
It is interesting, marketing and promotions 
aren’t a “one size fits all” proposition — we con-
tinue to refine the way that we promote and com-
municate with customers to ensure that we are 
reaching them most effectively.

 
E and C News: In terms of growth, what do 

you forecast will be NEXCOM’s strongest catego-
ries for fiscal 2017? Which categories struggled last 
year that need floor space or planogram adjustment? 

Honiball: A Better You — which includes 
athletic apparel and footwear, fitness and nutri-
tion, health and well-being — continues to be a 
focus for us in 2017. We’ve seen customers migrate 
towards a healthier lifestyle, and more natural 
and organic products across several categories, 
and we have added, and will continue to add, 
new products and brands to address these grow-
ing categories.  

Jewelry is an exciting category for us — we 
are really able to demonstrate a strong savings 
message to our customers. We have several new 
brand launches coming up over the course of 
2017, including the expansion of our own Navy 
Star collection of diamond jewelry.

We’ve done really well in some of our kids 
areas, not as well in others. As an example, while 
our toy business was up double digits with a really 
strong holiday season, we struggled in some of 
our apparel categories. 

I know that my 12-year-old daughter can 
dictate my shopping habits based on where she 
wants to go, and we want to win with kids. So we 
are looking across the board, from continuing to 
expand toys, to strengthening our apparel, hav-
ing the right assortment of sporting goods, and 
expanding our Crayola Shops and our traditional 
back-to-school driven areas.  

I’m very excited about our food and beverage 
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E and C News: What is your impression of the 
resale environment and NEXCOM now that you have 
been in the saddle about a year and a half?

Rich Honiball: Personally, I love it! Yes, there 
are challenges as there are with the retail industry 
in general. But I believe we are more connected 
to our customer and have a better understanding 
of his or her needs. 

The team here at NEXCOM, from headquarters 
to the field, is extremely talented, collaborative 
and passionate about what we do. And it is a fun 
environment, doing something that you truly love 
for a customer that truly deserves our best efforts.

I also think that it is retail in its truest form. 
While we look for efficiencies and consistency, at 
the same time we have everything from 180-square-
foot Micro Markets to 180,000-square-foot flag-
ship stores. 

We invest the time to better understand each 
particular base and store and how we can best 
serve the customer, much like the “general stores” 
of decades ago.  

 
E and C News: What is NEXCOM’s plan goal for 

overall sales in fiscal 2017? What are your sales goals 
for softlines, hardlines and consumables, respectively, 
for the new fiscal year?

Honiball: Our objective is moderate growth, 
really focusing on strengthening the value that 
we offer to our customers while optimizing our 
assortments and supply chain in collaboration 
with our internal and external partners. 

We have an opportunity to more thought-
fully edit our offering to make sure that we are 
consistently in-stock in the right products, make 
it easier for the customer to find what they are 
looking for, and limit our markdowns.  

As you would expect, we feel that there are 
both opportunities and challenges in each of the 
three areas. 

In softlines, handbags and luxury brands will 

continue to be challenging, but we see continued 
increases in our “Trend Right/Price Right” apparel 
and in our athletic brands.  

Consumer electronics struggled in 2016 with a 
perceived lack of newness and price compression, 
but we expect continued growth in our home 
categories, including domestics, furniture and our 
growing “Smart Home” categories. 

Our consumables business was positive in 
2016 overall, as we did an effective job pre-
senting strong value to our customers, and 
I expect that we will continue to get better. 

E and C News: What new sales initiatives or 
major promotional efforts do you and your sales group 
have planned for fiscal 2017?

Honiball: Our biggest opportunity is to “con-
nect the dots” with our customers across all of 
our different categories of business. 

If we’ve earned your 
trust in, let’s say, your week-
ly home or personal care 
needs, can we encourage 
you to shop our domestics 
and other home categories? 
If you love shopping us for 
apparel because we have a 
great selection and value, 
can we earn your business 
in pet food? If you get gas 
from us every week, how 
can we encourage you to 
shop our cosmetics area? 
We want to earn our cus-
tomers’ trust and business 
across more categories of 
business.

We are increasing the 
number of “events” that 
we are doing, as we know that they drive both 
traffic and excitement. This can be anything from 
vendor product demonstrations, to a trunk show 
or pop-up shop, to gaming events and beyond. 

As an example, we do very well when we are 
promoting our “A Better You” categories and we 
have product demonstrations, connect with Mo-
rale, Welfare and Recreation (MWR) for a fitness 
event, and have a giveaway. 

We want customers to do more than just shop 
with the NEX, we want them to spend time with 
us. This also helps us to cross-promote categories 
and encourage customers to shop an area that 
they might not be shopping today. 

We are creating more integrated campaigns. 
Our customers rely on our flyers, and we continue 
to make those more exciting. At the same time, 
we are growing our email, digital and social cam-
paigns and connecting with customers through 
the channels that they prefer. 

Honiball

With the enthusiastic embrace of supplier partners, 
NEXCOM is increasing the number of events that it holds 
for its patrons, such as this “Welcoming Heroes Home” 
event at NAS Oceana, Va., hosted by Exchange General 
Manager (GM) Melissa Dodson-Dozier (front, right). 
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We are also looking at how we can “flex” the 
space within a convenience store. Perhaps we can’t 
have a category of merchandise year-round, but 
we can better serve our customer by having it for 
a limited time, when it is most needed. We need 
to keep our space and inventory flexible enough 
to respond to these needs.

 
E and C News: Are there any specific new sub-

categories or even product lines that NEXCOM will 
debut in its stores next year for which you have strong 
expectations? 

Honiball: We have a few new ideas: new 
brands or expanded product categories that we 
are excited to debut as the year progresses. 

But the real success will come from getting the 
basics right, being in stock in what our customers 
need the most, making the options clearer to our 
customers and making it easier to shop. 

So, I am really most excited about what we are 
doing to make that happen, as I think it will move 
the needle more. This includes expanding our 
ship-to-store categories, for example, and giving 
the “brick-and-mortar” customer more style, size 
and color options by better leveraging our web 
store inventory. This can have a greater payoff 
than any new category of merchandise.

That said, you will definitely see more natural 
and organic products throughout our stores. From 
personal care to home products to foods and bev-
erages, even apparel — our customers are seeking 
more of these options and we are responding. 

Collectibles and “pop culture” is another cat-
egory that we introduced in 2016 that we will see 
expand in 2017. 

Going to NS Great Lakes, Ill., and seeing our 
young Sailors playing the trading card game “Magic: 
The Gathering” was eye opening for me, and the 
team has responded with the help of our key 
supplier to bring a stronger assortment together. 

And more brands are coming to us with exclu-
sive products and offerings, which our customers 
respond to very positively. I think this is an area 
where we will continue to see newness.

 
E and C News: Is there any other message you 

would like to convey to associates, personnel in the 
field, and to your vendors and suppliers?

Honiball: We appreciate the partnership 
and loyalty of those that help us to serve our 
customers, from our associates worldwide to our 
business partners. 

Sure, this can be a frustrating business, any 
business can, but at the end of a tough day, I 
will head out to one of our stores, watch how 
our associates take care of customers, and I am 
constantly reminded how lucky we are.  

While it’s easy to measure our vendors by vol-
ume, I place a high emphasis on how well they 
support our mission, and how they support our 
customers through new product introductions, 
high in-stocks, and great value. 

So to those vendors who continually support 
us, and work tirelessly to support our customers 
— thank you!

—E and C NEWS

business. We’ve seen healthy increases as we’ve 
continually tweaked our assortments. We are adding 
healthier options, expanding natural and organic 
products and seeing a more regular day-to-day 
customer who depends on us to have the choices 
that he or she expects to have.  

Home is also very important to us, not only 
from a trend perspective where more people are 
investing in their homes, but because of the im-
portance of permanent changes of station (PCS). 

We have introduced special order kiosks in 
several of our stores that are doing better than 
expected. Our furnishings business is growing, 
and we are improving the quality of several of 
our Harbor Home products.  

 
E and C News: How is your NEXCOM/sup-

plier initiative to use point-of-sale data to enhance 
sales, “connect the dots” and “leverage each other’s 
strengths” progressing?

Honiball: This has been a slower roll-out than 
we initially expected as we work to get the data 
right, but we are back on track at this point, and 
I think we will start to see an increased benefit 
from this initiative. Analytics plays a strong role 
in running an efficient business, and our vendors 
today do a good job of providing us with sales 
and inventory analysis that helps us to run our 
business more efficiently.  

Other ways that we are working more closely 
with our vendor partners include optimizing our 
end-to-end supply chain. Our goal is to keep the 
right amount of inventory on the shelves, in the 
back room, and in our distribution center (DC) 
— being able to shorten our lead times and make 
sure that products are flowing predictably. 

Also, we work closely with our vendor partners 
by introducing new products and brands, espe-
cially those that are unique and exclusive to the 
NEX. We also do this by working more closely on 

marketing and social communication, and how 
we can leverage the knowledge and expertise of 
our partners. 

We had an excellent meeting very recently 
with one of our top suppliers, where we talked 
about ways that we could work together more 
efficiently and effectively, and came away with 
several key areas where we can improve in a way 
that benefits both of us: everything on the table, 
open and collaborative conversation, and focus-
ing on how we can better serve the customer. We 
are looking for new ways for us to win together.

 
E and C News: How are the “NEX CARES” and 

“We Believe” programs doing? How have business 
partners responded? What’s next for these programs? 

Honiball: These programs really help to re-
inforce the connection that we have with our 
customers and allow them, and frankly our busi-
ness partners as well, to better connect with us. 

We know that our customers genuinely ap-
preciate when we hold these various events, and 
it shows in their social and personal engagement 
with us. Our associates, both at the field and at 
the headquarters level, get personally involved. 

I know that it reinvigorates us and reminds us 
why what we do is important. You see the joy on 
the kids’ faces while they are building care pack-
ages for a deployed loved one, or the smile on 
a mom or dad’s face when you help to welcome 
them home.  

We received a letter just today from one of 
the returning aviation squadrons, thanking our 
team for being there to welcome them home and 
taking care of them and their families. That event 
wasn’t about selling product, but I am confident 
they are more apt to visit the NEX when they 
want or need something. We want to always be 
top of mind.

As for our business partners, their support en-
ables us to connect and support our customers 
in so many ways and we are really thrilled with 
how many have stepped forward to support our 
efforts. They appreciate the good that we are able 
to do with their support and how we are able to 
promote their brands. 

Frankly, I was blown away by how many reached 
out personally and told us not only how proud 
they were to help support our efforts and our 
customers, but also how many have pledged their 
ongoing and increased support. Many have brought 
new ideas to the table, and we look forward to 
executing several of these new ideas in 2017.

 
E and C News: C-stores appear to be a hotly 

contested channel. What are your plans to keep 
NEXCOM’s Mini-Marts a convenience destination 
of choice?

Honiball: We have a unique opportunity to 
serve our customers in our Mini-Marts given where 
we are located and what we offer. Unlike many 
of the outside-the-gate convenience stores that 
have to be a bit more cookie cutter, we try to be 
more flexible with what the particular community 
needs — whether it is adding an expanded pet 
section or more sports nutrition options. 

“Smart Home” categories are 
growing. Automation solutions on 
display at Pearl Harbor Exchange, 
JB Pearl Harbor-Hickam, Hawaii.
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