
BRANDING INITIATIVE
When it comes to keeping patrons informed about products, the alco-

holic beverage category has very limited means at its disposal compared 
with other categories sold in military stores.

Scher explained that although the exchange service does not use supplier-
supplied point-of-sale (POS) materials, NEXCOM is working on an in-store 
branding initiative that will provide on-shelf callouts similar to some of 
those seen in civilian stores. “’Neckers’ may be applied on bottles, in fac-
tory, or sent to military broker partners for spirits items or to distributors 
for wine items, for hanging on bottles in store,” she explained.

“Any additional call outs will attract a customer’s attention and enhance 
their knowledge, if they take the time to look at it or read it,” she continued. 
“Since we have limited avenues to inform our customers about this category 
of products, simple things like this will help. Social media certainly helps 
with brand awareness and most wine and spirits suppliers are definitely 
actively working that medium.”

SALES ACTIVITY
Through December 2016, according to Scher, wine sales were $36.86 

million, a 1.7-percent increase from the prior year, and spirits sales were 
$97.07 million, a 6.8-percent jump from 2015. “No surprises, we were on 
trend for very good year,” Scher noted. “The trend continued.”

Sales during the recently concluded holiday season were also resilient. In 
November, wine sales were $3.54 million, a 0.81-percent increase from the prior 
year, and wine sales in December were $5.5 million, a 1.4-percent increase from 
2015. Spirits sales jumped 10 percent in November, reaching $9.66 million in 
activity, while December sales reached $15.66 million, a 2-percent increase.

Scher said that the upward trend in 2016 was spearheaded in wine by red 
blends boxed wines and sparkling wines. “They are trending high, premium 
3-liter boxed wines are performing very well and ‘Prosecco’ is trending very 
well,” referring to an sparkling, dry Italian white wine.

In spirits, Scher said browns were trending strongly in NEXCOM stores 
in both scotch and bourbons. “That is continuing in 2017, along with 
additional flavor offerings in browns,” she explained. “We have also seen 
more local and/or craft distillers growing, and have added some for 2017.” 
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S
ome important changes are on tap for 2017 
to improve ease of navigation and the pa-
tron shopping experience in Navy Exchange 

Service Command (NEXCOM) wine and spir-
its departments. In the wine category, more 
products will be merchandised by type, with 
new varietal sets rolling out in the spring of 
2017. A new branding initiative is also being 
fielded to provide patrons more insights and 
information about the products they could po-

tentially purchase. Category captains are also 
working closely with NEXCOM to develop new 

varietal planograms and ensure shelf allocation is 
optimized to industry conditions.

CATEGORY SUPPORT
Industry “category captains” typically handle much of the planogram 

design and support within their respective product areas, and sometimes even 
for specific geographic regions. For wine, Debbie Scher, NEXCOM wine and 
spirits buyer, said that the exchange service’s category captain for CONUS is 
Constellation Wines U.S., while E&J Gallo is responsible for OCONUS. The 
exchange service’s category captain for spirits is Advantage Sales. 

“They are experts in planogram drawing, all have extensive resources, 
and teams have grown to support their efforts to continue to provide us 
with state-of-the art planograms,” Scher noted. 

To that end, category captains have helped NEXCOM develop stan-
dardized assortments of both wine and spirits. “We have had standardized 
assortments for a number of years,” the buyer said. 

“Spirits is fairly simple, as we buy direct from national suppliers and 
warehouse most of the product,” she explained. “Wine becomes more chal-
lenging, but we do meet with the national suppliers annually, who provide 
the new items to include distributor information, by state. We certainly do 
address regional items and local items, but oftentimes not as part of the 
in-line planogram process. It really is a matter of organization and adher-
ence to standards.”

VARIETALS, PLANOGRAMS
In the wine category, Scher said, “We are converting to a 

varietal set in the spring, so all varietals, regardless of origin, 
will be merchandised together,” referring to a display method 
that has gained traction in the industry in recent years, versus 
less flexible country-by-country merchandising. “We expect 
this will have a very positive effect on the imports, merchan-
dising them with domestic wines and allowing for a better 
shopper’s journey.”

With so many unique SKUs in the wine and spirits catego-
ries, standardizing assortments is not without its challenges. 
“In wine, we currently have 136 everyday planograms and 13 
fine wine planograms,” the buyer explained. “Deletes are far 
more difficult to track in wine due to the distributor networks 
involved. My merchandisers track the various deletes, as they 
come to our attention, by distributor, and they are forwarded to 
the category captain at regular intervals, for planogram updates.”

In spirits, Scher said that NEXCOM currently has 97 store-
specific planograms and four planograms for the small sizes 
(50-ML and 375-ML sizes). “We update twice a year, with a 
major reset in the spring and a refresh in the fall,” she said. 
“We track the deletes on a running log, and amend with sales-
related deletes, with planogram updates.”

‘A Better Shopper’s Journey’

Scher

WINE
 1)  Apothic Red (750 ML)
 2)  Kendall-Jackson VR Chardonnay (750 ML)
 3)  Risata Moscato D’Asti (750 ML)
 4)  Ménage à Trois Red (750 ML)
 5)  Roscato Rosso Dolce (750 ML)
 6)  Stella Rosa Rosso (750 ML)
 7)  Woodbridge Chardonnay (1.5 ltr.)
 8)  Black Box Cabernet Sauvignon (3 ltr.)
 9)  Barefoot Moscato White (1.5 ltr.)
 10)  Barefoot Pinot Grigio (1.5 ltr.)
 11)  Korbel Brut (750 ML)
 12)  Woodbridge Cabernet Sauvignon (1.5 ltr.)

SPIRITS
 1)  Crown Royal (1.75 ltr.)
 2)  Jack Daniel’s Black (1.75 ltr.)
 3)  Crown Royal Regal Apple (1.75 ltr.)
 4)  Hennessy VS (750 ML)
 5)  Hennessy VS (1.75 ltr.)
 6)  Captain Morgan Original Spiced Rum (1.75 ltr.)
 7)  Jim Beam 80 Proof (1.75 ltr.)
 8)  Smirnoff Vodka 80 Proof (1.75 ltr.)
 9)  Absolut Vodka 80 Proof (1.75 ltr.)
 10)  Grey Goose Vodka (750 ML)
 11)  Patrón Silver Tequila (750 ML)
 12)  Cîroc Apple Vodka (750 ML)

Note: Fiscal 2016 sales are through December 2016. Source: NEXCOM
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