
Although it is currently only the 
middle of the spring season 
on the calendar, preparing 

for Halloween is high on the list of 
priorities for Army & Air Force Ex-
change Service (AAFES) seasonal 
candy buying staff. 

Julie Bierman, senior buyer re-
sponsible for seasonal candy, told E 
and C News, “There are 11 promo-
tional weeks during the Halloween 
season, and tabloid features and price 
cuts on Halloween candy items run 
throughout that period. Product review 
and item selections for Halloween are 
done during the months of February and March, with 
products shipping in June in order to meet the lead 
times required for OCONUS locations.”

Following that, the floor set date for Halloween 
2015 will be Aug. 14, Bierman said.

For the 2015 promotional program, Bierman said, 
“There will be multiple items on promotion during 
the season. Lots of ‘2-for-’ and ‘3-for-’ deals will 
be featured. Segments will include candy dish and 

decorating, instant consumable ‘treat-
for-me’ items as well as trick-or-treat 
and sharing bags.” 

HALLOWEEN SELL-THROUGH
Although Halloween 2014 was a 

down season in candy sales for the 
Exchange, Bierman is not deterred as 
she prepares for the upcoming Hal-
loween period.

“Halloween candy sales for 2014 
were $2.144 million, which was down 
from the prior year,” she reported. 
“However, the Exchange did experi-
ence higher sell-through, and we saw 

strong sell-through, in particular, on big-bag assort-
ments in 2014, and will expand that assortment this 
year based on that success.” 

SATURDAY SURGE?
With Halloween 2015 falling on a Saturday, “We 

are expecting sales to beat last year, and our plan is 
to be up 2 percent,” she noted. 

For the 2015 program, Bierman said that higher-
count assortment bags will continue to expand 

their presence in AAFES stores. ”Novelty 
instant consumable items will con-
tinue to be strong, as well as new 
flavor profiles like caramel apple, 
pumpkin spice and candy corn.

“With decorating and recipe 
sites like Pinterest trending strong-
ly, we expect spikes on M&M’s, 
Skittles, Hershey’s Kisses and 
candy corn-type items that are 
conducive to in-home decorating.”

BEST SELLERS
Although there will be some 

new items in the Exchange’s Hal-
loween assortment for the 2015 

program, Bierman believes the top 
sellers for Halloween 2014 will con-
tinue to lead the way in 2015.

“Customers look for nationally 
recognized brands that they trust,” 
Bierman said. “The assortment is 
mostly perennial favorites with new, 
more impactful packaging. Again, 
there are some new seasonal flavor 
profiles like caramel apple, pumpkin 
spice and candy corn across brands.”

Dollar volume for Halloween 
2014 was mostly driven by variety 

snack size SKUs from Hershey’s and 
Mars. Unit volume revealed a little 
more of the SKU diversity among 

patron purchases (see chart).
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AAFES Halloween 2015
Top Unit Sellers

  1) Hershey’s Reese’s Peanut Butter Cup Pumpkin King 
      Size (2.4 oz.)
  2) Hershey’s Reese’s Peanut Butter Cup 
      Pumpkin (1.2 oz.)
  3) Cadbury Screme Egg (1.2 oz.)
  4) Mars M&M’s Candy Corn (1.5 oz., single)
  5) Brach’s Classic Candy Corn (11 oz., laydown bag)
  6) Mars Snickers Pumpkin Singles (1.10 oz.)
  7) Hershey’s All-Time Greats Snack Size Assortment 
       (100 pieces, 36.22 oz.)
  8) Hershey’s Snack Size Assortment 
       (100 pieces, 39.9 oz., bag)
  9) Mars Twix Ghost Singles (1.06 oz.)
10) Kit Kat Snack Size (20.1 oz.)
11) Reese’s Peanut Butter Cup Snack Size (19.5 oz.)
12) Wrigley’s Starburst Candy Corn Single 
      Serve (2.0 oz.)
13) Mars M&M’s Minis (1.77 oz., tube)
14) Wrigley’s Starburst Original Fun Size 
       (10.58 oz., bag)
15) Wrigley’s Skittles Twist ‘n Pour (1.2 oz.)
16) Wrigley’s Skittles Tube Topper (1.7 oz.)
17) Wrigley’s Starburst FaveREDS Fun Size 
       (10.58 oz., bag)
18) Hershey’s All-Time Great Snack Size Assortment 
       (30 pieces, 15.92 oz., bag)
19) Wrigley’s Skittles Dark Side Fun Size (10.72 oz., bag)
20) Mars Harvest Minis Mix (10.5 oz.)
21) Wrigley’s Hubba Bubba Halloween Bubble 
       Tape (2.0 oz.)
22) Wrigley’s Starburst Fruity Slushies Bag (10.58 oz.)
23) Brach’s Caramel Candy Corn (9 oz., laydown bag)
24) Hershey’s Heath Snack Size Bar (11.5 oz.)
25) Hershey’s Milk Duds Snack Size (9.3 oz.)

Source: AAFES

CREATING A 
“HALLOWEEN DESTINATION”

AAFES aims to capture the customer’s atten-
tion with its Halloween candy assortment, 

and AAFES Senior Candy Buyer Julie Bierman 
noted, “The best way to have a great sell-
through is to get product out early. 

“Forty-two percent of candy purchases are 
impulsive, and 61 percent of the purchasing 
decisions are made in the aisle. If it is on the 
sales floor prominently, customers will buy 
early, consume and repeat.” 

Bierman said that those on store level 
should aim to “create a customer experi-
ence” with the candy assortment. “In addition 
to the Halloween sign kit collateral that is 
shipped to each store, use full creative license 
to enhance the set and create a Halloween 
destination,” she said. 

“Look for guidance in the ‘Halloween 
Strategy’ message, to be published at the 
beginning of August, which details promo 
strategies, contests, merchandising guidance 
and marketing support information.”

AAFES associates on store level should 
create a “customer experience” with its 
Halloween candy assortment, such as 
what was done with this display at Red-
stone Arsenal, Ala. Such displays help to 
create a Halloween destination in stores 

that employ this promotional tactic. 
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