
• LOS ANGELES

On Nov. 30, Tyson Foods, Inc. donated 20,000 
pounds of chicken to the Veterans’ Holiday Cel-

ebration (VHC) and Los Angeles Regional Food Bank 
as part of an effort to feed people in need and show 
its commitment to hiring military veterans, reservists 
and their family members. 

The donation was made in conjunction with the 
19th annual VHC celebration. Approximately 4,000 
veterans were fed at the Dec. 4 event, held at the West 
Los Angeles Veterans Administration (VA) campus. 
The remaining donation has been allocated to the Los 

• VIRGINIA BEACH

As part of a newly formed partnership between the Navy Exchange Service 
Command (NEXCOM) and Old Dominion University (ODU), students from 

the Fashion Merchandising Product Development class presented their product 
development projects to a group of senior merchandisers from the exchange service. 

Throughout the semester, the 26 students met with Lisa Matthews, NEXCOM’s 
Navy Pride buyer, to gain knowledge about the unique demographics of the NEX 
shopper. The students toured the local NEX, many for the first time, and also saw 
firsthand the current Navy Pride product line.

INSPIRATION
“I did not truly understand the spirit of the Navy, and the pride 

people felt serving in the Navy before this project,” said Courtney 
Perry, an ODU senior studying fashion merchandising. “People 
in the Navy are really proud, and I wanted to create a product that 
captured that pride.”

Products presented to the group included pet outerwear, lounge-
wear, infant clothing, tote and computer bags, jackets and T-shirts.

Matthews noted that the projects “were well researched and 
hit the primary target classifications that we discussed in class. 
The students’ enthusiasm and commitment to the project really 
showed in the finished products. These students are my primary 
selling demographic in Navy Pride, so it was especially exciting 
to see their vision and ideas.”

Angeles Regional Food Bank. All told, the donation 
is the equivalent of 80,000 meals. 

“We’re excited about this donation of protein from 
Tyson Foods,” said Barry Gershenson, executive di-
rector of VHC. “We appreciate Tyson supporting our 
country’s military veterans and also promoting hunger 
awareness in our community.”

HELPING THE COMMUNITY
On the first Sunday of every December, the VA of 

Greater Los Angeles, VA Voluntary Service, more than 
100 restaurants, local businesses and the community 

at large, along with more than 
700 volunteers, hold a Vet-
erans’ Holiday Celebration 
event with the objective of 
providing a memorable meal, 
gifts and entertainment, as 
well as much needed appre-
ciation to needy members of 
the military population. 

The Los Angeles Re-
gional Food Bank distributes 
more than 62 million lbs. of 
food annually throughout its 
service area. One million Los 
Angeles residents, including 
children and seniors, receive 
emergency food assistance 
each year from the food bank 
and its 900 member agencies.

“This is a very generous 
donation from Tyson,” said 
Michael Flood, president and 
chief executive officer (CEO) 

of the Los Angeles Regional Food Bank. “High-quality 
proteins, especially chicken, are an important nutri-
tional component for our inventory and are in high 
demand by our agencies and clients. We are truly grate-
ful to Tyson Foods’ commitment and support of our 
fight against hunger in Los Angeles.”

“KNOW HUNGER” CAMPAIGN
Earlier this year, Tyson launched the “Know Hun-

ger” campaign to raise hunger awareness. As part of 
the campaign, the company released the results of 
a survey which found that one in four Americans is 
worried about having enough money to put food on 
the table in the next year. Another key finding is that 
many Americans are unaware of how serious hunger 
is in their own communities. 

“Since we’re in the food business, it makes sense 
for our company to donate protein to feed people in 
need, and we also believe in raising hunger awareness,” 
said Donnie Smith, president and CEO of Tyson Foods. 
“We’re encouraging people across the nation, includ-
ing our own team members, to step forward and get 
involved in the fight against hunger.”

COMMITMENT TO VETERANS
The company also employs about 3,000 military 

veterans and is part of the American Logistics Asso-
ciation (ALA), which recently committed, on behalf 
of its membership, to hiring 25,000 veterans and their 
family members during the next two years (see E and 
C News 12/11).

For more information on Tyson’s hunger relief 
efforts, go to tysonhungerrelief.com. For more infor-
mation on the Veterans Holiday Celebration, go to 
www.vhcevent.org.

Donation Demonstrates Commitment to Military Veterans and Fighting Hunger

Old Dominion Students Develop 
NEXCOM Product Ideas

From left: Barry Gershenson, executive director of the Veterans’ Holiday Celebration, 
Michael Flood, president and CEO of the Los Angeles Regional Food Bank, and Will 
Schuhknecht, account manager for Tyson Foods, Inc. participated in an event high-
lighting Tyson Foods’ donation of 20,000 lbs. of chicken to the Los Angeles Regional 

Food Bank and the Veterans’ Holiday Celebration. 
PHOTO: TySOn FOOdS, InC.

Old dominion University (OdU) students 
involved in a partnership with nEXCOM 

to develop a product for possible inclusion 
in the exchange service’s navy Pride line. 

OdU Student Courtney Perry shared her 
original navy Pride product with nEXCOM 
leaders at a recent end-of-semester project 
presentation.

n
EX

C
O

M
 PH

O
TO

S

EXCHAnGE and COMMISSARy nEWS10  |  JANUARY 2012

ECN010.indd   10 1/12/12   2:32 PM



• FORT LEE

Military exchange stores overseas prepared to 
serve patrons’ magazine and newspaper needs 

as Defense Commissary Agency (DeCA) officials 
announced the halt of magazine and most newspaper 
sales in OCONUS stores beginning on Feb. 1.

“With the rising costs in transportation and declin-
ing sales, the decision was made to end the sale of 
magazines in our stores in Europe and the Pacific,” 
said Christopher T. Burns, the agency’s director of 
sales on Nov. 29. “We have to be fiscally responsible 
with our taxpayer-provided resources, and this is one 
way we can do that.”

SALES, EXPENDITURES
Worldwide, DeCA’s fiscal 2011 magazines sales 

totaled $5.47 million, with more than 26 percent of that 
total coming from sales of these periodicals overseas. 
OCONUS magazine sales totaled $1.46 million in 
fiscal 2011, a drop of more than $500,000 from the 
$1.98 million registered in 2008. 

To try to offset this decline, DeCA officials had 
tried other options, such as deleting slow-selling titles 
and reducing the volume, and therefore shipping costs, 
of magazines shipped to overseas stores. However, the 
negative sales trend did not change. 

According to the agency, in fiscal 2011, DeCA spent 
about $673,000 in transportation costs to get magazines 
to these stores, and the decline in sales did not warrant 
such an expenditure. For fiscal 2012, DeCA will save 
about $450,000 in costs by eliminating this service.

“The decision to eliminate magazine sales overseas 
was not an easy one, but a decision that had to be made 
in our fiscally constrained environment,” Burns said. 
“DeCA’s contract with long-time magazine supplier 
PMG for selling magazines in the overseas stores ends 
in fiscal 2012, so this is the proper time to make this 
change. By eliminating the logistical costs of airlifting 
magazines to overseas distribution centers, we’re able 
to keep other important products flowing to our store 
shelves.” Commissaries in Alaska and Hawaii are not 
affected by this sales change.

OCONUS MAGAZINES
Although many popular publications will now no 

longer be available in overseas commissaries, the agen-
cy will continue to sell the Stars & Stripes newspaper 
since this publication is printed in theater. Magazines 
will also continue to be available in military exchanges 
and Exchange ‘Bookmark’ stores.

EXCHANGE MAGAZINE SALES
The Army & Air Force Exchange Service (AAFES), 

the Navy Exchange Service Command (NEXCOM) 
and the Marine Corps Exchanges (MCX) all responded 
to DeCA’s decision to drop magazines in its OCONUS 
stores.

“We are not broadening the magazine assortment, 
as the titles that DeCA carried are also carried in the 
Exchange,” said Tim Calkins, book buyer for AAFES. 
“We have coordinated with our OCONUS supplier, 

and they will be increasing the quanti-
ties available of the deleted DeCA titles 
in our facilities that are affected by this 
decision.”

A NEXCOM spokesman told E and 
C News that based on DeCA’s decision 
to no longer sell magazines in OCONUS 
stores, “We have increased our distribu-
tion on the magazines the commissary 
carried, to take care of those customers 
who previously purchased magazines 
from those stores.”

Karen Macdonald, books and maga-
zines buyer for the MCX, noted that 
PMG is also its OCONUS supplier, “and 
they are aware of the changes and they 
have made necessary adjustments.”

Exchanges Set to Pick Up Slack  
As DeCA Ends Most Overseas 

Magazine Sales

Patrons will rely on military exchanges to find their favorite maga-
zines and newspapers in Europe and Pacific areas beginning on Feb. 

1, as DeCA has decided to end magazine sales in its stores, citing 
rising costs and declining sales. AG Camp Casey, Korea.
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MCX Reopens Renovated Exchanges at MCB 
Camp Lejeune, N.C., JB Myer-Henderson Hall, Va.

• QUANTICO

In November, and just in time for 
the Christmas rush, the Marine 

Corps Exchanges (MCX) reopened 
two newly renovated exchanges that 
have been “transformed” in line 
with MCX’s new “X” branding 
standards.

HBMC HENDERSON HALL
On Nov. 17, a week before 

Thanksgiving, and after a more than 
two-year wait, a newly renovated 
HBMC Henderson Hall Exchange 
was finally delivered to installation 
customers during a grand opening 
celebration that lasted through Nov. 
20.

With a blueprint conceived in 
May 2009, and a groundbreaking 
held a year later, the newly reno-
vated facility was expanded to 
57,000 square feet of shopping space, and 15,000 
square feet of additional space was also added onto 
the exchange. 

The renovation included the addition of new fit-
ting rooms and restrooms, new floors, and upgrades 
to the ceiling, lighting, electrical, fire alarm and 
other systems.

Incorporated into this plan was the rearranging 
and addition of several departments to the retail mix, 
including a Uniform Shop and a Java Café. 

Opening-day festivities included opportunities 
for patrons to register for $100,000 worth of give-
aways and door prizes during the four-day grand 
opening.

MCB CAMP LEJEUNE
On Nov. 8, the MCX reopened the MCB Camp 

Lejeune exchange with a grand re-opening event 
celebrating the completion of a 100,000-square-
foot renovation that included a 40,000-square-foot 
addition to the facility. 

The expansion included additional retail space, 
new rooms for electrical utilities and fire safety 
equipment. Renovations were completed primarily 
in the main retail area, including replacement of 
acoustical ceiling tiles, flooring and interior light 
fixtures. The exterior of the main entrance was also 
renovated and an employee parking lot was recon-
figured.

A Marine is happy with what he sees in the camera section at the newly 
renovated hBMC henderson hall, Va., Exchange.
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