
all sweets. Risata and La Marca are sparkling wines, 
which have had much growth. Similarly, while 
Risata is still top 10, it has had a decline, with La 
Marca experiencing a 33-percent increase.”

NEXCOM Year-To-Date Fiscal 2017
Best-Selling Wine By Dollar Volume

  1) Apothic Red (750 ML)
  2) Roscato Rosso Dolce (750 ML)
  3) Stella Rosa Black (750 ML)
  4) Stella Rosa Rosso (750 ML)
  5) Kendall-Jackson VR Chardonnay (750 ML)
  6) Risata Moscato D’Asti (750 ML)
  7) La Marca Prosecco (750 ML)
  8) Barefoot Pinot Grigio (1.5 ltr.)
  9) Black Box Cabernet Sauvignon (3 ltr.)
10) Menage à Trois Red (750 ML)
 

Note: Fiscal 2017 sales are through December 2017.
Source: NEXCOM

SPIRITS
In spirits, “Trends were all browns, with bour-

bons and single malt scotches leading the way,” she 
noted. “Again in 2018, I see those two segments 
continuing to grow. Premium tequila is growing, 
and we are banking on reversing a negative trend 
in gin by adding new items.”

She continued, “Year after year, the top-sellers 
list does not change much. Our patrons are brand 
loyal, so to see the same items in the top sellers 
year after year is not surprising. 

“However, new to the top 10 this year, are Wood-
ford Reserve 750 and Tito’s Vodka 175. … Wood-
ford Reserve has been growing all year — plus 97 
percent — and speaks to the growth of bourbons. 
Tito’s vodka, as a brand, has been explosive and 
is up 55 percent for us.”    —E and C NEWS

With 253 plano-
grams between 
wine and spirits 

combined, the Navy 
Exchange Service Com-
mand (NEXCOM) relies 
on its category captains 
to maintain order and 
currency of product, and 

handle the ebb and flow of their respective areas 
so that depleted vintages and deleted items are 
replaced with new offerings, and patrons’ regional 
and local preferences are respected.

According to Debbie Scher, NEXCOM wine and 
spirits buyer, the exchange service’s category cap-
tain for wine is Constellation Wines U.S. in CO-
NUS, while E&J Gallo is responsible for OCONUS. 
NEXCOM’s category category captain for spirits is 
Advantage Sales.

“Our category captains do a great job of working 
the flow and layout to mirror each location’s needs,” 
Scher said. “Our assortments are standardized, but 
sales by each location definitely play into flow, 
number of facings, et cetera. We share floor plans, 
they make site visits and assist with resets to get a 
hands-on feel for how their product actually works.”

STANDARDIZATION
Scher said NEXCOM’s experience of standardiz-

ing core assortments has been “very successful, but 
regional items are limited and are mostly handled by 
way of special requests and one-time buys. Seasonal 
items are handled at the corporate level as well.” 

The buyer noted that specific stores have specific 
preferences in wine and spirits, and NEXCOM has 
to make sure it can fulfill these needs.

“Yes, there are some preferences depending upon 
locale,” Scher said. “NASJRB New Orleans (Belle 
Chasse), La., is our number-one Crown Royal loca-
tion in the world! This alone puts Belle Chasse in 
the tier-l selling locations for spirits. 

“In this vein, Crown Royal is much stronger in 
the East and Southeast than in the West. However, 
because we have a very mobile customer base, it 
is important to offer full assortments in the large 
locations to suit all needs and tastes.” 

PLANOGRAMS
With different wants and needs based on customer 

preferences through its store network, Scher said that 

through December 2017, NEXCOM utilized 146 
planograms for wine and 107 planograms for spirits. 

“It’s important to track deletes in any category 
for planogram integrity,” she said. “While we only 
update wine planograms on an annual basis, we do 
refresh the planograms as frequently as monthly 
when we become aware of deletes either at a cor-
porate or distributor level. This keeps holes to a 
minimum, and makes for an easier update when 
we complete the annual review. 

“Spirits is also an annual update, but we do per-
form a much smaller and limited fall refresh. Deletes 
are less frequent in the spirits segment, but we have 
the same ability to perform an update frequency.”

SALES 
According to Scher, fiscal 2017 wine category 

sales through December 2017 were $36.75 million, 
down 0.5-percent from the prior year.

Fiscal 2017 spirits sales through the same pe-
riod, meanwhile, were $98.82 million, a 1.6-percent 
increase over the prior year. 

In the waning days of fiscal 2017, the buyer 
told E and C News that she had seen some definite 
trends emerge that will set the pace for the assort-
ment in fiscal 2018. 

WINE
In wine, Scher said, “Trends were red blends, 

rosé and cans, and I see the same trends for 2018, 
as those were the categories that almost every sup-
plier presented for 2019 assortment updates.” The 
buyer added, “I expect imports to continue to grow 
for us,” since NEXCOM wine planograms began 
shifting to “a varietal set” in 2017.

Scher continued, “Red blends have been very 
popular and sweet wines are popular with the mili-
tary patron. Apothic, Stella Rosa Black, Menage à 
Trois Red are all blends. While both Apothic and 
Menage à Trois are still top-10 items, they have 
experienced declines due to so many other red 
blends coming into the market, some within their 
own portfolios and many outside. 

“Roscato Rosso Dolce and Stella Rosa Rosso are 

Brand Loyalty and

Standardization
Shape Sales with 

Efficiency
Brown spirits, with bourbon and single 
malt scotch leading the way, are trending 
both inside and outside the gate. Part of 
the spirits selection at the Pearl Harbor 
Exchange, JB Pearl Harbor-Hickam, Hawaii.

Scher

NEXCOM Wine and Spirits
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