
As shoppers’ lifestyles demand 
easy and quick food options, 
the Exchange is keeping pace 

with the trend of convenient, fast and 
fresh food by expanding its offerings 
in the Express Snack Avenue program. 

In addition, in the convenience 
arena, Army & Air Force Exchange 
Service (AAFES) Chief Operating 
Officer (COO) Mike Howard notes, 
“Express stores are evolving along 
with the industry. We implement de-
signs that are convenient for shoppers, 
allow opportunity for future growth, 
and offer the latest in sustainability. 
The store layouts are more efficient and allow quick-
er checkout.”  

EXPANDED FOOTPRINT
“We continue to expand our Snack Avenue foot-

print by providing ‘grab-and-go’ options,” he said. 
“This year, we’ve introduced the island cooler con-
cept in several test facilities. Test results show an in-
crease in sales of 24 percent with no change in the 
assortment.” 

The island cooler concept — a 14-foot by 10-foot 
refrigerated island display packed with an abundance 
of snack, deli, chill and other edibles selections — 
makes it even more convenient, Howard explained, 
“for shoppers to select ‘grab-and-go’ products by 
bringing meal solutions together.” As a result of 
this strategic display configuration, the COO noted, 
AAFES is anticipating continued growth in its Snack 
Avenue offerings.

SNACK TV
“We are also expanding the Exchange’s television 

network to include Express and Class Six stores,” 
said Howard. “This is an important focus for us.

“Convenience stores have had tremendous suc-
cess with similar networks, from both customer 
satisfaction and sales-lift perspectives. We began 
piloting these two new channels of content at more 
than 30 facilities across 10 different bases and posts 
in September 2012.” 

These TV screens are now also found in Snack 
Avenues, where, Howard said, they “communicate 
menu pricing as well as drive category information 
and sales through vendor-sponsored advertising.”

As the Exchange moves past the pilot phase, the 
COO said, “the marketing team will be working with 
vendor partners to create dynamic campaigns to tar-
get specific locations, times of day, base demograph-
ics and other key factors for the 2013 worldwide 
rollout. We’re excited to offer customers this innova-
tive and immediate communication tool.”

NUTRITIONAL HIGHLIGHTS
Patrons, Howard said, “are also looking for 

healthier choices at our restaurants, and the Ex-

change restaurant staff is continually working edu-
cational programs that highlight ‘better-for-you’ 
food options” in response to demand from customers 
seeking more healthful selections.

AAFES outreach efforts in this area, Howard not-
ed, “include QR codes to direct consumers to brand 
partners’ nutritional websites as well as nutritional-
themed tray liners in food courts.” 

According to the COO, marketing efforts in Ex-
change food courts include the use of printed signs 
that spell out healthier options, including calorie 
counts on signature brands, and the implementation 
of “Salad Wednesday,” which discounts salads every 
Wednesday.
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Expanding but Counting Calories

With an award-winning array of more than 50 brands, and 2,300 fast-serve restaurants, the 
Army & Air Force Exchange Service (AAFES) has long been a leader in the restaurant in-

dustry. Recently, AAFES Chief Operating Officer (COO) Mike Howard pointed out, calorie counts 
joined the list of new initiatives that the Exchange is implementing to help its patrons meet their 
nutritional objectives. 

“In August, we became the largest Burger King franchisee to post calorie counts on menu 
boards system-wide. This is an effort to help provide the tools necessary to make an informed 
dining decision.”  

As the largest franchisee of Charley’s Grilled Subs, the COO said, “we’re currently working 
with Charley’s to test a multi-grain roll as part of our commitment to healthy living. In fact, Ex-
change signature brands have even replaced toys with apples in kid’s meals.”

According to Howard, these are just a few of the efforts to ensure diners have food choices 
that not only taste good, but which are also good for them.

“The Exchange restaurant business is ever-changing in terms of customer tastes and variety,” 
he added. “We want to be our customers’ first choice when deciding on dining options. We will 
continue to explore home delivery in both direct and concession models as well as the ‘healthier 
for you’ options that are in the commercial sector. We’ll strategically focus on matching the 
commercial market segments to the greatest extent possible, to stay ahead of emerging trends.”

Howard

AAFES’s Snack Avenue footprints in its convenience-type 
stores are expanding to include more fast and fresh op-
tions, including island coolers in stores that have enough 

space for the display units.
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