
A
rmy & Air Force Exchange (AAFES) beer, wine and 
spirits sales reached $603 million as fiscal 2014 neared 
its end, slightly above the previous year, according to 

Bridget MacFawn, AAFES divisional merchandise manager 
(DMM) responsible for beverages. 

“The Exchange continues to communicate the responsible 
consumption of alcoholic beverages on the bases and posts 
where we sell alcohol,” MacFawn noted. “We support the 
local command and their efforts to promote this to their 
soldiers and airmen. We are expecting normal category 
growth in the spirits business, but the numbers have been 
flat for the wine and beer categories, and we expect that 
to be the trend for 2015.”

MacFawn explained that several factors have helped 
keep this activity going strong, including efficiencies due 
to forecasting, auto-replenishment and the influx of new 
items into the respective assortment mixes.

“Dynamic forecasting has allowed store inventory to 
be better balanced, resulting in higher in-stocks based on 
sales trends,” the DMM said. “CONUS stores rolled out 
in July and OCONUS stores in October. Better in-stocks 
directly translated to higher sales.”

As far as new items are concerned, MacFawn said that AAFES 
has experienced strong performances from Cirôc Pineapple Vodka 
and Crown Royal Regal Apple Whisky — “and these drive in-
cremental sales,” she noted.

BEER AND WINE
AAFES beer and wine category captains — Anheuser-Busch 

and Miller-Coors for beer, and E&J Gallo Winery for wine — 
help to keep their respective assortment in focus, according to 
Vicki Venables, AAFES beer and wine senior buyer. 

“Our category captains annually create over 530 planograms 
for beer and wine,” she said. “Our captains also analyze our 
sales compared to the industry to ensure we are capitalizing 
on emerging trends and to make sure our assortment reflects 
what our customers are buying. They are also instrumental in 
helping to identify best practices in the industry and assist with 
implementing the same practices in our stores.”

Venables explained that the key objective in the beer and 
wine categories in 2015 is to be the customer’s first choice. 

AAFES Fiscal 2014
Beer, Wine and 

Spirits Sales
By Dollar Volume

% Change
(compared

Beverage FY14 Sales with FY13)

Beer $206.00 million +0.47%
Wine $106.90 million -0.64% 
Spirits $290.90 million +2.40%

Note: Sales figures are through mid-January 2015 and are rounded off.
Source: AAFES

AAFES Beer, Wine and
Spirits Sales Remain Strong

The big game beer display at the Express at Fort Bragg, 
N.C. AAFES beer sales were up slightly for fiscal 2014, with 

sales expected to remain strong in fiscal 2015. 

MacFawn Venables Williams
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captains, Brown-Forman, Diageo and Jim Beam. 
“In addition to drawing the planograms for the stores, their 

responsibilities include supporting and participating in the 
development of business recommendations for the additions 
and deletions to the assortment by analyzing scan data, points 
of distribution, pricing, trends, etc., and brand investment 
information to help the buyers make assortment decisions.”

She added, “The three category captains also identify brand 
opportunities nationally and regionally; create new planograms 
for facility resets as they occur; develop reports on category 
performance, issues and opportunities; ensure the category 
planning process drives continuous improvement; and conduct 
competitive market research required to maximize, monitor, 
evaluate and benchmark the progress of the category business 
plans and financial performance.”

Category captains are very aware of the key spirits items 
that drive sales in AAFES stores, and they must also be aware 
of regional varieties that have niche followings among the 
spirits clientele.  

“Key items that drive over 95 percent of the sales volume 
appeal to our customer base worldwide,” Williams said. “Un-
like in beer and wine, regional spirits, to date, have primarily 
been niche items that we stock as a customer convenience or 
procure for regional store events. Craft distilleries are grow-
ing and becoming more important, but their presence does 
not have a large effect in our stores.”  

Williams said that AAFES’s most successful regional item, 
Tito’s Vodka, “has become a national bestseller and is in our 
assortment worldwide.” 

Moving forward into the new fiscal year, and with sum-
mer right around the corner, “The market will continue to be 
very competitive,” she said. “Customers are seeking higher 
value for a lower price, which has encouraged very aggressive 
discounts to grow and defend market share.”

Overall, MacFawn noted that AAFES beer, wine and spirits 
sales are energized at store level by associates who are on 
the same page with headquarters-based buyers as to how to 
merchandise these products to their greatest advantage.   

“It is important for our stores to utilize point-of-sale (POS) 
messages to remind our customers to drink and act respon-
sibly,” she said. “It is also important to make sure that stores 
implement planograms and execute promotions to assist in 
achieving the key objectives and strategies for the coming 
year.” —MCH

“The Exchange is focused on offering the best assortment at 
competitive prices, running exciting promotions, and offering 
new items as they become available.”

She added that “tremendous” growth coming from the 
hard cider and craft segments are shifting the beer assort-
ments. “We have increased the product mix and space in our 
planograms to offer a broader selection to our customers,” 
she said. “In the wine category, our premium wines — $10 
and above — continue to grow. We are also seeing growth in 
certain varietals, red blends, sauvignon blanc, pinot grigio, 
moscato and malbec, as well as in sparkling wines, especially 
prosecco.”

Because AAFES is worldwide, it must analyze what sells 
where — and when — so it can adjust its stock assortment 
accordingly, Venables explained. “Wine preferences change 
with the seasons. In the fall and winter months, red wines 
grow in popularity, and sparkling wines see a huge upswing 
over the holidays. In the summer, customers are looking for 
sweeter and lighter wines, such as pinot grigio and moscato, 
as a chilled beverage to drink.”

She added that there are a few areas of the country where 
regional wines have a greater influence on the wine selection. 
“The Pacific Northwest region, for example, has quite a few 
unique wine brands that perform well only in that area, such 
as Snoqualmie, Hogue Cellars, and Badger Mountain. In the 
Mid-Atlantic, regional brands, such as Duplin and Williams-
burg wines from Virginia, are popular with our customers.”

SPIRITS
Sharon Williams, AAFES senior buyer for spirits, said 

that the  primary objective with its spirits assortment during 
fiscal 2015 “is to continue to drive sales with innovation — 
new items — and exciting promotions. Sales increases are 
being driven by innovation, and we want to continue rolling 
out new items as quickly as they become available, and take 
advantage of any opportunities we receive to be ‘first to mar-
ket’ on these items.”

She pointed out that spirits trends for 2015 include “pre-
miumization,” which “will continue to grow as customers are 
willing to pay for higher-priced spirits.”

Flavors will continue to influence spirits, but in different 
ways based on the type of spirits customers want. “We will 
see more flavored whiskey, including moonshine, and less 
flavored vodka,” Williams noted.

Barware accessories — “especially glassware such as the 
Glencairn glass for drinking scotch whiskey” — will also 
influence spirits sales, and Williams said, “Adding style to 
your cocktails by using the right accessories is very popular 
right now.”

And one cannot forget celebrity endorsements, which link 
sports and movie stars with specific spirits drinks. Williams 
said anyone who wants to “bend it” like soccer star David 
Beckham can do it with Haig Club Whisky, while those who 
want to score touchdowns might like to do it with former NFL 
star Ray Lewis promoting Tres Sietes Tequila. Those customers 
looking for the movie-star treatment need to look no further 
than Casamigos Tequila, promoted by actor George Clooney.

With all of these trends in play, the spirits category le-
verages industry and sales insight from category captains to 
ensure that customers find what they want, when and where 
they want it — and also to benchmark and drive performance.

Williams noted that AAFES has three spirits category 

A spirits display at the Express at Fort Riley, Kan. 
Fiscal 2014 sales for spirits were up 2 percent 

from the prior year, at nearly $300 million. 
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