
Navigating the complexities of the 
supply chain in wine and spirits 
— which requires matching up 
brands, national suppliers, and 

which distributor has which brands — 
requires coordination and teamwork, 
according to Navy Exchange Service 
Command (NEXCOM) Wine and Spir-
its Buyer Debbie Scher.

Fortunately for NEXCOM patrons, 
Scher has been responsible for the cat-
egory since 2009, and she and her capable team are 
more than up to the task of managing the category’s 
extensive variety and geographic diversity. 

Through November 2011, sales in wine and spirits 
were $109.16 million, up 3.3 percent over the previ-
ous year’s period and 6.8 percent above plan. Scher 

said NEXCOM has forecast a 4-percent increase for 
2012, which she said, “looks very achievable based on 
current trends. We have strong sales, solid promotions 
and positive in-stocks, all factors in continued growth.

“Should there be any remaining deletes once resets 
have been completed, the stores move deleted product 
to a clearance area and/or feature in high-traffic areas, 
to sell through. In-stocks are handled by the replenish-
ment team, and a major part of this is now automated. 
We work in tandem with the stores, to identify end 
goals, areas of concern, and any problems in need of 
correction.”  

REPLENISHMENT
The Replenishment Team handles replenishment 

set up, which, for the most part, is automated. Spirits 
has been on automatic replenishment (A/R) for several 
years in most areas. Washington State and Hawaii 
have yet to be converted, but Scher expects that both 
will be in 2012. “Wine is now A/R everywhere, as 
planogram update rollouts occurred earlier this year, 
with the same two exceptions,” which Scher said she 
expects to be converted to A/R in 2012.

The challenge of aligning various brands and 
labels with their national suppliers and distributors 

Flavor Profiles, Promotions
   and In-Stocks ServE up Sales

‘We have strong sales, solid promotions 
and positive in-stocks, all factors in 

continued growth.’
— NEXCOM Wine and Spirits Buyer Debbie Scher

Scher

Sweet wines, both red and white, emerged as a key 
sales driver for NEXCOM stores. NAS Oceana, Va.
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PROMOTIONS
NEXCOM ties several of its promotions during the 

year to holidays and special occasions. For Father’s 
Day, the exchange ran a $29.95 endcap promotion 
in spirits. “This is the first time we tried the end cap 
and were very pleased with the results,” Scher said, 
noting that nearly $60,000 in spirits were sold during 
the five-day end cap.  

“We featured Remy Martin VSOP 750 ml, Crown 
Royal Special Reserve 750 ml; Glenlivet 12-year 750 
ml and a Glenlivet gift pack; Jack Daniel’s Single 
Barrel 750 ml; and Milagro Silver Select Barrel 750 
ml,” she noted. “The Crown Royal Reserve enjoyed 
a 60-percent increase over year prior. This trade-up 
approach resonates with our patrons.”

In 2011, NEXCOM repeated the $19.95 endcap 
for the Thanksgiving time frame. Items included in the 
promotion were Ciroc Vodka 750 ml; Johnnie Walker 
Black 750 ml; Crown Royal Black 750 ml and Jameson 
Irish Whiskey 750 ml. “We are very confident that this 
will be an annual end cap, hitting on key items and 
big brands,” Scher said. —E and C NEWS

a real challenge, according to 
Scher. “For the most part, mark-
downs are authorized on deleted 
items, at store level. Stores be-
gin to sell down on their deletes 
about 30 days prior to their re-
sets, when their updated plano-
grams are received,” she said.

PATRON PREFERENCES
Unlike regular consumer 

packaged goods, the availabil-
ity of certain wines, as well as 
scotch and whiskey, can vary 
dramatically with demand, sup-
ply, and vintages. NEXCOM has 
worked towards standardizing 
assortments throughout the 
country to minimize the differ-
ences. “We have standardized 
smaller wine planograms and 
to some extent, the larger as-
sortments, as well,” Scher said. 
“There are some challenges with 
this process simply because we 
are dependent upon the exten-
sive distributor network to sup-
ply products to our stores and 
we do not dictate their inven-
tories.” 

Scher told E and C News
that the spirits category is 
much more controlled, as most 
items are procured through the 
national supplier network and 
warehoused in NEXCOM’s 
CONUS distribution centers 
(DC) .  “We  have  worked 
diligently at cutting weeks 
of supply in the DCs, while 
maintaining an acceptable level, 
to achieve sales and turn goals,” 
she said.

SWEET AND ‘SKINNY’ TRENDS
Emerging trends in wine and spirits are sweet 

wines, both red and white, according to Scher. Sweet 
wines are seeing strong sales, with Moscato taking a 
large share.

“Red blends are important and we saw many of 
both, in preview to 2012 stock assortment updates,” 
she said. “We have also seen many chocolate wines 
based on the strength of Chocovine’s performance.”

In spirits, flavors are important, as well. “Flavored 
vodka is the most developed, but we are seeing more 
rums and whiskeys, too,” she said.

Scher said the ‘skinny’ trend is important, with 
notable products like Skinnygirl Margarita’s, Sangria 
and White Cranberry Cosmo. “We promoted Voli 
(a low-calorie vodka) during January for that ever-
important New Year’s resolution to cut back. We are 
definitely seeing the sweet trend in brown spirits: Jack 
Daniel’s Tennessee Honey was our No. 1 new spirits 
item in 2011. For 2012, we have seen a number of 
brown spirits in flavors, however, nowhere near the 
extent of vodka, which continues to expand.”

has prompted NEXCOM to make improvements in 
its supply chain by moving to national suppliers for 
a number of different brands. “We will continue to 
pursue this, where it makes sense, and have a couple 
more suppliers targeted for this replenishment change 
for 2012,” Scher said.

Since many of the planograms are store specific 
— NEXCOM has standardized wine planograms for 
sets under 24-feet — it makes keeping track of deletes 

Top Wine Sales 
by Unit Volume*

❧ Barefoot Moscato 750 ml
❧ Menage a Trois Red 750 ml
❧ Kendall Jackson Vintner’s Reserve 750 ml
❧ Sutter Home 750 ml
❧ Gallo Twin Valley Moscato 1.5 ltr.
❧ Barefoot Pinot Grigrio 1.5 ltr.
❧ Barefoot Chardonnay 750 ml
❧ Barefoot Merlot 750 ml
❧ Barefoot Cabernet Sauvignon 750 ml
❧ Mirassou Pinot Noir 750 ml
❧ Mondavi Woodbridge Chardonnay 1.5 ltr.
❧ Sutter Home Moscato 1.5 ltr.
❧ Andre X Dry 750 ml
❧ Franzia Chillable Red 5 ltr.
❧ Riunite Lambrusco 1.5 Cavit Pinot Grigio 1.5 ltr.
❧ Sutter Home White Zinfandel 1.5 ltr.
❧ Franzia Sunset Blush 5 ltr.
❧ Beringer White Zinfandel 750 ml
❧ Sutter Home White Zinfandel 750 ml

Top Spirits Sales 
by Unit Volume*

❧ Crown Royal 1.75 ltr.
❧ Smirnoff Vodka 1.75 ltr.
❧ Capt Morgan Spiced Rum 1.75 ltr.
❧ Jim Beam 1.75 ltr.
❧ Bacardi Superior Rum 1.75 ltr.
❧ Jack Daniels Black 1.75 ltr.
❧ Absolut Vodka 1.75 ltr.
❧ Hennessy VS Cognac 750 ml
❧ Crown Royal 740 ml
❧ Seagram’s Extra Dry Gin 1.75 ltr.
❧ McCormick Vodka 175 ltr.
❧ Hennessy VS Cognac 1.75 ltr.
❧ Grey Goose Vodka 750 ml
❧ Absolut Vodka 750 ml
❧ Smirnoff Vodka 50 ml
❧ Bacardi White Rum 50 ml
❧ Capt Morgan Spiced Rum 750 ml
❧ Sailor Jerry Spiced Rum 750 ml
❧ Ciroc Vodka 750 ml
❧ Jagermeister Liqueur 750 ml

* Year to date through November Fiscal 2011

Cross-merchandising spirits with soda brands that are  
popular mixers is a key on-shelf strategy. NAS Oceana, Va.
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