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Maj. Gen. Bruce Casella 

Commander’s 
Column

The Army & Air Force Exchange Service is a Department of Defense military command with a retail mission: provide quality 
merchandise and services at competitive prices in order to generate earnings that provide dividends for Morale, Welfare and Recreation 
programs for our troops. This drives all of our business decisions and actions, the guiding philosophy that we communicate with pride as 
mirrored in:

•	 Great prices. Our customers rely on us for ways to save on life’s essentials.
•	 Great brands. Our customers like treating themselves and others to little luxuries at those great prices.
•	 Easy and convenient shopping tailored to their unique, on-the-go lifestyles.
•	 Being where our customers are—anywhere around the world.

Maj. Gen.  
Bruce Casella

Since taking command of the 
Exchange in April 2010, I have 
been extremely impressed with 
how our associates care for 
America’s warfighters and their 

families. 
Part of that excellent service comes 

from the fact that so many have a history of 
personal and family military service. Because 
of this connection, our associates have an 
even deeper passion for—and commitment 
to—our vision and mission.  
       That enduring mission remains: provide 
quality goods and services at competitively 
low prices and pass along dividends to support 
Air Force Services and Army Morale, Welfare 
and Recreation programs.

We operate more than 3,100 facilities 
in 30-plus countries, all 50 states, five U.S. 
territories and on the Internet, building 
relationships with our valued shoppers one 
transaction at a time.

In this annual report, you’ll read about the 
many ways that we are serving our 12.4 million 

eligible shoppers and establishing lifelong 
emotional connections with our military 
communities around the world. 

Consider these remarkable 
accomplishments:

•	 Achieved earnings of $390.9 million.

•	 Recorded total sales of $9.9 billion.

•	 Provided dividends of $261.1 million to 
MWR programs for all branches of the 
armed forces.

•	 Continued the largest capital improve-
ment project in the Exchange’s 116-year 
history, opening five energy-efficient 
shopping centers and 18 specialty stores 
and renovating 11 others—part of a $1.5 
billion investment during the next five 
years.

•	 Began rebranding the Army & Air Force 
Exchange Service to create a tangible, 
timeless and emotional connection with 
our military shoppers, build on our  
corporate strengths and make our stores 
the first choice for all shopping needs.

•	 Opened Freedom Crossing at Fort 
Bliss, the first open-air shopping vil-
lage on any military installation in the 
world.

•	 Began providing an exciting way 
for budget-conscious shoppers to 
compare wireless, Internet, cable 
television and phone services for 
discounted packages that fit on-the-
go military lifestyles.

•	 Began installing a $33 million, state-
of-the-art warehouse management 
system to get the right products to 
the right people at the right places at 
the right times.

•	 Continued providing expeditionary 
and mission support capabilities to 
our troops at home, in Afghanistan 
and Iraq, and other overseas loca-
tions. No other retailer comes close to 
matching us, period.

•	 Provided more than 18 million products 
and great deals on our website, www.
shopmyexchange.com, now more 
user-friendly, dynamic and colorful 
than ever.

•	 Reached more than 41,000 shoppers 
on Facebook and thousands more via 
Twitter, YouTube and the “Salute to 
Your Service” blog.

I am happy to say that we accomplished 
these success stories and many others 
despite a troubled economy in which 
financial markets stood in disarray, 
consumer confidence hit all-time lows 
and many merchants struggled to 
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from three of the retail industry’s most prestigious organizations. 
The Retail Design Institute recognized the Exchange and our 
consultant, Chute Gerdeman, with its Legion of Honor as 
the top large store format store design. Chain Store Age 
recognized the Exchange as first-place winner in its 
“Store of the Year Awards.” 

In addition, the Association for Retail 
Environments recognized the Exchange for 
excellence in retail design, originality in use of 
space and materials, and quality in executing 
the total concept.

Double-digit sales increases

So far, the branding effort is paying 
big dividends with a double-digit 
percent sales increase at Tinker. 

We will continue this year 
rebranding and redesigning 
other stores. The project 
and all of our capital 
improvements are part 
of our strategic vision of 
building for the future 
and ensuring facilities 
have a lifelong emotional 
connection with 
customers in many more 
ways than one.

With the cutting of a ribbon at Tinker AFB, Okla., on 
Sept. 17, 2010, we began a new Exchange experience by 
unveiling one of the most profound changes in the Army 
& Air Force Exchange Service’s storied 116-year history.

 Our new corporate logo—a red-and-blue “X” with the word 
“Exchange” underneath—and complete store redesign debuted at 
Tinker AFB, Okla. 

To keep pace with the ever-changing retail environment, the  
Army & Air Force Exchange Service—now branded as the “Exchange”—
is undergoing this master branding initiative to  provide a uniform 
global shopping experience and create a tangible, timeless and 
emotional connection with our customers. We aim to tap into their 
sense of community and help bring service members and their families 
“back home” by turning our facilities into exciting destinations.

World-class experience

Redefining the Exchange brand encompasses everything about 
the way we do business, from our store layouts to our new logo to the 
way our associates provide expert customer service. The rebranding 
will change our shopping bags, associate attire and name tags, cash 
register receipts, sales flyers, store graphics and our website, www.
shopmyexchange.com. 

With the launch of the new retail concept at Tinker AFB, military 
shoppers immediately began enjoying a world-class experience. They 
were welcomed to a store boasting fresh new colors, textures, graphics, 
and a cutting-edge layout divided into three major merchandise 
worlds—Home,  Life and Style. 

In addition, the customer service section now sits at the front of 
the store, where shoppers can get expert service as soon as they walk 
through our doors.

The rebranded design at Tinker AFB has garnered major awards 

The ‘Exchange’
AAFES becomes ‘the Exchange’ with 
new logo, look, same great prices

We want to create a tangible, 

timeless and emotional 

connection with our 

customers, to bring service 

members and their families 

“back home” by making 

each installation’s shopping 

experience a destination. 
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To the Exchange, 
a professionally 
designed website 
is like having a 

sales associate who works 
24 hours a day, seven days a 
week, telling shoppers about 
our products, competitive 
prices and service to our 
warfighters. 

Our talented designers 
began this past fall 

leveraging their 80+ years of experience to reshape our corporate 
website, www.shopmyexchange.com, into an ideal shopping 
destination.  

The web designers, led by Jon Leines and Bryan Johnson, infused the 
site with usability improvements; clean, neat lines; an uncluttered look 
with attractive graphics, stylish menus and less words; easy-to-locate 
information about the Exchange; speedier log-in; integrated social 
media and interactive Exchange history timeline; and video trailers, 
celebrity interviews and movie guides in our ReelTime Theaters area. 

Their work culminated March 26, 2011, when we debuted the 
revamped site.  

Dell, Office Depot, Harley Davidson and more

Thousands of first-time and repeat visitors now find a much easier 
path to the “shopping sites,” the Exchange Online Mall and Exchange 
Online Store, which we operate for all the military exchanges. We also 
are planning to redesign those sites.

Now, online shoppers can find more than 
18 million products, including many sold in 
our traditional stores and offerings from more 
than 100 partners, including Dell Computers, 
Office Depot, Harley Davidson, among other 
household names—all offering military 
discounts. 

Visitors will certainly see our new logo, 
the red-and-blue “X” with the phrase, “You 

“About 35 percent of our 12.4 million eligible shoppers live 40 or more miles from our traditional stores,  

making www.shopmyexchange.com their closest shopping destination.”
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save . . . we 
give back,” 
displayed 
prominently 
throughout the 
site, thus cementing 
our new brand in their minds. Eye-popping graphics attract them to 
Super DAILY $pecials, Weekly $avings, other promotions, banners, 
e-newsletters, buddy lists, sweepstakes, social media and mobile apps. 

Doing whatever is needed to give our customers an enjoyable 
online experience is 
critically important 
because about 35 percent 
of our 12.4 million 
eligible shoppers live 40 
or more miles from our 
traditional stores.

Visually appealing, 
memorable

For the past three 
years, the Exchange’s 
online sales totaled 
$528.6 million, nearly 
$165 million for 2010 alone—and we anticipate that revenue will climb 
11-15 percent as our customers and new visitors discover that www.
shopmyexchange.com is even easier to use.

We are very proud of our new website, and we hope our customers 
will enjoy it, too. As in the words of our 
designers, we are gratified to create something 
memorable for our shoppers.

 “We have created a visually appealing 
website that conveys our new brand in an 
outstanding way and easily brings updated 
information to our communities,” Johnson said. 
“Thus, the Exchange will be able to better serve 
them.”

World’s largest Exchange 
gets major facelift
Shopmyexchange.com, the user-friendly 
“store” open 24/7, from around the world

Soldiers at Camp Casey, Korea, learn 
about the Exchange’s new website.



the convenient, safe, innovative and 
environmentally-friendly retail destination. 
The relaxed, inviting atmosphere offers a 
217,000-square-foot Exchange main store, 
the size of nearly four football fields and 
more than double the facility it replaced. 
Shoppers enjoy a 10-screen, 1,700-seat 

movie theater; large indoor food and 
vendor marketplace; and outdoor 

retail space with privately 
owned shops. 

“Good for business and 
good for the community, 

Freedom Crossing continues to 
enhance the lifestyle of Army 

personnel, military families, National 
Guardsmen, Reservists and retirees in the 
El Paso area,” Howard said.

Arby’s to Apple

In addition, new restaurants never 
before seen on a military installation, 
including Arby’s, Sarku Japan, Buffalo Wild 
Wings and Smashburger, among others, 
are pacifying hungry shoppers. Victoria’s 
Secret, Coach, Apple, Martha Stewart, 
Nintendo, Hewlett Packard, Izod, Under 
Armour and Nike “concept shops” in the 
main store give consumers the full range of 
popular products and services.

The largest Firestone auto-repair shop in 
the U.S. also is located at Fort Bliss.

Outdoor water fountains, comfortable 
benches, children’s rain forest/themed play 
area, hearth, shaded dining patios, and 

Freedom 
Facts
•	 First open-air shopping village on any 

military installation in the world.

•	 Serves 127,000 active military, retirees 
and family members.

•	 Nearly 500,000 square feet of retail 
shopping space.

•	 Anchors:

Exchange — 217,000 square feet

Commissary — 111,200 square feet

•	 More than 175,000 square feet of open 
air/specialty retail, entertainment and 
restaurant tenants.

•	 Movie theater — 10 screens, nearly 
33,000 square feet, 1,700 seats.

•	 Number of Exchange associates — 880.

•	 Seven mobile food trucks serve troops 
anywhere on the vast installation.

www.freedomcrossingatfortbliss.com
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FORT BLISS, Texas – Just in time 
for the 2010 holiday shopping 
season, we threw open the doors of 
“Freedom Crossing at Fort Bliss” to 

5,000 valued shoppers, celebrities, dignitaries 
and military officials for three days of 
celebrations.

The festive “Celebrate What’s New” 
in November was the largest 
opening in the Exchange’s 116-
year history. After five years 
of planning and constructing, 
the $100 million Freedom 
Crossing, a 492,000-square-foot, open-
air shopping center, debuted to serve 
127,000 Soldiers, plus their family members, 
who are expected on the installation by late 
2012, a 60 percent increase from its 2008 
population. Already bigger than the State 
of Rhode Island, Fort Bliss is undergoing 
the largest transformation of a military 
installation since World War II under the 
Defense Department’s troop realignment 
initiatives.

Unchartered waters

Freedom Crossing is the first open-air 
retail development on a military installation 
in the world, venturing into unchartered 
waters in which national, regional and local 
retailers can operate privately within a 
shopping complex. 

Chief Operating Officer Michael 
Howard said service members, their 
families and military retirees will enjoy 

Freedom Crossing
21st century shopping for modern fighting force 
where Wild West gunslingers once roamed



Soldiers enjoy some downtime, while, 
below, glimmering shots of water dance 
under the West Texas stars at Freedom 
Crossing Lifestyle Center. Shoppers, 
also pictured below, relax in front of the 
outdoor fireplace.
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“The opening of 

Freedom Crossing 

was by far the most 

significant quality 

of life event on Fort 

Bliss in the past 

decade. This is the 

best Exchange-private partnership I 

have seen in my 30-year career.”

—Maj. Gen. Dana J.H. Pittard,  
commander, Fort Bliss

lawn for community events turn the quaint 52 
acres into a social gathering place for military 
families. 

Freedom Crossing resulted from a unique 
public and private partnership between the 
Exchange, ServiceStar Development Company 
of Denver, Colo., post commanders, the 
Army’s Family Morale, Welfare and Recreation 
Command, Army Installation Management 
Command and Defense Commissary Agency.

Built without taxpayer dollars

The Exchange built Freedom Crossing 
totally from revenues without using any 
taxpayer dollars. While we return about 60 
percent of our earnings as “dividends” to 
MWR programs, we invest the rest in new and 
renovated facilities. 

During the past five years, we’ve 
completed nearly 130 major construction 
projects valued at $1.1 billion, every cent 

put toward larger, better and more 
environmentally sustainable stores. 

Continuing capital investments

In the next five years, we’ll continue 
emphasizing capital investment, earmarking 
$1.5 billion for even more new and renovated 
facilities. This investment in the future will 
ensure we have the infrastructure in place 
as military transformation initiatives affect 
troops and their families.

“Throughout our history, the Exchange 
has gone where our warfighters go,”  said 
Exchange Commander Maj. Gen. Bruce 
Casella. “Freedom Crossing represents a 

commitment that has continued for 116 years 
to improving the quality of life for our troops, 
families, civilians and retirees, regardless of 
where they are deployed or where they live.

“We at the Exchange take that 
commitment very, very seriously.”



Chief Operating Officer Michael Howard
2010: great accomplishments, huge  
challenges, enhanced shopping experiences

Like many people have told us, 
today’s military Exchanges don’t 
resemble the ones their parents 
and grandparents visited regularly. 

America’s troops just a generation or two ago 
would hardly recognize our retail facilities 
around the world as we enjoy our 116th year 
of serving Soldiers, Airmen, National Guard 
members, Reservists, retirees, and their 
families.

The year 2010 was one of great 
accomplishments across our global 
organization. We finished the year with more 
than 41,000 Facebook “friends” and laid the 
groundwork for this year’s rollout of our 
sophisticated warehouse management system 
that will ensure we get the right products to 
the right people at the right time.

We opened the first open-air shopping 
complex on a military installation anywhere 
in the world, while streamlining our supply 
chain and cutting operating costs even 
further.

New products, new concepts

Truly, the year 2010 was one of enhancing 
the shopping experience for “the best 
customers in the world.”

Our Sales Directorate introduced new 
premium brands and expanded our store-
in-store concept shops. Topping the list 
of concept shops was Michael Kors luxury 
handbags and Izod ladies’ and men’s apparel.

We unveiled our second Victoria’s Secret 
Pink concept shop at the Freedom Crossing 

lifestyle center at Fort Bliss, Texas. Other 
notable concept shops were Ellen Tracey, 
Ralph Lauren and Nautica.

Meanwhile, our Hardlines team partnered 
with Ashley Furniture to enhance the 
shopping experience, thanks to dozens of 
new Ashley concept shops. Customers have 
commented on the noticeable savings at their 
Exchanges and the extended assortment at 
our website, www.shopmyexchange.com.

Additionally, Martha Stewart linens and 
houseware concept shops continue to prove 
successful with sales topping $8 million, a 
51 percent increase from the previous year. 
We added to the excitement by rolling out 
13 concept shops last year with six to nine 
additional shops planned for this year.

Beauty, glam and geeks

We also continued expanding our “Beauty 
Bar” concept for discriminating shoppers who 
want to look their best. Featuring makeup 
artists and skin-care consultants, Beauty 
Bars include innovative brands of prestige 
cosmetics to meet the needs of women ages 
18-28 and women with darker skin tones. 

In addition, several new brands of skin 
care and makeup were introduced and 
include popular, trendy brands like Smashbox, 
Too Faced, Carol’s Daughter and Strivectin, 
just to name a few.  

To capitalize on a new and growing trend 
in the fragrance and beauty category of one-
ounce or smaller sizes, we opened 10 Glam 
on the Go concept shops in 2010 and plan to 
expand these offerings even more this year. 

In the PowerZone, 11 new Apple concept 
stores delivered the ultimate “geek” 
experience to our shoppers. Along with the 
industry launch of iPad, the Exchange brought 
the newest technology directly to customers 
at the same time as our competitors. 

Due to the overwhelming success of 
the iPad tablet, customers will see other 
manufacturers, such as Samsung and 
Motorola, launch their versions in 2011. 
Brand-loyal customers responded positively 
to the launch of 12 new Bose concept shops 
and product offers exclusively for the military 
from Sony, Fuji and Kodak.  

We also provide the popular products at 
the most competitive prices so our shoppers 
can keep more money in their pockets. 
But we take this even further:  our budget-
conscious shoppers saved between 20 and 50 
percent when they reached for our private-
label Exchange Select family of 600-plus 
safe, high-quality and affordable products in 
categories ranging from health and beauty 
care to laundry detergents. 

We also put more money back in their 
pockets through our proprietary, quality 
clothing labels, such as Passports for women, 
R&R Casual for men and PBX for the family. 

Collaborating to cut costs

While we were offering shoppers 
competitive prices and quality merchandise, 
we collaborated across the organization in 
sourcing, procurement and logistics, and 
with suppliers, vendors, our sister military 
exchanges, the Defense Commissary Agency 

In 2010, we provided the ultimate “geek” 
experience in our PowerZone consumer 
electronics departments with the most up- 
to-date computers, smartphones, iPads and 
all the attachments.

continued on next page

6 7



maintain viability. The Exchange remained fundamentally sound and 
strategically positioned to weather the storm. 

Partnering to cut costs

With an eye toward efficiency in 2010, we partnered with our 
sister military exchanges, the Defense Commissary Agency and other 
military organizations to pool resources and cut operating costs 
through bulk purchases and other initiatives. We kept even tighter 
controls on personnel and supply-chain 
costs.

Given our successful track record 
and tight control on expenses, the 
Exchange continues to receive interest 
from investors and banks because 
of our strong credit rating and solid 
performance during the market 
downturn. From both Standard and 
Poor’s and Moody’s, the Army & Air 
Force Exchange Service received the 
highest ratings possible, which means 
our business is excellent with minimal 
financial risk.  

Meeting the needs of ‘valued shoppers’

Despite these challenges, our “military command with a retail 
mission” continued in 2010 and well into this year meeting the needs 
of active duty troops, National Guard members, Reservists, their 
families, and military retirees around the world.

In addition to operating modern, sleek main stores with name-
brand and our quality exclusive-brand merchandise, we collaborate 
with local small businesses and community entrepreneurs to offer our 
customers specialty products and services, such as barber shops, dry 

cleaning, alterations and many others. 
Overseas, the Exchange operates bakeries and plants that furnish 

Wonder Bread, Home Pride Bread and Culligan Water, to name a 
few, to Exchanges, commissaries, troop dining facilities, military 
hospitals, and MWR food and beverage activities. What’s more, we 

provide nearly 4 million nutritious meals per 
day to students in grades K-12 in 88 Defense 
Department schools around the world on a 
break-even basis.  

This enormous footprint means that 
wherever our valued shoppers call home, the 
Exchange is there.  

Continuing the tradition

Releasing the power of the Exchange is not 
a simple task, requiring teamwork throughout 
the organization in a way that rewards 
excellent customer service, innovation and 
results.  

I am confident that this great organization 
is poised to continue our long-standing tradition of excellence as we 
work together to maintain a strong and viable Exchange for patrons, 
beneficiaries, partners, associates and the military communities we 
serve.  

Commander Maj. Gen. Bruce Casella

Releasing the power of the Exchange to 
serve America’s warfighters and families
continued from Page 1

I am confident that this great organization is poised to 

continue our long-standing tradition of excellence as  

we work together to maintain a strong and viable Exchange 

for patrons, beneficiaries, partners, associates  

and the military communities we serve. 

Maj. Gen. Bruce A. Casella 

Commander, Army & Air Force Exchange Service

and other organizations to enhance 
the efficiency and reduce operating 
costs by more than $24 million. 

As we proceed through the 
Exchange’s second century of 
operation, only through a clearly 
defined strategic plan does the 
Exchange benefit and our mission 
flourish.

Our 2010 operating plan 
focused on “Releasing the Power 
of the Exchange” to become an 
even greater force multiplier. Today, we are leveraging the synergies 
we share with patrons, stakeholders, partners and associates to 

strengthen the Exchange benefit 
for all. 

No other retailer deploys with 
the troops like the Exchange; no one 
takes care of military families like 
the Exchange; and no other group 
of employees lives, breathes and 
sleeps the military culture more 
than our nearly 44,000 associates 
around the world.

We’ve been here for 116 years, 
and this nearly $10 billion a year 

major American retailer plans to stay around for another century or 
more fulfilling its mission to our brave warfighters and their families.

COO Michael Howard

Clearly defined strategies guide Exchange well into 21st century
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The Exchange seeks every day to fulfill its mission of serving  
Soldiers, Airmen and their families regardless of where they 
are deployed or living.



In 2010, Jessica Provan, Ingrid Fanini, Leah Miller and Maricella Esparza, left 
to right, saw the number of Exchange “friends” on Facebook skyrocket from 
1,882 fans to 41,179 by Christmas.

Social Media 
& Mobile 
Marketing

 1,882 “fans” in January 2010
to

41,179 “fans” in December 2010

    1,057 followers in January 2010
to

1,458 followers in December 2010

27,134 visits in January 2010
to

81,546 visits in December 2010

74,773 views in January 2010
to

152,238 views in December 2010

We are reaching out to our 
customers with the most 
up-to-date methods, and 
social networking is right 

at the top. Consider what we’re doing:
Facebook is social media’s leader, so 

the Exchange is taking full advantage of 
the website’s popularity by maintaining a 
public forum where our customers—aka 
“fans”—can communicate instantaneously 
with our customer relationship experts.

On our Facebook page, they can 
see what events are happening at their 
installations and join in discussions about 
how we can improve their shopping 
experience. 

To excite fans, we offer coupons, 
exclusive offers and contests. In one 
contest, parents and grandparents could 
upload pictures of their young ones in 
the “Cutest Kiddo,” which quadrupled the 
number of our Facebook fans.

Via Twitter, we monitor and respond 
in real-time to customer concerns 
and “tweet” links to other valuable 
information. 

Our YouTube videos tell shoppers 
about the great sales and promotions, 
merchandise and services at their 
Exchanges and online.

The Salute to Your Service blog allows 
us to converse with customers, and vice 
versa. 

What’s more, more than 15,000 
customers fi nd out about our great deals 
and sales promotions via messages they 
want send to their cell phones.

Throughout our 116 years, we’ve 
created exciting shopping destinations 
and good deals for the world’s best 
customers.  As we are well into our second 
century of operation, we are reaching 
those shoppers in ways that our managers 
and associates of just a generation ago 
couldn’t have imagined.

                                                                                                                                                           8 9

Mobile marketing

More than 15,000 

customers fi nd out 

about our great deals 

and promotions via 

their cell phones.



The Exchange is now a one-stop shop featuring the latest 
smartphones and home Internet, TV and phone services for 
today’s on-the-go military families.  

Successful launches of Exchange Mobile Center for wireless 
communications and Connect@Home for off-base home Internet, 
TV and telephone services provide shoppers with easy access to the 
hottest devices, best plans and expert assistance. 

Perfect for on-the-go families

Our customers live very mobile and connected lifestyles, and 
typically want the latest and greatest in new technology and devices.  
To meet their needs, the Exchange began opening Exchange Mobile 
Center kiosks this past fall in our PowerZone consumer electronics 
departments and in selected mall locations in the continental U.S.  

These kiosks quickly became attractive destination points with top-
selling smartphones, accessories and service plans from major carriers 
like AT&T, T-Mobile, and Verizon, along with an expanding array of 
prepaid services at extremely competitive prices.  

Patrons who prefer to buy online 
or don’t live near an Exchange with a 
kiosk can enjoy the same great deals 
and an expanded selection by visiting 
the Exchange Mobile Center at www.
shopmyexchange.com.

 What’s more, our Connect@
Home service debuted in July 2010 to 
give military families living off-base 
in the continental U.S. the ability to 

make smarter, budget-minded choices about their home Internet, TV 
and telephone service with just a few clicks of the computer mouse.  

By calling 1-877-836-5202 or going to www.shopmyexchange.com 
and simply typing in their current or prospective address, shoppers 
can call up side-by-side comparisons of features and prices from AT&T, 
Charter, Comcast, Cox, Dish Network, Quest, Time Warner, Verizon 
and other providers, depending on locale.  

They can even choose whether to buy a single service or get all 
offerings bundled into a nice, neat package, and then select a start-up.

Connect@Home is perfect for Soldiers, Airmen and their families, 
who average moving every two years and often face a confusing array 
of Internet, TV and phone choices at their new locations. 

From Europe to the Pacific . . . and back

Across the continental United States, overseas in Europe and the 
Pacific, and in contingency locations, the focus during 2010 was about 
providing patrons with expanded service and more choices. We made 
important strides in Japan and Korea by adding a second mobile service 

provider and worked with service 
providers to enhance Internet and TV 
services.  

 “We’ve seen the future of a 
connected world and we want to 
help our customers be a part of it, 
wherever they go,” said Mark Morell, 
vice president of our Advanced 
Telecommunications Division.

Keeping our troops 
connected

Bringing them the latest devices, accessories, Internet, TV and phone services

America’s warfighters are technologically savvy: 82 percent 

of them carry smartphones, well above the technology 

industry’s norm of 49 percent. Androids, iPhones and 

BlackBerrys are reshaping their mobile experiences . . .  

and we intend to give our shoppers what they want. 

                                                                                                                                                           8 9



Our valued 
stakeholders
Our valued 
stakeholders

12.4 million eligible 

shoppers—active duty troops, 

National Guard members, 

Reservists, military retirees, 

and their families

The Exchange 
story by the 
numbers

$9.9 billion — Amount of sales generated by 
the Exchange’s global operations.

$261.1 million — Estimated total dividends 
contributed by the Exchange from its rev-
enues in 2010 to the Army’s Morale, Welfare 
and Recreation programs and Air Force 
Services. Dividends also go to other 
branches of the armed services.

98 percent — The amount of the Exchange 
budget that comes from its own revenue 
and other sources, not including tax 
money appropriated by Congress.

24 percent — The average 
amount customers save buy-
ing the most popular products 
at the Exchange compared to 
competitors, according to the 
Market Basket Survey.

3,100+ — Number of 
Exchange main stores and other retail 
facilities around the world.

30 — The number of countries in which 
the Exchange has a footprint.

1,143 and 966 — Number of brand-name 
and Exchange signature-brand restaurants, 
respectively, operated around the world.

80 and 167 — Number of Exchange facilities 
and name-brand restaurants, respectively 
in Afghanistan, Iraq and other contingency 
locations.

72 — Number of Exchange phone centers in 
contingency locations for troop members to 
call home.

43,991 — Number of associates around 
the world, with 25 percent being military 
spouses and other family members. 

4,700 — Number of associates who have 
deployed, sometimes more than once, to Af-
ghanistan, Iraq, Kuwait and other countries 
since 9/11.

18 million-plus — Number of products 
available on the Exchange’s website, www.
shopmyexchange.com.

4 million — Number of nutritious meals 
served to children at 88 Department of De-
fense Schools during the 2009-2010 school 
year by the Exchange on a break-even basis.

The Exchange was number 5 on Forbes magazine’s top 10 niche businesses for being a 

“century-old retailer” that serves “active and retired Army and Air Force personnel with 

discounts and (inexpensive) shipping . . . Bigger than A&P, Limited Brands and Nordstrom.”

Our “We Match Prices!” is our best way to satisfy customers in the unlikely event they 

fi nd a lower price on the same item. If our price difference is less than $10, we offer an 

immediate price adjustment on the spot. If the difference is more than $10, customers can 

show an ad to a sales associate or manager and the price will be adjusted accordingly.

Nearly 2 million people carry the Exchange’s 

MILITARY STAR® cards, the top in-house retail 

credit card in the U.S. In 2010, revenue from the 

cards topped $215 million.
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Total Sales

$8.421.7 $8,157.5 $8,244.0

$1,548.4 $1,635.1 $1,658.8

$9,902.8
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7.3 percent
Food and Theaters

0.3 percent
Vending & Services

(Services include barber shops, 
beauty shops and 

similar enterprises)

86.6 percent
Main stores, specialty stores, Military 

Clothing and Direct Marketing
(Direct Marketing includes the Exchange’s website,

 www.shopmyexchange.com, and catalogs)

$9,792.6$9,970.2



Katrina couldn’t keep this 
Exchange closed

Five years after Hurricane Katrina 
wiped out the Exchange at 

Keesler AFB, Miss., eager shoppers 
began lining up before dawn in April 
2010 to become the first patrons at 
a new 171,000-square-foot, earth-
friendly, state-of-the-art store. 
The new Exchange in Biloxi along 

the Gulf Coast features an enclosed mall with 20-foot ceilings and 
skylights; alterations; barber, beauty and flower shops; nail salon; 
optical services; military clothing store; GNC, GameStop and other 
third-party vendors; and Manchu Wok, Anthony’s Pizza, Taco Bell, 
Baskin-Robbins and Charley’s Steakery, among others. “It is wonderful 
to have our store back,” said Susan Wright, an Exchange associate.  
“It’s like we, as a family, are home, finally.”

Exchange story debuts in Times Square

The Exchange hit the Big Apple in September with a video, 
above, appearing on the famous NBC screen in Times Square 

to tell millions of passersby how associates have served America’s 
warfighters for 115 years. Sharp, one of the Exchange’s electronics 
vendors, offered the free airtime. The 30-second video, which ran 
one time every hour, was produced by the Exchange’s award-winning 
multimedia division.

Exchange beats competitors on 
electronics survey

The Exchange beat out some of the 
country’s best-known retailers in a 

survey of electronics-savvy shoppers. 
The December 2010 Consumer Reports’ 
“Best New Electronic” issue ranked our 
PowerZone electronics departments fifth 
out of 17 walk-in stores in overall customer 

satisfaction, beating out Best Buy, Wal-Mart, Target and major 
American retailers.  

Associates deploy to Haiti after 
killer quake

Living up to the Exchange’s motto 
“We go where you go,” nearly a 

dozen associates deployed in March 2010 
to earthquake ravaged Haiti to serve 
American troops helping with recovery 
efforts. Led by Teo Smith, an Exchange 

retail program specialist, associates from throughout the United 
States, Puerto Rico and Honduras set up two mobile exchanges for 
the troops. Meanwhile, associates at Homestead AFB and Patrick AFB 
in Florida ratcheted up shoppette operating hours to 24/7 at the U.S. 
Southern Command to assist troops waiting for deployment to Haiti 
or returning from the country.

Americans send $1 million gift, phone 
cards to deployed Soldiers, Airmen

The American public continues to remember 
troops serving far from home, sending nearly  

$1 million of Exchange gift and phone cards. In 
2010, civilians from all walks of life went online to 
the Exchange’s website, www.shopmyexchange.
com, to send $125,000 worth of gift cards to 
military families around the world.  What’s more, the Exchange’s 
“Help Our Troops Call Home” accounted for nearly $660,000 in online 
sales to non-authorized Exchange shoppers in 2010—and $9.1 million 
since the program’s inception in 2003.  At $22, the Military Exchange 
Global Prepaid Phone Card delivers more than two hours of calling 
time between Iraq or Afghanistan to the United States. Since the 
program’s inception in the early 2000s, the American public’s support 
has amounted to 60 million minutes of conversation between the 
front lines and home fronts. The phone and gift cards can be sent 
to individual service members or “any service member” through the 
American Red Cross, Air Force Aid Society, Fisher House Foundation, 
Navy-Marine Corps Relief Society, Soldier & Family Assistance Center, 
and USO. 

Exchange rewards those who 
‘made the grade’

Now in its 10th year, the Exchange’s 
“You Made the Grade” program 

continued recognizing students around 
the world who achieved a “B” average or 
better on their schoolwork. The benefits-
filled books the Exchange presented 

to them include coupons for meals in our many restaurants, video 
rentals and discounts on DVDs in our PowerZones. Several students 
around the world receive U.S. Savings Bonds worth up to $5,000. 
As in the words of Exchange Deputy Commander Brig. Gen. Francis 
Hendricks, “It’s simple: learning pays.” 

SNAPSHOTS
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For many years at the Exchange, our motto, “We go where 
you go,” has served as our call to action to deploy voluntarily 
wherever troops are located, whether on battlefi elds, 
at military exercises, at forest fi res, in the aftermath of 

hurricanes and earthquakes, or on humanitarian missions to isolated 
villages.

While we strive to serve all military consumers, our special 
responsibility is to serve those on the front lines, including our 
warfi ghters in Afghanistan, Iraq and throughout the Middle East. 
Sustained expeditionary and mission support demonstrates that at the 
Exchange, we mean it when we say “We go where you go”—something 
none of our competitors in the retail industry can say.

Since 2001, nearly 4,700 Exchange associates have deployed 
voluntarily to Afghanistan, Iraq, throughout Southwest Asia and the 
Middle East, and in Bosnia 
and Kosovo—sometimes 
more than once—to serve 
America’s fi ghting heroes. For 
six to 12 months, they leave the 
comforts and safety of their 
homes behind to live in the 
same conditions as the troops 
to operate our stores.

Our Bosnia and Kosovo 
stores support the NATO 
peacekeeping mission that 
began in the mid-1990s.

Drawing down in Iraq

At any given time, about 
300 associates are deployed 
throughout the region, working 
with a vast cadre of third-
country and local nationals 
to provide merchandise, food 
and special services that bring a 
touch of home to those troops stationed so far away.

In 2010, the number of Exchanges stood at 80 in Afghanistan, 
Cyprus, Iraq, Kuwait, Kyrgyzstan, Qatar, Oman, Saudi Arabia, United 
Arab Emirates, Bosnia and Kosovo. 

When the war effort shifted from Iraq to Afghanistan in 2009 and 
2010, the Exchange shifted to refl ect fewer troops in one country to a 

groundswell of fi ghters in the second 
country. 

Since October 2010 in Iraq, we’ve 

closed nearly 300 non-essential facilities 
and services, although 28 retail stores, 86 
restaurants, 182 services and 84 short-term 
concessions remain. The services include 
barber/beauty shops, alterations, AT&T 
phone centers and Internet service. 

Upswing in Afghanistan

Meanwhile, we’ve ratcheted up 
services in Afghanistan, where our most recent facility, at 
Tarin Kowt serves more than 6,800 multi-national troops. When the 
1,500-square-foot store opened, sales reached $7,400 within the fi rst 
hour, even without credit-card connectivity. 

The troops’ enthusiastic response reaffi rms that the Exchange is a 
force multiplier in austere—and dangerous—locations. 

In Afghanistan, we 
expect six stores to open in 
2011, bringing the total to 32.  
We also operate 15 restaurants, 
53 concessions, 67 short-term 
concessions, 30 unit-run 
tactical fi eld exchanges and 
eight troop-run imprest fund 
stores. 

Opening restaurants, 
concessions

We’ve received 33 requests 
from military leaders to open 
concessions and name-brand 
restaurants.  As a result, 
we’ve opened Green Beans 
coffee shops at Camps Sabalu-
Harrison and Wolverine, Pizza 
Huts at Bagram AB and Camp 

Phoenix, and Popeyes at Camp 
Walton. We continue to operate our traditional Exchanges at Bagram 
AB and Kandahar AB. 

Nimble, fl exible

Working with commanders on the ground, our innovative ways 
deliver the Exchange benefi t, minimize costs and improve customer 
service. Our organization is nimble and fl exible, adapting our dynamic 
footprint to meet the military’s changing needs. 

We defi nitely go where our troops go.

The War Front

Sustained expeditionary and mission support demonstrates that at the Exchange, we truly do “go where 

you go”—something none of our competitors in the retail industry can say. At left, troops celebrate the 

opening of an Exchange store at Camp Wisdom, Afghanistan.

Phoenix, and Popeyes at Camp 
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Our award-winning sustainability measures touch literally 
every one of our nearly 44,000 associates and 12.4 million 
valued shoppers in some way, from simple steps like 

turning off the lights to intricate projects like building earth-friendly 
main stores.

Recycling bins, energy-efficient lighting, water-reducing fixtures, 
Energy Star® vending machines, sustainable new and renovated 
stores, and shelves lined with Energy Star® appliances are popping 
up in our stores around the world.

Recycling millions of pounds

In 2010, we also recycled more than 16 million pounds of trash. 
That’s 7,200 tons, nearly 60 percent more than the previous year, 
generating $670,000 in income that helped our bottom line and 
annual dividends to the Army’s Morale, Welfare and Recreation 
programs and Air Force services.

Our successful Trash-4-Cash program helped reduce bulk paper, 
plastic, aluminum cans and other waste. In our restrooms in the 
continental United States, automated towel dispensers reduced 
trash by 88,000 pounds. 

What’s more, we diverted more than 2 million pounds of used 
vegetable oil from the waste stream and reutilized it as animal feed 
and biodiesel fuel.

Providing environmentally-friendly products

In our stores, environmentally-conscious shoppers can choose 
from a variety of Energy Star® washers, refrigerators and other 
products for their homes.

Making our buildings “greener”

We started off on the right foot by opening our first “green” 
Exchanges at Randolph AFB, Texas, and Fort Polk, La., both built 
to Leadership in Energy and Environmental Design (LEED) Silver 
standards. They were among the first Defense Department facilities 
to register with the U.S. Green Building Council and were part of the 
LEED for Retail pilot program.

The facilities include roofs that reflect 78 percent of light and 
ultraviolet rays; low-flow technology for water efficiency; storm-
water capture and treatment; energy-efficient equipment; and air-
conditioning systems 20 percent more efficient than conventional 
ones.

We’ve championed the use of light-emitting diode (LED) 
technology in all Army gas-station canopies. 

Reducing energy, water consumption and waste generation is a 
win-win situation for all, making partnerships between the Exchange  
and installations crucial.  
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The Exchange’s

Green  
Initiatives

Reducing energy, water consumption 

and waste generation is a win-win  

situation for all, making partnerships  

between the Exchange and military 

installations crucial.

The Exchange’s  
Major Recognition

•	 2011: The Secretary of De-
fense Environmental Award 

•	 2010: U.S. Department of 
Energy’s Federal Energy 
Management Award

•	 2010: Secretary of the Army’s  
Sustainability Team Award

Randolph AFB in San Antonio, Texas, was the Exchange’s 
first “green” store when it opened in 2010.
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TOP
TEN Green
  Initiatives

1. In 2010, the Exchange recycled 
and diverted more than 6,000 tons of 
trash from landfi lls. 

2. The Exchange increased recycling 
volume by more than 3,650 tons or 396 
percent.

3. The Exchange implemented 
a cooperate-wide recycling program
at 152 stores in the continental U.S.

4. Since 2007, the Exchange has 
reduced annual water usage by 15.3 
percent.

5. The Exchange sells used cooking 
oil and grease from 290 restaurants. 
This program recycles more than 2 
million pounds of cooking oil. 

6. The Exchange uses bio-diesel 
fuel when available and economically 
feasible.

7. The Exchange off ers a vast 
selection of Energy Star products. 

8. Since 2007, the Exchange has 
reduced energy usage by 5.5 percent.

9. In 2009, the Exchange rolled out 
a 5¢ reusable bag credit that saved 
customers nearly $24,000. 

10. The Exchange actively supports 
programs centered on green initiatives. 

The Exchange is to be 
environmentally friendly 
in all areas of activities, 
while still off ering the 
best shopping experience
to customers.
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