
high-end natural brand. We also know that some 
of our customers are involved with animal rescue 
organizations and need a good brand at a good 
price to stay within their budgets.”

Regarding replenishment, the senior buyer said 
this area is now mostly automated, “but in cases 

where there are issues that arise, we ask that the 
stores continue to communicate with us to better 
serve our customers. We will continue to work 
closely with the local supplier representatives for 
training and support for in-store pet events.”

PROGRAM PRIORITIES
Another priority for fiscal 2017, Trussell said, 

“is to take advantage of our ‘ship from store’ initia-
tive and expand the online assortment offering.” 

Trussell told E and C News that during fiscal 
2017, “We’ll also be looking to increase the number 
of “on subscription” items — where the customer 
will choose how often an item will automatically 
be reordered and shipped to them.”

The buyer said he wants to continue to expand 
on more healthful offerings “such as the new 
Natural Balance line and expand on natural treats. 
Our goal is to get to 90-percent parity between 
our in-store assortment and online offerings.”

AAFES Pet Department 
Top Six Subcategories 

By Fiscal 2016 Dollar Volume
Pet Department Subcategory  FY16 Sales

1) Dog Food   $16.1 million
2) Pet Supplies* $10.4 million
3) Pet Consumables/Treats $4.5 million
4) Pet Toys $3.2 million
5) Cat Food  $1.9 million
6) Pet Health $0.3 million

Total $36.4 million
*Including litter and bedding.
Note: Dollar figures represent fiscal 2016 sales through Jan. 6, 2017.

With sales up nearly 2 percent in fiscal 
2016, pet foods and supplies continues 

to be a growth area for Army & Air Force Ex-
change Service (AAFES) stores, and while the 
segment’s previously brisk pace of growth has 
tempered slightly, it still has room for carefully 
managed growth.

Fiscal year-to-date 2016 sales in 
the Pets category through January 6, 
2017, were up 1.7 percent to $38 mil-
lion according to AAFES Senior Buyer, 
Pets, Jim Trussell, and in order for the 
area to continue to grow, the focus 
is now on optimizing the category.

“One of the priorities,” Trussel told 
E and C News, “is to work with my 
impact team and planogrammer to 
make sure the number of facings we 
have on the shelf matches the popu-
larity of the product.” 

PLANOGRAMS, REPLENISHMENT
As far as strategizing planograms is concerned, 

Trussell cites the example of one premium brand, 
in particular, to demonstrate how the success of 
one product line has influenced the focus of a 
particular area. “With the success of Blue Buf-
falo, it shows that Exchange ‘pet parents’ prefer a 

‘One of the priorities [in fiscal 2017] is to work with my impact team 
and planogrammer to make sure the number of facings we have on 

the shelf matches the popularity of the product.’
— Jim Trussell, AAFES Senior Buyer, Pets

Trussell

The Exchange expects to 
update category planograms 
and store stock to reflect “pet 
parents” increasing interest in 
premium brands, for example, 

here at Barksdale AFB, La.

The AAFES pet category, including the selection shown here at Tinker AFB, Okla., 
generated sales of $38 million during fiscal 2016 through early January 2017. 
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In the Pet Department
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