
S
enior Buyer David “Kye” Corn noted that beer sales 
in Army and Air Force Exchange Service (AAFES) 
stores in fi scal 2011 were $211.2 million, compared 

with $216.1 million in fi scal 2010. 
Corn cited the closure of a high-volume Class Six store 

at Ceiba, P.R., and the closure of an AAFES store at Fort 
McPherson, Ga., as well as high-volume exchanges on a 
number of installations that had a large customer base leave for 
deployment, as contributing factors to the decline in beer sales. 

Micro brew and craft beers are the “hot” trend and grow-
ing, according to Corn. “However, premium beers such as Bud, 
Bud Light, Miller Lite, Coors Light, Corona and Heineken 
are still the majority of the sales as you can see from above,” 
he added. “This trend is still prevalent from 2010.” 

The beer assortment in the continental 
United States (CONUS) is quite extensive, 
the buyer noted. “This is all DSD (direct 
store delivery), and stores still have the abil-
ity to try items that the customer is asking 
for.” 

The stock assortment for beer outside 
the continental United States (OCONUS) 
is made up of the best-selling items in the 
CONUS market, Corn added. 

One new beer that has just hit the market 
is Bud Light Platinum. “This beer has a 
higher alcohol content and has an attractive 
bottle,” he said. 

Projections for the beer category in fi s-
cal 2012 are a 2 percent increase from the 
previous year. “We intend to meet these 
goals through aggressive promotions, cre-
ative in-store displays, sweepstakes and special features,” Corn 
stated. 

WINE 
Overall sales of wine in AAFES stores during 

fi scal 2011 were slightly higher than projected 
totals. 

Raymond Banaban, AAFES wine buyer, said 
that fi scal 2011 wine sales in AAFES stores were 
$110 million, compared with $108 million in 
fi scal 2010.  

Banaban noted that Moscato and Red blends 
are the current “hot” trends. “These continue to 
grow in popularity; many more manufacturers are 
now making a Moscato and a Red blend,” he said. 
“This trend is still prevalent from 2010. Malbec is 
also another varietal that is growing in popularity.” 

In regard to new wines, numerous new Moscatos and Red 
blends on the market are doing very well, Banaban added. The 
fi scal 2012 plan for the wine category is for an approximate 2 
percent increase over the previous year. 

AAFES – 
Micro Brews and Craft Beers, 
Moscato and Red Blends Trending

Corn

Beer sales in AAFES stores were $211.2 million in fi scal 2011. 
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Wheat Ale 
Blue Moon Spring Blonde Wheat Ale by MillerCoors 

is an alternative to traditional dark and heavy spring sea-
sonal beers. Using only malted Winter White Wheat for a 
smooth mouth feel, master brewers also add Chinook hops 
and a touch of orange and lemon peel for a refreshing taste 
and a crisp, citrus fi nish. The beer’s citrus fl avors comple-
ment seafood, chicken, light seasonal salads and desserts 
such as fruit dishes and sorbets. 5.4 percent ABV, 11 IBUs. 

1-414-931-4429

• Coors Light 48-pack 8-ounce cans
• Bud Light 30-pack 12-ounce cans
• Bud Light 24-pack 12-ounce cans
• Miller Lite 24-pack 12-ounce cans
• Bud Light 12-pack, 12-ounce cans
• Heineken 12-pack, 12-ounce bottles
• Corona Extra 12-pack, 12-ounce bottles
• Budweiser 30-pack, 12-ounce cans
• Bud Light 12-pack, 12-ounce bottles
• Corona 6-pack, 12-ounce bottles
• Coors Light 30-pack, 12-ounce cans
• Coors Light 12-pack, 12-ounce cans
• Miller Lite 30-pack, 12-ounce cans
• Bud Light 6-pack, 12-ounce bottles
• Coors Light 24-pack, 12-ounce cans
* Based on unit sales

• Franzia Chillable Red 5L
• Barefoot Cellars Moscato 750ml
• Menage A Trois Red 750ml
• Franzia Sunset Blush 5L
• Dezzani Moscato Sweet White 750ml
• Franzia White Zinfandel 5L
• Risata Moscato D’Asti 750ml
• K.J. Chardonnay 750ml
• Barefoot Moscato 1.5L
• Sutter Home Moscato 750ml
• Dezzani Malvasia Sweet Red 750ml
• Riunite Lambusco 1.5L
• Apothic Red 750ml
• Sutter Home Moscato 750ml
• Candoni Moscato D’Italia 750ml
* Based on unit sales

Top-Selling Beer in AAFES Stores, Fiscal 2011 Top-Selling Wines in AAFES Stores, Fiscal 2011
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HENNESSY AND DOOLITTLE
Soon after the raid, Doolittle was presented with a bottle 

of 1896 Hennessy cognac to celebrate his birthday and leader-
ship.  He decreed that the bottle not be opened until the fi nal 
two Raiders remained standing, paying one fi nal tribute to their 
fallen comrades.

In 1959, the City of Tucson, Ariz. presented the Raiders 
with a set of 80 silver goblets, each bearing the name of one of 
the mission’s airmen.

To this day, at each annual reunion, the surviving Raiders 
meet privately to conduct a solemn Goblet Ceremony to toast 
the memory of their fellow Raiders who have passed away the 
previous year. In remembrance of their fallen brothers, they then 
turn the goblets of the deceased upside down.

Today, the goblets have a permanent home at the National 
Museum of the U.S. Air Force. 

ANNUAL REUNION 
Seventy years after the raid, Hennessy remains as grateful 

as ever to the Doolittle Raiders for their heroism and historic 
contributions. 

This year’s ceremonies will include: 
1)  A reception for leaders from the Air Force and Wright-

Patterson AFB, Ohio; 
2)  A gala dinner in honor of the Doolittle Raiders; 
3  A charitable donation to the Doolittle Raiders Association 

Fund to support quality-of-life initiatives for the organiza-
tion; and  

4)  A special toast by Hennessy family member Maurice Hen-
nessy and a special guest.
All fi ve living Doolittle Raiders are expected to attend next 

month’s reunion. 

W
ine and spirits distributor Moët Hennessy will 
continue an annual tradition next month by 
honoring 80 World War II American heroes 

who took part in a secret, memorable and courageous 
raid against Japan. 

The annual reunion of the Doolittle Raiders takes 
place at the National Museum of the U.S. Air Force in 
Dayton, Ohio, from April 17-20. 

The Doolittle Raiders, led by then Lt. Col. James 
H. Doolittle, USAAF, delivered the fi rst strike against 
Japan on April 18, 1942, during World War II. The mis-
sion featured 16 fi ve-man crews piloting B-25 bombers 
that attacked Japan in defense of the people and ideals 
of the U.S. 

Although the mission called for the Raiders to return 
to Chuchow, a city located in non-occupied China, com-
plications forced all members to crash land or bail out of 
their aircrafts over China and Russia.

In the aftermath, eight Raiders were taken captive; 
three were executed and one died of beriberi. The four 
survivors were located in a Japanese prison in China at 
the end of the war, three-and-a-half years later.  

Of those who survived the crash landings and bailouts, 
64 were saved by Chinese Nationals, at a very high cost. The 
Japanese Army would go on to murder more than 250,000 men, 
women and children for providing aid to the Raiders. 

Although Doolittle felt that the loss of the 16 bombers con-
stituted a failure, along with the fear of receiving a court mar-
tial, the raid bolstered American morale to such an extent that 
Doolittle was awarded the Medal of Honor by President Franklin 
Roosevelt, and was promoted two grades to brigadier general.

All 80 Raiders received the Distinguished Flying Cross, and 
those who were killed, wounded, captured or injured as a result 
of the raid also received the Purple Heart. 

The Doolittle Raiders, led by then Lt. Col. James H. Doolittle, 
USAAF (standing on left, facing right, with hands in pockets), 

delivered the fi rst strike against Japan on April 18, 1942, during 
World War II.

The Doolittle Raiders’ mission featured 16 fi ve-man 
crews piloting B-25 bombers that attacked Japan.
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Distributor Honors 

WWII American Heroes 
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R
ic Pomeroy, branch head, Food, Hospitality and En-
tertainment, Semper Fit and Exchange Services Di-
vision, Headquarters Marine Corps, said fi scal 2011 

Marine Corps club alcoholic beverage sales are slightly up 
with sales of $10,299,716, a 1.96 percent increase from 
fi scal 2010 totals. 

“This increase is slightly lower than our projections of 
3.5 percent growth for the year,” he said. 

By far, draft beer continues to head the list of top-selling 
alcoholic beverages in Marine Corps clubs.  

“Bottled beer and draft beer combined account for ap-
proximately 48 percent of sales,” Pomeroy noted. “The most 
popular brands include Budweiser, Budweiser Light, Miller, 
Miller Light, Coors and Samuel Adams.  

“For those who enjoy mixed drinks, Jagermeister, Jack 
Daniels, Absolut and Patron Silver remain popular. Seasonal 
craft beers are also popular as they are made available. As in 
years past, wine sales continue to comprise a small portion 
of bar sales, but account for nearly 15 percent of catering 
beverage sales.” 

In regard to alcoholic beverage trends, the Marine Corps 
customer is overwhelmingly drawn to domestic draft and bottled 
beers, Pomeroy said. Gaining momentum this year with the 
younger demographic and other authorized patrons were spe-
cialty mixed drinks and fl avored vodkas.

The alcoholic beverage stock assortment in clubs has stayed 
consistent in that Marine Corps clubs tend to keep a wide va-
riety of alcohol inventory on hand to meet the challenges of a 
customer base that is always “on the go,” he explained. 

“As a result, our inventories are generally larger than similar-

sized establishments outside of the gates. The average assortment 
of spirits on hand reduced this year to 42. Selections of draft 
and bottled beer remained steady at approximately 20. Larger 
consolidated clubs and offi cers’ clubs generally carry several 
options of red and white wines.” 

Although Pomeroy did not highlight new alcoholic beverages 
to be offered in Marine Corps clubs, he pointed out that, “Gener-
ally speaking, clubs have a renewed focus on profi tability and 
streamlining their inventory, reducing seldom-consumed alco-
holic beverages and focusing on taking great care of Marines by 

offering selections they ask for most often.” 
He explained that the main goal for fi scal 

2012 is for “all clubs to have a primary 
mission of providing a suitable venue 
for Marines to hold Command Sup-
port Events (CSE) and Professional 
Military Education (PME) events and 
to promote socialization, camaraderie 
and unit cohesion. Beyond that there 
are fi nancial goals that each command 
sets for its club system. These goals fo-
cus on key metrics such as gross sales, 
labor percentage, cost of goods sold 
(COGS) percentage and net profi t.

Promoting 

Socialization, 
Camaraderie,
Unit Cohesion Pomeroy

A club worker at Club Iwakuni, MCAS Iwakuni, Japan, 
serves drinks to patrons. 
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Assorted Coffees
The Centennial line from Royal Cup Coffee 

offers a delightful assortment of coffees with a 
broad range of appeal. From the classic, lightly 
roasted Fancy Gourmet, to the medium-roasted 
European Gourmet, to the company’s darkest 
offering, Dakota Roast, hospitality professionals 
are sure to fi nd the perfect coffee to satisfy their 
guests. These coffees are ideal for restaurant 
and banquet settings. Savor the experience. 

1-800-366-5836
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T
he Morale, Welfare and Recreation (MWR) 
Department at NS Great Lakes, Ill.,  recently 
celebrated the expansion of the Samuel Adams 

Brew Club concept with the addition of a Samuel 
Adams Restaurant. 

The grand opening of the Samuel Adams Brew 
Club and Restaurant kicked off with a celebratory 
ribbon-cutting ceremony on Feb. 3, 2012. 

Additionally in operation is the original Samuel 
Adams Brew Club, geared for customers ages 21 and 
over. It is located on the upper level of the Port O’ 
Call (POC), MWR’s conference and banquet center, 
while the new Samuel Adams Restaurant is located 
on the lower level of the POC, which is geared for 
“all hands” and all ages.  

The restaurant offers a full menu of favorites at 
affordable prices, as well as traditional Samuel Ad-
ams and handcrafted beverages. The fresh, yet rustic 
atmosphere offers a casual and friendly place to dine 
for both lunch and dinner.  

“When we opened the original Sam Adams Brew 
Club two years ago, we saw a need for additional sit-
down and dine-in service, especially at night,” said 
John Prue, MWR installation program director at NS 
Great Lakes. “The original Brew Club was opened 
as an ‘all-hands,’ ages-21-and-older facility, which 
prevented many ‘A’ School students, who were 18 or 
19 years old, from using the facility if they wanted a 
sit-down meal. The new Restaurant is for ‘all hands’ 
and all ages with the same great atmosphere and same 
great menu as the Brew Club. 

“The restaurant is a more comfortable setting for 
those coming to get a meal, whether they are from the 
Training Support Center [TSC] barracks, Boorda Hall, a family 
in housing or someone staying at the Navy Gateway Inns and 
Suites. It is a place to have a cold beverage and a burger, and 
also a place where the entire family can sit down and enjoy an 
exceptional dining experience.” 

The restaurant renovation took a year to complete. Local 

nonappropriated funds (NAF) were used, demonstrating how 
dollars spent at MWR and the Navy Exchange (NEX) recycle 
back to support quality-of-life projects. The kitchen area was 
moved and completely revamped, as well as a total overhaul to 
the dining room. 

Some utility work was completed by the local Public Works 
staff, and a few other jobs were contracted out, 
but a large portion of this project was done 
by the Great Lakes MWR maintenance team. 

“Their work was a demonstration of out-
standing craftsmanship, especially in the new 
restaurant area,” said Prue about the MWR 
team. 

He added, “We have had a great work-
ing relationship with the entire Boston Beer 
Company and National Account Manager 
Elizabeth Einhorn, who have partnered with 
us on this unique concept. They helped us 
provide a great identity and atmosphere for 
social gatherings and good food here at Great 
Lakes.”  —MCH

 (Pictured left to right) John Prue, NS Great Lakes MWR installation 
program manager; Nancy DuPont, Port O’ Call Conference and 
Banquet Center manager; Constance Adams, Samuel Adams 

Brew Club and Restaurant manager; Bryan Farbisz, Boston Beer 
Company national account manager; Capt. Randall Lynch, USN, 

commanding offi cer, NS Great Lakes; and Mike Miller, Navy 
Region Midwest regional food and beverage program director, cut 
the ribbon on the new Samuel Adams Brew Club and Restaurant. 
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Great Lakes Opens 

Samuel Adams Restaurant

Fusion-Style Brew 
The Samuel Adams Whitewater India Pale 

Ale (IPA) is a hazy brew that combines the crisp 
spicy wheat character of a white ale with the 
intense hop fl avor of an IPA. American and Aus-
tralian hops pack a piney citrusy hop punch in 
this unique beer. The combination is taken to an-
other level with the subtle addition of apricots, 
which provide a slight sweetness to balance the 
bitterness of the hops. It is available year-round. 

1-800-372-1131 
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