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Corporate Branding
G lGoal:

• Align with our corporate strategy 
E t lit• Express our corporate personality

• Convey our uniqueness in the industry
• Convey our relevance to our customer
• Create a tangible timeless and emotional connection with our• Create a tangible, timeless and emotional connection with our

customers 
• Strengthen shopping loyalty 

 Impact:
• Increased, more frequent, repeat customer traffic
• Stronger sense of pride and connection to the Exchange• Stronger sense of pride and connection to the Exchange 
• Enhanced emotional connection to the Exchange 
• Increased sales and earnings/generate greater dividends 
• Making the Exchange our customer’s first choice in all their
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Making the Exchange our customer s first choice in all their  
buying decisions.



Corporate Branding
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Corporate Branding
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Corporate Branding

It is all about customers!
 Customers

• Site visits- 17 Installations WWSite visits 17 Installations WW
• Store sensing sessions 
• Online sensing sessions

 Stakeholders:
• Internal Sensing SessionsInternal Sensing Sessions
• Historical strategies and results
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Who We Are
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New Corporate Logo



New Tag Line



Online Worldwide Sensing Survey
 New Logo: 

 76% rated logo “Neutral” to “Significantly better” than current 
logo

 Positive language included “military,” “no tax,” “affordable,” “one‐
stop shopping,” “value,” and “modern”

 New logo engenders the meaning of the Exchangeg g g g
 New Slogan: 

 84% rated the slogan neutral to inspiring
 Exterior Signing Exterior Signing

 Positive language includes “military,” “one‐stop shopping,” 
“modern,” and “stylish”

 In‐Store Departments: Rated “significantly better” than currentp g y
 Athletic‐ 69% Power Zone‐ 63%
 Customer Service‐ 65% Entry Zone‐ 61% 
 Furniture‐ 64% Jewelry‐ 54%

12

2010© Kantar Retail

 Website: 87% rated the proposed website as good or better than the 
current site



Corporate Branding

Ft. Bliss

Tinker AFBKMCC



Corporate Branding
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Entry Zone

Tinker AFB



Customer Service

Tinker AFB



PowerZone

Tinker AFB



Be Fit

Tinker AFB



Softlines

Tinker AFB



Home

Tinker AFB



Local MWR Programs

Tinker AFB



Central Checkout

Tinker AFB



Express



Tinker AFB Express



Military Clothing



Anthony’s Pizza
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Robin Hood
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Branding and Image Program Status
 Tinker Exchange‐ Brand Opening ‐ 17 Sept 2010

 Web Design‐ Re image soft launch Sept 2010, full launch Mar 2011

 Domain Name Update shopmyexchange com Now active Domain Name Update‐ shopmyexchange.com – Now active

 Exterior Signing
• CONUS Shopping Centers‐ 2011

 Exclusive Brands‐ Exchange Select and Simply Perfect launched with Tinker 
opening

 Worldwide Rollout 
• Exterior Signing‐ 2nd Qtr 2011
• Graphic Components‐ Sep 2011
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Corporate Branding: Next Steps

Website Re-design- Mar 2011 Full launch 
Performance Metrics- 4th Qtr 2010/ 2nd 2011
Exclusive Brands RolloutExclusive Brands Rollout

• 2010- Exchange Select, Patriot’s Choice, Simply Perfect
• 2011- PBX Basic, PBX Pro, JW, Junction West, Decoded, Passports,
• Gumballs R&R Casuals Big Sky Outfitters• Gumballs, R&R Casuals, Big Sky Outfitters

 Additional Key Departments- 2011
• Military Clothing
• Express• Express
• Services Mall
• Anthony’s Pizza/Robin Hood
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Exclusive Brands Redesign

Exclusive Brands Rollout:
2010- Exchange Select, Patriot’s Choice, Simply Perfect
2011- PBX Basic PBX Pro JW Junction West Decoded2011- PBX Basic, PBX Pro, JW, Junction West, Decoded,  
Passports, Gumballs, R&R Casuals, Big Sky Outfitters



Tinker AFB Design Awards

Design Awards
RDI: 1st Place Large Format StoreRDI: 1 Place, Large Format Store 
Chain Store Age: Store of the Year
GlobalShop: 1st Place, Mass Merchant 



Marketing – A New Look

 Branded:
• Exchange Logo• Exchange Logo

 Value:
• Tax Message
• Savings

 Revenue
• Seeking Limited SKUs• Seeking Limited SKUs 

that generate significant 
earnings
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One Store

 Drivers + Passengers

 Offerings/Density
• Promotional
• EDLP in the mix

 Multi channel Multi-channel
• shopmyexchange.com 

on the coveron the cover
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One Store

 Drivers and Passengers
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QR Codes



Quarterly Coupon Books
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Coupons Drive Sales



Sales Promotion Metrics
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Operation: Be Fit

 Installations’ Wellness 
And Fitness Events 
SubmissionsSubmissions

 Banner Ads

 Event Bibs Request

 Inquiries: E-mail 
operationbefit@aafes.com

 Re-launch 1 March on 
h hshopmyexchange.com



EXTVEXTV
• 180 Stores
• PowerZone TVs, 

Customer Service AreasCustomer Service Areas, 
Food Courts and Shoppettes

• Eur & PAC completed 2009

EXRN
• 564 locations

(135 Shoppettes)
• DECA – DO Guidance 09-20

EXRN in Commissaries !



Collaboration

 DECA EXRN Initiative DECA EXRN Initiative
 Operation Be Fit
 Army Family Covenant
 Army Dominoes Tournament Army Dominoes Tournament
 MWR – Up to $5 off Bowling



MILITARY STAR® Card 

To be our customer’s FIRST CHOICE in
credit by providing valued credit
products, encouraging patronage of our
retail stores and generating sufficientretail stores and generating sufficient
earnings to add value to AAFES.
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MILITARY STAR® Card: Statistics 

Average 1st day’s purchase:     $466g y p

Average MILITARY STAR®

purchase:                                  $66

Average Exchange purchase:  $31

ITEMS 3ITEMS 3
12/31/2010
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MILITARY STAR® Card: Statistics 

• Sponsored by Vender or HQ

6 Month

p y Q
• $299, $345, etc. minimum purchase

9 Month

• Baby promotion in September
• Monthly payments required

Mi i h i d

9 o t

• Minimum purchase required 

12 Month
2010 Sales

$147M
• Monthly payments required
• Minimum purchase required 
• Based on vendor and product

$147M
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• Based on vendor and product



Benefits to Vendors

Tabloid Ad Radio Spot
(30 sec)

22 x 28 
Poster

Laser 
Statement Ad Buddy List Internet Flash 

Banner

$10,000

(30 sec)

$530/wk

Poster

$1969

Statement  Ad

$5000 $400

Banner

$2,500
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Percentage of Private Label and 

3%
Co-Branded Cardholders

Private Label
Co-Branded 

97%*Based on December 2010 data

Private Label Cardholders:  1,865,052    

Co‐Branded Cardholders:  60,286
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Total MILITARY STAR® Cardholders:  1,925,338



MILITARY STAR® Card Advertising
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Military Star

Our largest client. 



Military Star New Look

Magazine/Newspaper Advertising
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Military Star New Look

Integration into specialty tabloids
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Military Star New Look

Integration into specialty tabloids

51



Military Star New Look

Integrating all phases of Promotion
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Questions?Questions?


