
DEMOGRAPHICS, CATEGORY ADVICE
To keep the energy drink assortment well shelved, 

Venables and her team work collaboratively with 
vendor partners to ensure optimal fulfillment.

“We use a category advisor — PepsiCo — to pro-
vide industry data that is compared with Exchange 
sales data to determine the best mix for our stores,” 
she noted. “Currently [in early July], we are deter-
mining the planogram for each specific location 
based on their demographic needs. The local distrib-
utors are responsible for following the store-specific 
planograms created by the category advisor.

“Due to the fact that bev-
erages are primarily support-
ed via Direct Store Delivery 
(DSD), the local distributors 
are held responsible for the 
in-stocks of their products.”

Another area that Ven-
ables and her team stay on 
top of are the health pro-
files for these beverages. 
“AAFES takes great interest 
in the health and safety of 
our customers. We are aware 
of ongoing U.S. Food and 
Drug Administration inves-
tigations concerning energy 
drinks, and will address or 
respond accordingly pend-
ing its findings.”

Energy drinks continue to command a greater 
shelf presence at Army & Air Force Exchange 
Service (AAFES) stores, now accounting for 

nearly one-third of total non-alcoholic beverage cat-
egory sales.

Vicki Venables, senior buyer of non-alcoholic 
beverages in the exchange service’s headquarters 
based Sales Directorate (SD), 
told E and C News that “The en-
ergy drink segment represented 
30 percent of the Exchange’s to-
tal non-alcoholic beverage sales, 
up from 28 percent during prior 
year.”

During fiscal 2012, energy 
drink sales were up 8.89 percent, 
from $73.62 million to $80.17 
million in fiscal 2012. Category 
sales have fallen slightly during 
fiscal 2013. From February to 
May, sales were $32.67 million 
compared with  $32.85 million in 
the year-ago period.

COOL DOWN
“The weather was a key fac-

tor in the increase in sales in 2012 
over 2011,” Venables said. “It was 

an unusually hot summer across the country last year, 
and this year has been considerably cooler, which has 
affected the performance of the entire non-alcoholic 
beverage category.”

During fiscal 2012, AAFES’s top energy drink 
sellers list was packed with products from some of 
the best-known energy drink manufacturers, as well 

as some from traditional soft 
drink makers (see chart).

NEW PRODUCTS
“The energy drink brands 

continue to introduce new and 
innovative products to keep the 
customers excited about the cat-
egory, and there is still room for 
growth,” Venables said, noting 
that several recent additions from 
leading brands have bolstered the 
energy drink subcategory in 2013 
(see chart).

Looking ahead, Venables 
observed, “The energy drink 
segment has grown as a larger 
percentage of non-alcoholic bev-
erage sales compared to last year, 
and we plan to have a 4-percent 
increase over the prior year.”

‘Still Room for 
GROWTH’

Venables

The energy drink segment represents 30 percent of AAFES’s total 
non-alcoholic beverage sales, up from 28 percent during prior year.
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AAFES Top-Selling 
Energy Drinks

Fiscal 2012 by Unit Volume

  1) Monster Energy Drink (16-oz.)
  2) Red Bull Energy Drink Single (16-oz.)
  3) Monster Mega Energy Drink (24-oz.)
  4) Red Bull Energy Drink Single (12-oz.)
  5) Red Bull Energy Drink Single (8.4-oz.)
  6) Monster Absolute Zero Energy Drink 
      (16-oz.)
  7) Monster Lo-Carb Energy Drink (16-oz.)
  8) Monster Rehab Energy Drink (15.5-oz.)
  9) Mtn Dew Amp Boost Energy Drink 
      (16-oz.)
10) Monster Mega Lo-Carb Energy Drink 
      (24-oz.)
11) Monster Import Energy Drink (550ML)
12) Red Bull Energy Drink (19-oz.)
13) Rockstar Energy Drink (16-oz.)
14) Full Throttle Energy Drink (16-oz.)
15) Monster Rehab Rojo Tea Energy Drink 
      (16-oz.)
16) Red Bull Single Sugar-Free Energy Drink 
      (16-oz.)
17) Monster Rehab Green Tea Energy Drink 
      (16-oz.)
18) Rockstar Recovery Energy Drink (16-oz.)
19) Monster Absolute Zero Energy Drink 
      (24-oz.)
20) Monster Zero Ultra Energy Drink (16-oz.)

Source: AAFES

Adding New Energy 
In Fiscal 2013

Monster Blue Ultra 

Monster Rehab Pink Lemonade 

Red Bull Editions in Blue, Red and Silver 

Mtn Dew Kickstart (an energy drink geared 
to breakfast or morning use)

Muscle Monster Energy Shakes 

NOS Zero

Source: AAFES

‘The energy drink brands continue to introduce new 
and innovative products to keep the customers excited 
about the category, and there is still room for growth.’

— AAFES Senior Buyer, Non-Alcoholic Beverages, Vicki Venables
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