
FOOD BARS
Food Bars have become “a very successful initia-

tive” for Mini-Marts, said Dennis Wilkerson, the 
exchange service’s vice president (VP) of Food Service.

“We will continue to build on our successful 
initiative,” Wilkerson said. “We are consistently 
looking for new items to expand our hot food 
offerings. Last year, we aggressively implemented 
promos and combo meals to help drive sales. We 
plan to build on these successes and are excited 
to bring some additional new specials on board 
for 2018.”    —E and C NEWS

From “Food Bars” to “functional” beverages, 
the Navy Exchange Service Command’s (NEX-
COM) 143 convenience store locations are 

working hard to keep up with fast-changing patron 
preferences. Mini-Marts cover not only patrons’ 
well-established quick-stop shopping needs but 
also subcategories such as fresh foods and sports 
nutrition that have more recently earned a place 
in the convenience assortment. 

The demands on and for this type of retail outlet 
are increasing, however, and the Navy Exchange 
plans to stand up an additional 60 stores with more 
convenience-driven fresh food sections known as 
“Fresh Marts,” in 2018 (see page 3).

Joe Marchese, NEXCOM’s Mini-Mart program 
manager, reported that fiscal year-to-date sales at 
Mini-Marts through Nov. 30, 2017, were $185.40 
million, a 3.55-percent decrease from the $192.22 
million in sales generated during the same period 
the prior year.

MEETING CUSTOMER NEEDS
Marchese said Mini-Marts and other Navy conve-

nience stores have become more versatile in meeting 
Navy customers’ changing convenience and grab-
and-go needs. He enumerated seven ways in which 
this evolution has taken place (see chart below).

“Based on prior surveys, Mini-Marts continue 

to be the most frequently shopped 
stores on base,” Marchese said. “The 
convenience remains our edge; if 
you are short on time, shop us! 
Small footprints allow our custom-
ers to get familiar with our offer-
ings. We have the ‘basics’ and more! 
Beverages, food, candy and sports 
nutrition also play a key role.

“We also have great associates, 
and most of our stores are either 
in housing, barracks or near ships. 
Price remains the same, so why 
go the distance — to the main store — if it’s not 
necessary?”

BEVERAGE INITIATIVE
In April 2018, Bill Darwin, NEXCOM Divi-

sional Merchandise Manager (DMM), Con-
sumables, said that NEXCOM also plans to 
launch a new beverage initiative. “Our goal 
is to be more in tune from a beverage 
assortment perspective, making a big 
play with up-and-coming brands and 
categories that resonate with our active 
duty, millennial customers.” 

Darwin told E and C News that this new 
initiative “is a developing program, and brands 

are under consideration 
now,” but categories that 
will be included are en-
hanced waters, kombucha 
— a variety of fermented, 
lightly effervescent sweet-
ened black or green tea 
drinks which are thought 
of as functional bever-
ages, for their supposed 
health benefits — cold-
brew coffee, cold-pressed 
juices, natural energy and 
Guayaki yerba mate teas, 
among others. 

“This program will be 
focused on growth brands 
with a strong price state-
ment,” Darwin said. 
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1) “The ability to analyze and provide convenience-centric assort-
ments utilizing the McLane Company as a distribution and 
category management solution.” 

2) “The development of our space analysis team, which gave us the 
opportunity to do in-depth reviews of space needs by depart-
ment and adjust as needed for focus departments.” 

3) “The addition of food bars, small-store front ends, and state-of-
the-art coolers and freezers, including walk-in beer caves, that 
enhanced the shopping experience.”

4) “An aggressive program to upgrade our facilities, which has been 
key to maintaining the overall presentation. We have addressed 
challenges of competition by promoting the benefit, aggressive 
pricing and exceptional customer service.”

5) “Our branding initiative, which has been aggressively executed 
as designed. There is no doubt whom we are serving once you 
enter our stores. There is a strong connection between us and 
the military that we are committed to building on for the future.”

   

6) “The ‘A Better You’ initiative has been expanded/promoted 
at all locations. Our healthy alternatives have not only been 
embraced by senior leadership but also by those who shop 
our stores.”

 
7) “The support of senior leadership to deglamorize alcoholic 

beverages; the removal of spirits to the main/package store 
and the reduction of wine SKU’s.”

Source: NEXCOM

Marchese’s Seven Ways NEXCOM Mini-Marts Have Evolved to Better Meet Customers’ Changing Needs:

NEXCOM FYTD 2017 Selected Mini-Mart Categories
By Dollar Volume

Mini-Mart Category FYTD17 Sales FYTD16 Sales % change
Food  $28.68 million $28.98 million  -1.02%
Beverages  $26.56 million $27.42 million -3.11%
Beer  $16.09 million $17.23 million  -6.61%
Spirits $11.33 million $13.07 million -13.31%
Candy  $7.52 million $7.80 million -3.57%
Sports Nutrition $6.63 million $6.95 million -4.63%
Wine $6.55 million $6.95 million -5.78%

Total $103.36 million $108.39 million -4.64%
 
* Year-to-date sales through Nov. 30, 2017. Totals are rounded off.
Source: NEXCOM

Cold-brew coffee, cold-pressed 
juices, natural energy bever-
ages, yerba mate teas and more 
fresh foods are set to join hot 
breakfast favorites. NAS Corpus 

Christi, Texas, Mini-Mart.
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