newest custom-
ers experience an Exchange main 
store for the first time at Fort Sam 
Houston, JB San Antonio, Texas.

AAFES RENDERING

Eric Sidman

Vice President, Store Experience and 
Design, Merchandising Directorate

‘Technology has handed 
customers unprecedented 

power to dictate the rules in 
purchasing goods and services. 

The Customer Experience 
Team is investigating new 

technologies to engage and 
assist customers in their 
purchasing decisions.’

— Eric Sidman, AAFES Vice President, Store 
Experience and Design, Merchandising Directorate
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