
Being the Customers’ 
First Choice

Overall sales of wine and beer in Army & Air 
Force Exchange Service (AAFES) stores 

during fiscal 2010 were in line with projections 
and in the range of industry sales. 

Kye Corn, AAFES beer and wine buyer, said 
wine sales in AAFES stores in fiscal 2010 were 
$106.8 million, compared with $106.9 million in fis-
cal 2009. Beer sales in fiscal 2010 were $143.6 mil-
lion, compared with $148.3 million in fiscal 2009. 

Top-selling beer in fiscal 2010, based on unit 
sales, were: Bud Light, Budweiser, Coors Light, 
Miller Lite and Corona. Top wine sellers in fiscal 2010, based on unit sales, were: Barefoot 750ml; Franzia 5L boxed wine; Ken-
dal Jackson 750ml; Sutter Home 750ml; and Beringer 750ml. 

“The AAFES beer and wine assortment is larger than the industry average,” Corn stated. “AAFES customers have traveled 
the world and expect a wide variety of beers and wines from around the world.” 

In regard to beer trends, he noted that micro brews continue to grow, “however, they are still a small portion of the total beer 
business.” 

Red blends, including Menage A Trois and others, are “hot” in the wine category,  Corn said. A new red blend hitting AAFES 
stores this summer is named Apothic. “We anticipate great results from this brand as well,” he added.

Corn outlined goals for the beer and wine categories in fiscal 2011. “Our goal is to be the customers’ first choice, and continue 
to provide beverages that our customers want at competitive prices,” he said. “We plan to achieve this by being ‘first to shelf,’ as 
well as offer promotions and tastings and create exciting displays in our stores.”

Cooling Down In Hot 
Weather 

With summer on the horizon, military clubs and other Morale, Wel-
fare and Recreation (MWR) facilities are getting ready to serve 

their customers ice cold beverages to beat the heat.
In addition, Class Six stores and package stores will be filled with cold 

beverages on their shelves to quench the thirst of servicemembers and 
their families during the scorching summer months. 

A variety of cold beverages will be consumed during the summer 
months, including water, carbonated soft drinks, beer and other alcoholic 
beverages, energy drinks, iced tea and fruit juice. 

As the weather gets hotter, here on these pages are some cool promo-
tions, and beverages, that will be featured in the MWR community this 
summer. 

Thanking the 
Troops 

Anheuser-Busch continues to support the 
troops with an array of beer options that will 

be available to the MWR community this summer. 
Rocky Sickmann, director of military sales 

for Anheuser-Busch, noted that in addition to the 
popular Budweiser and Bud Light, refreshing 
beers such as Bud Light Lime, Bud Light Golden 
Wheat, Land Shark Lager, Shock Top Belgian-
Style Wheat and Michelob Ultra — 95 calories, 
2.6 grams of carbs — are perfect for summertime. 

He added that new beverages, including Shock 
Top Raspberry Wheat, Margaritaville Spiked Tea 
and Margaritaville Spiked Lemonade will “pro-
vide beer drinkers with a wide range of styles to 
choose from when the temperatures heat up.” 

During the summer months, and throughout 
the year, Budweiser has assisted many MWR 
programs around the country to welcome troops 
back from overseas deployments. 

In addition, Anheuser-Busch and Budweiser 
are continued sponsors of the “Here’s to the He-
roes” program, in which members of U.S. and 
coalition armed forces and their families are 
provided a single day’s free admission to Sea-
World or Busch Gardens. 

Initially created in 2001 in appreciation of 
the military and first responders as a result of the 
tragedies of Sept. 11, the program was renamed 
in 2005 and has awarded more than six million 
theme-park tickets to servicemembers and their 
families.

Sickmann said that troops can visit www.
herosalute.com to obtain free theme-park tick-
ets for themselves and up to three direct de-
pendents, “which is another small token to our 
servicemembers for serving our country.”

Corn

A typical beer display. 
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125-Year Anniversary

May 2011 marks the 125th anniversary of the iconic Coca‑Cola 
brand. The first sales were at Jacob’s Pharmacy 

in Atlanta, Ga., on May 8, 1886. It was initially sold 
for five cents a glass at soda fountains. Coca‑Cola 
has been refreshing for 125 years. The company’s 
secret? Actually, it’s a secret formula. Guarding a 
taste that no one can quite define or resist. Crisp 

and zesty on the 
first sip. Smooth 
and rich by the 
last. Comforting 
and uplifting at 
the same time. 
The pause that 
refreshes. Forever 
new. Happiness 
is now yours for 
opening. And al‑
ways will be. 
1-404-676-3260 

Major League 
Baseball Promotion 

This summer, Budweiser is bringing 
together its longtime support of the 

military with America’s pastime. For 
every home run hit during the Major 
League Baseball season, Budweiser 
will donate $100 to Folds of Honor 
to support scholarships for families 
of U.S. military personnel killed or 
disabled while serving their country. 
Additionally, a portion of Budweiser 
sales from the weeks leading up to 
the Fourth of July holiday will raise 
as much as $2 million for the worthy 
cause. 

1-314-487-3894 

Honey Wheat Ale
Blue Moon Summer Honey Wheat Ale by MillerCoors is 

crafted with Rocky Mountain clover honey for a hint of 
sweetness that is balanced by a touch of Valencia orange 
peel for citrus tones — a fresh and fitting tribute to those 
endless summer days. It can be garnished with an orange 
wheel to complement the 
beer’s hints of sweetness 
and to enhance the citrus 
tones. It pairs well with 
grilled summer fare 
such as marinated 
chicken or pork with 
honey‑mustard glaze. 
Alcohol by volume 
(ABV) of 5.2 percent. 
1-414-931-4429 

Beverage roundup

Zero-Calorie Water Beverage 

PepsiCo has announced the conversion of the entire line of 
Propel products to zero calorie Propel Zero. All Propel prod‑

ucts have been reformulated to eliminate the calories, while 
maintaining the same 
great taste and bundle 
of enhanced water ben‑
efits for which Propel is 
known. Propel Zero is 
available in the same 
seven‑flavor lineup as 
the regular Propel prod‑
uct: Berry, Black Cherry, 
Blueberry Pomegranate, 
Grape, Kiwi‑Strawberry, 
Lemon and Peach. 

1-563-355-1033 

Premium Coffees 

Royal Cup Coffee is a major importer, roaster and distributor of premium coffees. 
Serving customers in the foodservice, office and specialty coffee markets, the 

company is dedicated to creating custom blends for a variety of need‑based applica‑
tions. This summer, cool things down with the company’s Iced Coffee Chiller recipe. 
Take one 64‑ounce pot of Royal Cup Coffee, add one  gallon of milk or water and 
one bag of Royal Cup Iced Coffee Powder. Stir well and serve over ice.  

1-800-366-5836 
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