
sales were $27.5 million. During that 
period, seasonal candy accounted 
for $7.95 million, or 29 percent 
of the total, and everyday candy 
contributed $19.5 million, or 71 
percent.

INNOVATIONS
What Bierman calls “keep-

sake packaging” such as nos-
talgic tins — and new flavor 
formats including mint and 
raspberry — are among the in-
novations helping differentiate the 

AAFES candy department in 2012. 
The new packaging complements 

the traditional favorites, Bierman 
said, noting, “Iconic brands and items 

such as candy canes, chocolate coins 
and Hershey’s Kisses are mainstays and 

continue every year.”

PLANS FOR 2012 
For 2012, AAFES plans to target what it considers 

four key product segments during the holiday season 
— stocking stuffers, affordable gifting, candy dish 
and baking, and instant consumables — to cover 
all of the possible candy eating occasions. 

“Industry data supports that 50 percent of 
the sales volume during the fourth-quarter 
holiday season is composed of stocking 
stuffer and candy dish items, so a large 
concentration of the buy will cover these 
categories,” Bierman said. “Some of our 
stocking stuffer items this season include 
PEZ holiday dispensers, Lindt Bears, 
large Hershey’s Kisses, M&M’s-filled 
Candy Canes and Russell Stover Marsh-
mallow treats.”

Bierman noted the candy dish 
items in AAFES’s assortment include 
Hershey’s Kisses and Hershey’s Drops, 
M&M’s, Ghirardelli Squares, Peppermint 
Bark, Godiva Gems, Lindt Truffles and 
Dove Promises.
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Adding to a Year-Round Business

AAFES’s candy assortment is merchandised throughout the store, in particular 
at strategic points of interruption in key traffic areas. Travis AFB, Calif.

Nearly 30 percent of the year’s sales in the candy category are 
generated during the fourth quarter. Travis AFB, Calif.

EXPRESS ALERT
The buyer pointed out that with the expansion of 

seasonal items to Express store locations, the instant 
consumable piece of the business would be more 
important this year.

REPLENISHMENT
Noting that seasonal candy is purchased as one-

time buys with a floor set date of Nov. 1, Bierman 
said AAFES store personnel and their suppliers work 
together to ensure that the right assortment is in place, 
at the right time. “Best sellers and traditional iconic 
items that patrons expect to see are repeated, and new 
innovations are incorporated into the assortment. The 
vendors and buyers work closely to ensure the best 
assortment and to secure timely deliveries,” she said.

“We traditionally look at history in determining 
inventory builds on everyday candy. In addition, we 
look to adding shipper units as additional points of 
interruption placed strategically throughout the store 
such as in power aisles, endcaps and in key holiday 
traffic areas such as by toys, customer service, and 
PowerZone.” —E and C NEWS

Although everyday candy is an important year-
round segment for the Army & Air Force Ex-
change (AAFES), seasonal candy provides a 

substantial boost to the overall candy business during 
the fourth quarter, when nearly 30 percent of the year’s 
sales in the category are generated.

Achieving a successful fourth quarter requires 
proper planning, preparation and execution, among 
other factors, according to Julie Bierman, senior buyer, 
Retail Food, Sales Directorate Consumables, AAFES. 

“We send out a strategy message for every season 
to both the Main and Express stores that includes the 
assortment, the seasonal sign kit, all promotions and 
sweepstakes, sampling events and floor set dates,” 
Bierman said.

While seasonal candy peaks around the major 
holiday seasons, everyday candy sales are gener-
ally consistent throughout the year. “The good news 
is that seasonal candy sales show themselves to be 
incremental to the total category and they don’t take 
away from the everyday business,” Bierman said.

In calendar 2011’s fourth quarter, AAFES candy 
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