
GROWTH AND OUTLOOK
According to Lamers, “Some of the growth op-

portunities include increased sales in newer forms of 
vitamins which have emerged in the last few years to 
include gummies and chews. In addition, staying on 
top of trends is key to growth in the category.” 

In the energy shot category, Lamers said 5-Hour 
Energy “advertises heavily on TV and continues to 
prevail in that area.. This category is highly impulse-
driven and sells particularly well in our Express 
Stores. Shipper promotions have been very success-
ful in these locations to help build category sales.” 

The vitamins category generated double-digit 
sales growth early in fiscal 2013, and with sales 
growth  “outpacing the industry,” Lamers expects the 
vitamin category to grow throughout the fiscal year 
“as the assortment continues to be refined to drive 
sales.

“Several new Exchange Select items will be add-
ed to the assortment in the next few months, as well 
as new branded items, to keep the category fresh and 
up-to-date with market trends.”

—E and C NEWS

Led by double-digit growth in vitamins, the 
Army & Air Force Exchange Service (AAFES) 
continues to enjoy brisk sales activity in its vi-

tamins, supplements and energy shots subcategories. 
According to Sales Directorate (SD) Health and 

Beauty Care (HBC) Buyer Lisa Lamers, the dollar 
volume for vitamins and supplements during fiscal 
2012 was $12.8 million, including $6.8 million in 
energy shots. Fiscal 2013 has continued that positive 
movement.

“The trends driving sales in the Exchange include 
new users entering the category, successful new item 
introductions, positive press and continued growth 
of more established segments like fish oil, probiot-
ics and vitamin D,” she noted. “The category was re-
freshed by adding over 70 new items to include 17 
new Exchange Select products. We also deleted a 
large number of under-performing SKUs. Customers 
have responded positively to the updated assortment.”

VITAMINS
Sales of vitamins increased 5.6 percent in fis-

cal 2012, and Lamers said that year-to-date through 
May, the category was up almost 16 percent to the 
prior year. 

“Multi-vitamins and specialty vitamins are the 
strongest subcategories in vitamins,” she noted, with 
specialty vitamins including CoQ10, fish oil, and 
melatonin.

“The vitamin category is seeing growth in all 
classes of trade, not just military,” she said. “Multi-
vitamins lead the category because this is where 
most consumers start when they enter the category. 
In addition, positive press and consumer education 
also influences category sales.” 

For instance, Lamers said that CoQ10 and fish 
oils have continued to grow over the last few years 
“as consumers become more aware of their benefits 
in relation to heart health and other health issues.”

MARKeT SHAReS
Branded vitamin sales accounted for 78 percent 

of the total category in fiscal 2012, Lamers said, 
while private label products garnered a 22-percent 
share of category sales. Although branded items out-
sold private label by more than a 3.5-to-1 margin, 
Lamers noted, “We have built our Exchange Select 
brand into one that is trusted for quality and value to 
many of our loyal shoppers.” 

Lamers said the top-selling branded vitamins 
based on unit sales include Centrum Multi-Vitamins 
and One-a-Day Multi-Vitamins. 

Promotions and advertising are extremely influ-

e n t i a l 
sales driv-
ers in HBC 
categories, par-
ticularly vitamins. 
“The branded vitamin 
manufacturers spend millions of dollars promoting 
vitamins through TV and print ads and free-standing 
inserts (FSI),” she said. “We also advertise in our 
weekly tabloids, coupon books and price cuts.”

AAFES does not currently carry private label en-
ergy shots, which, she said, is an area “dominated” 
by 5-Hour Energy. 

‘The trends driving 
[vitamin and supplement] 

sales in the Exchange 
include new users 

entering the category, 
successful new item 

introductions, positive 
press and continued 

growth of more 
established segments 
like fish oil, probiotics 

and vitamin D.’
— AAFES Sales Directorate (SD) Health and 

Beauty Care Buyer Lisa Lamers

SaleS Continue to
Power uP

Vitamins, supplements 
and energy products 
continue to generate 
strong sales in AAFES 

stores, such as the Ran-
dolph Commissary at JB 

San Antonio, Texas.
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The energy shots 
category is highly 

impulse-driven and 
sells particularly well in 
Express Stores, such as 
this one at Schofield 

Barracks, Hawaii.
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