
In response to an oppressively hot 
summer — which the National 
Climatic Data Center character-

ized as the third warmest on record 
— non-alcoholic beverage sales in 
Army & Air Force Exchange Service 
(AAFES) venues were generally out-
standing during this season in 2012.

And with another summer scorch-
er in the forecast, the Exchange is 
focused on being its customers’ top 
beverage destination during the hot 
months ahead.

According to Vicki Venables, 
senior buyer responsible for non-
alcoholic beverages in the exchange 
service’s Sales Directorate (SD), sales 
of these beverages refused to remain bottled up last 
year due to the rising temperatures.

“It was an unusually hot summer in 2012 across 
the country, and people tend to buy more beverages 
to keep hydrated,” she noted, although soda sales 
continued to slide.

“HOT” SELLERS
The non-alcoholic beverage category is 

reviewed quarterly, and the last review 
was in February. Venables noted that 

this review revealed that a long-dura-
tion trend continues: “Although the 

non-alcoholic beverage category 
for the Exchange is perform-

ing better than the previous 
year, the carbonated soft 

drink (CSD) segment 
has declined,” she 

said. “Energy, 
hydration, 

which is our largest subcategory segment,” she said. 
Monster recently introduced Monster Zero Ultra, 

which the senior buyer said “has been very popu-
lar in the industry and at the Exchange.” Red Bull 
launched the Red Bull Edition line in cranberry, 
lime, and blueberry flavors initially in the European 
market, and later Stateside, but only at specific lo-
cations in larger cities including New York, Miami, 
Los Angeles and Chicago. Venables said the line, 
which includes Red, Silver and Blue “Edition” cans, 
was slated to make its way onto store shelves in cal-
endar 2013, as single 8.4-oz. cans and in 4-packs.

REPLENISHMENT
Summer is a period when replenishment in the 

non-alcoholic beverage category is of key impor-
tance. In this regard, Venables noted that “due to the 
fact that beverages are primarily supported via DSD, 
the local distributors are held responsible for the in-
stocks of their product.” For overseas Exchange loca-
tions, however, Venables pointed out that “additional 
orders are placed in our warehouses to support the 
promotions and the increased sales during the sum-
mer months.”

As far as matching products with promotional 
activity is concerned, Venables told E and C News, 
“My advertising role in the category is to plan the 
national promotions worldwide for beverages, to in-
clude weekly tabloids, Express specials, and sweep-
stakes events.”

SUMMER 2013
Venables said her advice to store managers and 

merchandisers is to “follow the planograms that are 
drawn by the category advisor. It is the category ad-

visor’s responsibility 
to ensure that the 
planograms reflect 
the best assort-
ment with optimal 
levels to support 
the peak selling 
season.”

She also en-
courages stores to 
build off-shelf and 
endcap displays of 
advertised items 
“so that the pro-
moted products are 
highly visible and 
our customers can 
take advantage of 
the savings.”

—E and C NEWS

tea, and the enhanced water segments are all grow-
ing.” (See chart).

AAFES’s top selling non-alcoholic bever-
age items (excluding water) during summer 2012 
showed that energy drinks and hydration beverages 
have become the preferred thirst quenchers over soda 
in the exchange service’s stores during the hot sum-
mer months.

NEW ITEMS
Venables reported that there have been several 

recent additions to the non-alcoholic beverage cat-
egory by the leading brands, and more are coming 
throughout 2013. “The most suc-
cessful new product launches have 
been in the energy subcategory, 

AAFES Summer 2012* 
Top-Selling 

Non-Alcoholic Beverages
(excluding water)

  1) Monster Energy Drink (16-oz.)
  2) Mtn Dew (20-oz.)
  3) Red Bull (16-oz. single)
  4) Gatorade Fruit Punch (32-oz.)
  5) Red Bull (8.4-oz. single)
  6) Gatorade Glacier Freeze (32-oz.)
  7) Gatorade Lemon Lime (32-oz.)
  8) Monster Lo-Carb (16-oz.)
  9) Monster Mega (24-oz.)
10) Gatorade Orange (32-oz.)

* Sales for June, July, August, 
September 2012.

Source: AAFES
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Special military ap-
preciation edition low-
carb energy beverage.

AAFES Summer* Sales, Non-Alcoholic Beverages, 2012 vs. 2011 
With Percentage Change

Non-Alcoholic Summer 2012 Summer 2011 Percent
Beverage Subcategory Sales Sales Change

Energy Drinks  $27,496,918 $25,340,519 +8.5%
Soda  $19,784,991 $19,894,631  -0.6%
Water  $15,422,997 $14,477,998 +6.5%
Hydration  $11,065,369 $10,420,290  +6.2%
Juice $6,710,329 $6,406,872 +4.7%
Tea $4,785,851 $4,045,311 +18.3%
Total $85,266,455 $80,585,621 +5.8%

 
* Sales for June, July, August, September 2012 and 2011.
Source: AAFES
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