
As the Army & Air Force Exchange Service’s 
(AAFES) rebranding of its convenience 
stores under the Express name continues, the 

product mix in these stores is also being further re-
fined through a category review. According to Reggie 
Dawson, vice president of the Consumables Division 
in AAFES’s Sales Directorate (SD), this is “to more 
closely align stock assortment with customer needs 
and wants.”

In general, she said, “The branding rollout con-
tinues to progress well and the results have been 
very favorable,” Dawson noted. “Our branded stores 
definitely have a very sharp look to them and an im-
proved layout for our customers’ shopping conve-
nience.” 

BY THE NUMBERS
Express stores (formerly known as Shoppettes) 

fall into AAFES’s convenience-type store segment, 
which also includes Shoppettes that have not yet 
been rebranded; Troop Stores, and family housing 
area convenience stores. Dawson said that through 
May, there were approximately 714 stores worldwide 
within this segment.

The sales numbers validate Dawson’s positive 
feeling toward the new format. Through May, retail 
sales volume for these stores, excluding gasoline, 
was 2.64 percent above the same prior year period, 
which in turn built upon fiscal 2011’s 2.58-percent 
increase over 2010.

“Military shoppers experience the same time 
crunch as their counterparts do outside the gate,” 
Dawson explained. “Customers use Express stores 
for their quick ‘fill-in’ shopping trip. Quick, on-
the-go meals are also an important part of the Ex-
press business. Our Snack Avenue program provides 
that solution to our customers and continues to be 

a growing category within the Express Stores, with 
sales through May of this year up 23 percent in com-
parison to last year.”

Shoppers also gravitate to Expresses because of 
the selection of alcoholic beverages — beer, wine 
and spirits — that are available in these stores. “Beer 
sales in Expresses showed a nearly 2-percent in-
crease over prior year through May,” she said, and 
this increase is being experienced “in a very tough 
business environment with the competition increas-
ing outside the gate.” 

Dawson said that generally, more non-traditional 
locations are offering beer for sale, including some 
large pharmacy chains, which compete directly with 
Express stores for share of military patrons’ wallet. 
“Having a 2-percent increase in year-to-date sales 
speaks positively to the Beverage Team’s efforts, and 
their focus on managing and increasing sales within 
this category despite the increased competition.”

Wine and spirits sales are following the same 

Express Store 2012
Sales Growth* 

All retail items+2.64%
Snack Avenue +23%
Beer +2.00%
Wine +1.05%
Spirits +3.38%
Fiscal year-to-date May, excluding gasoline
Source AAFES

Express Concept
Refined for Convenience

AAFES SD VP Consumables Division Reggie Dawson

‘The branding rollout 
continues to progress 
well and the results 

have been very 
favorable. Our 
branded stores 

definitely have a very 
sharp look to them 
and an improved 

layout for our 
customers’ shopping 

convenience.’
— Vice President,

Consumables Division, 
AAFES Sales Directorate, 

Reggie Dawson

Dawson

Categories in the new Express 
assortment are undergoing 
a review. New convenience 
food concepts such as soup 

and oatmeal “to-go” options 
are being explored. Tinker 

AFB, Okla., Express.
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what is new in the industry, and works in 
partnership with Consumables to deter-
mine how stores are to be laid out,” she 
said. “The Marketing group is responsible 
for the décor of a facility and works with 
industry leaders to ensure that the Ex-
change is heading in the right direction 
when these decisions are made, such as 
for the current branding project.”

CATEGORY CAPTAINS
Category captains are also helping de-

fine — and where necessary, redefine — 
what Express stores carry as part of their 
stock assortment.

“Category captains are an important 
partner in managing Express stores,” 
Dawson noted. “They provide industry in-
sight and expertise to ensure Expresses are 
carrying what shoppers want and identify-

ing any new products on a national level that should 
be in our stores. 

“Direct store delivery (DSD) vendors’ ability 
to service Express stores locally and provide prod-
uct quickly to refill shelves is also what leads to the 
success of these stores. ‘Having the right product at 
the right time’ is important to Expresses, and that’s 
where category captains and DSD vendors fulfill im-
portant roles.”

Among the category captains overseeing Express 
categories, including DSD areas, are Pepsi (non-al-
coholic beverages); Anheuser-Busch (beer); E. & J. 
Gallo (wine); Kraft (dry grocery); Frito-Lay (chips); 
Jack Link’s (meat snacks); Philip Morris (cigarettes); 
and Swedish Match (other tobacco products). Brown-
Forman handles spirits in CONUS, while Diageo and 
Moët Hennessy oversee the category in OCONUS.

OFFERINGS EXPAND
Dawson noted that new concepts are being added 

to the Expresses “to further provide convenient op-
tions, especially on the ‘Grab and Go’ food side. 
These include hot oatmeal and soup concepts, which 
use machines to dispense the product, providing a 
quick meal alternative for those on the go.”

—E and C NEWS

upward pattern. Dawson said that year-to-date May 
wine sales were 1.05 percent above sales from the 
prior year, following up a solid fiscal 2011, when 
they increased by 4.13 percent. Spirits sales through 
May were 3.38 percent better than prior year, after a 
strong fiscal 2011 when activity improved by 4 per-
cent.

STAYING AHEAD OF THE CURVE
AAFES’s convenience/gas store segment is re-

defining the scope of its assortment offerings on 
a regular basis, and Dawson said, “Our buyers are 
constantly in contact with industry vendors that pro-
vide new product information along with analyzing 
syndicated industry data,” she told E and C News. 
“Planograms are used to ensure that all stores are 
carrying the most current assortment with updates 
coming periodically throughout the year as new 
items become available. 

“The buyers attend trade shows which offer prod-
uct insights and allow them to see what is forecasted 
to be a ‘hot’ industry trend early on, while the Real 
Estate Store Planning Division constantly reviews 

Sales of wine and spirits 
continued their positive 
trajectory in May, with 

wine sales up 1.05 percent 
over fiscal 2011, and spirits 

ahead 3.38 percent over 
the prior-year period. 

AAFES’s marketing group is responsible for the décor of 
a facility, according to Consumables Vp Reggie Dawson, 
and works with industry leaders to ensure that the Ex-
change is heading in the right direction with branding.

‘Having a 2-percent increase 
in year-to-date sales speaks 
positively to the Beverage 

Team’s efforts, and their focus 
on managing and increasing 

sales within this category 
despite the increased 

competition.’

— Vice President, Consumables 
Division, AAFES Sales Directorate, 

Reggie Dawson

AAFES’s beer sales showed a 2-per-
cent increase through May 2012. 
Kaiserslautern Military Community 

Center (KMCC), Germany.
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