
AAFES Trims Capital Investment,
Redraws Europe Headquarters 

And Store Footprint Plans
• DALLAS

As the military continues to 
transform its force structure in 

Europe, and as some units continue 
to return Stateside, the Army & Air 
Force Exchange Service (AAFES) is 
also updating its plans for its Europe 
store and headquarters footprint, 
to reflect shifts in the military and 
family population on the continent. 
At the same time, it is also reducing 
its capital investment program, from 
$86 million in 2012 to a projected 
$45 million in 2013. 

In 2012, according to Chief Op-
erating Officer (COO) Mike Howard, 
AAFES facility updates contributed 
a 14 percent combined sales lift. Historically, the Ex-
change spends approximately one-third of its earn-
ings on facilities, information technology, logistics 
and other aspects of the business, with the other two-
thirds allocated toward service dividends. Howard 
said AAFES saved $5.5 million on 23 projects bid 
in fiscal 2012, due to an improved bid climate, and 
an additional $1.7 million through value engineering 
(VE). “In 2013 the proposed capital expenditures are 
estimated to be 134 percent of forecasted earnings, 
of which 82 percent is for store recapitalization. 
We expect that number to decline over the next few 
years due to budget reductions, future Department 
of Defense force structure changes and sequestra-
tion,” said Kenneth Jacquin, vice president, financial 
analysis and budget.

HEADQUARTERS SHIFT
As troops are restationed, and as Europe opera-

tions continue to be consolidated, various parts of 
the AAFES enterprise in Germany are scheduled 
for a series of structural changes. These include 
the shifting of AAFES Europe headquarters during 

the second quarter of fiscal 2014, 
from Mainz Kastel, Germany, to 
Sembach, about 14 miles from the 
Kaiserslautern Military Community 
Center (KMCC) at Ramstein AB, 
according to the exchange service.

Later this year, the Exchange 
will also wind up the final stages 
of the closing of its facilities at the 
Heidelberg Exchange ($57.6 mil-
lion in sales in 2011), which culmi-
nates with the Aug. 30 closure of the 
main store. 

It also detailed the closures of 
the Bamberg and Schweinfurt main 
stores in May 2014 and August 
2014, respectively. The Ledward 

Express at Schweinfurt was slated to close in Au-
gust 2013, and the Express at Bamberg is expected 
to stay open until September 2014. Bamberg Con-
solidated Exchange generated sales of $68.7 mil-
lion in 2011.

USAREUR RELOCATION
Plans for a new shopping center are being 

explored for the second quarter of fiscal 2015 at 
Hainerberg, at USAG Wiesbaden. Facilities at 
Hainerberg generated sales of $79.6 million in 
2011. The new shopping center would tie in with 
the ongoing relocation of U.S. Army Europe (USA-
REUR) Headquarters to Wiesbaden Army Airfield. 

Accompanying these changes are a series of 
relocations in the Netherlands, the U.K. and Italy. 
These include the shift of the Schinnen, Nether-
lands, store a couple of miles east to Allied JFC 
Brunssum at Hendrik Camp, also home to the 
nearby AFNORTH International School, where 
AAFES is also the provider of the school lunch 
program (as it is throughout Europe and the Pa-
cific, providing more than 4.2 million meals in 88 

cafeterias in 102 schools).
In the U.K., meanwhile, the 

Exchange expects to consolidate 
some of its regional shopping 
activities in the Southwest and 
Midlands at RAF Croughton, as 
RAF Fairford has recently been 
downsized and will now be used 
primarily for deployment opera-
tions and exercises. 

In Italy, the Exchange an-
ticipates it will renovate the ex-
change at Vicenza, from where it 
will provide additional support to 
Livorno. 

In the Azores, Lajes Field AB, 
which saw $14.9 million in sales 
in 2011, is scheduled to down-
size and become an unaccompa-
nied tour by summer 2014.

DeCA Named Top
Produce Retailer
By Foundation

• HOCKESSIN, Del.

For the first time, the Defense Commissary 
Agency (DeCA) was named a produce “cham-

pion” by the Produce for Better Health (PBH) Foun-
dation for its work in supporting PBH’s “Fruits & 
Veggies — More Matters” national campaign. In 
2012, DeCA was among 15 retailers — nine “cham-
pions” and six “role models” — chosen as leaders in 
the produce world. Others honored included Ahold, 
King Kullen and Associated Wholesale Grocers.

“We take our military’s health very seriously, and 
supporting this campaign to eat more fruits and veg-
etables is a great way to get our patrons interested,” 
said Joseph H. Jeu, DeCA director and chief execu-
tive officer (CEO). “It also speaks to the commis-
saries’ commitment to provide healthful options for 
military families.”

PBH measured the agency against criteria such as 
how DeCA promoted the national “Fruits & Veggies 
— More Matters” month campaign and supported it 
through its website, in print and through online cir-
culars. All retailers were evaluated against the same 
criteria.

“We help our customers realize the importance of 
fruits and vegetables in their daily diet,” said Bridget 
Bennett, DeCA’s produce category manager. “Our 
produce teams are always supporting healthful op-
tions for snacks, meal solutions and quick conve-
nience in our ready-to-eat (RTE) selections.”

PAST HONORS
In 2010 and 2011, defense commissaries were 

honored as role models. This is the first time that the 
agency has been dubbed “champion.” All 15 retailers 
were recognized at the PBH’s annual conference in 
San Francisco, Calif., in March.

In 2012, Produce Retailer magazine also selected 
DeCA as its “Retailer of the Year.” 

“We are proud to receive this recognition,” Jeu 
said. “We work hard to make sure our customers 
have great produce to choose from and this award 
just proves that we are on the right path.”

Howard

AAFES, which also runs school lunch programs, such as this Wiesbaden, 
Germany, Department of Defense (DoD) high school cafeteria, is planning 

to update its European region headquarters and store footprint.

DeCA was cited as a produce “champion” by a 
prominent consumer produce education founda-

tion, based on its efforts to encourage healthy food 
choices among its patrons, including the consump-

tion of more fresh produce.
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NEXCOM Opens Norfolk Mini-Mart

CGX Adjusts Region Structure, Makes Personnel Changes

PepsiCo Donates $500K 
To Disabled Veterans’
Employment Initiative

• SYRACUSE, N.Y.

PepsiCo Inc., in association with its Dream Ma-
chine Recycling Initiative, presented a $500,000 

donation to the Entrepreneurship Bootcamp for Vet-
erans with Disabilities (EBV) during halftime of a 
March 6, 2013, men’s college basketball game at 
Syracuse University.

EBV is a national non-profit organization found-
ed at Syracuse University’s Whitman School of Man-
agement and operated by the Institute for Veterans 
and Military Families, which offers career training, 
education and job creation for post-9/11 U.S. veter-
ans with disabilities.

The contribution — which was initially announced 
on Veterans Day in 2012 — brings to $1.5 million the 
total donation amount from PepsiCo to the EBV over 
the past three years (see E and C News 1/13).

“PepsiCo is honored to provide continual sup-
port to the Entrepreneurship Bootcamp for Veterans 
with Disabilities through the Dream Machine Recy-

cling Initiative, and to help make public recycling a 
more convenient and rewarding process,” said Tim 
Carey, senior director of sustainability at PepsiCo. 
“Through this program, we have seen amazing re-
sults, from the over 5,500 bins and kiosks located 
across the country, to the over 600 graduates of the 
EBV program,” including on military installations.

“It is our mission at the EBV to provide free edu-
cation to post-9/11 veterans with disabilities, and we 
are proud that over the past three years, we have con-
tinually been able to achieve that goal with the sup-
port of PepsiCo and the Dream Machine Recycling 
Initiative,” said Mike Haynie, EBV founder, IVMF 
executive director and Barnes Professor of Entrepre-
neurship at Syracuse University’s Whitman School.

The Dream Machine Recycling Initiative has re-
portedly diverted more than 200 million beverage 
containers from landfill to recycling since the pro-
gram’s inception in 2010.

—E and C NEWS
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PepsiCo associate Tom Mooradian (left) presents a 
$500,000 check to Raymond Toenniessen, director 

of New Initiatives & External Relations at IVMH, who 
accepts the award on behalf of the Entrepreneurship 

Bootcamp for Veterans with Disabilities.

• NNSY PORTSMOUTH, Va.

The Navy Exchange Service Command (NEX-
COM) Mini-Mart at the Norfolk Naval Ship-

yard cut the ribbon March 14 on its new renovation. 
The 2,000-square-foot venue added a new food 

• CHESAPEAKE

The Coast Guard Exchange (CGX) announced 
a new regional structure for its network of 

stores, and also made several personnel changes 
related to this new configuration. All changes took 
effect on March 18.

REGIONAL PERSONNEL CHANGES
Region 1 and 2 both had managerial changes 

in mid-March, with John Merrill — previously the 
general manager (GM) of CGX Chesapeake, Va., 
and regional manager for the former Headquarters 
Direct Region — taking the reins of Region 1, and 
former Puerto Rico GM Nicolette Ivanovsky now 
leading Region 2

Earlier in Ivanovsky’s career, she was with the 
Navy Exchange Service Command (NEXCOM) at 
NSA Naples, Italy. She had been the Coast Guard’s 

Region 1, Manager, John Merrill 
Virginia:  Chesapeake, Yorktown, Portsmouth, 
and USCG Finance Center. 

Region 2, Manager, Nicolette Ivanovsky 
Puerto Rico: Borinquen, San Juan; Florida: Ju-
piter, Miami Beach, Opa Locka, Mayport, and 
Cape Canaveral. 

Region 3, Manager, Cathy DeFranco
Connecticut: USCG Academy and New Haven; 
Pennsylvania: Philadelphia; Massachusetts: 
Boston and Cape Cod; Maine: Southwest Har-
bor, Rockland, and South Portland; New Jersey: 
USCG TRACEN Cape May and Sandy Hook; New 
York: Fort Wadsworth and Westhampton Beach. 

Region 4, Manager, John Falkiewicz 
New York: Buffalo; South Carolina: Charleston; 

and beverage bar, additional sandwich options, 
Navy Pride merchandise, energy-efficient cool-
ers and LED lighting. Participating in the ribbon 
cutting were, from left: Cmdr. Roland deGuzman, 
USN, Norfolk NSY public works officer; Beverly 

Hudgins, NEXCOM Tide-
water District Manager; Brett 
Haftel, Tidewater District Op-
erations Manager; Rear Adm. 
Robert J. Bianchi, SC, USN 
(Ret.), NEXCOM’s chief ex-
ecutive officer (CEO); Co-
lette Clayton, store manager; 
Nancy Allen, general manag-
er (GM), NEX Portsmouth; 
and Capt. Ari lliakis, USN, 
Norfolk NSY base support 
officer. 

Puerto Rico GM since 2009, and formerly the 
manager of the CGX’s then-Superstore Region. 

MERCHANDISE DEPARTMENT CHANGES
In addition to regional manager changes, the 

CGX made several personnel changes in its Mer-
chandise Department, also effective on March 18.

Assistant buyers Charlene Chivas and Wintress 
Page flip-flopped assistant buyer positions within 
the department. Chivas, who was responsible for 
uniforms, now handles ladies apparel, cosmetics, 
handbags, accessories and jewelry; Page is now 
responsible for uniforms.

Also, Michell Houpe, pricing specialist for 
home and uniforms, takes on additional pricing 
specialist responsibilities for men’s, children’s and 
shoes.

North Carolina: Fort Macon and Elizabeth City; 
Michigan: Detroit, Grand Haven, Traverse City 
and Sault Sainte Marie; Ohio: Toledo and Cleve-
land; and Wisconsin: Milwaukee. 

Region 5, Manager, Ty Lindsey 
Alabama: Mobile; Louisiana: New Orleans; Tex-
as: Houston and Galveston; Florida: Clearwater, 
Cortez, Fort Myers, Sand Key and St. Petersburg; 
Maryland: Baltimore.; and Washington, D.C. 

Region 6, Manager, Geoffrey Salberg 
Alaska: Kodiak and Ketchikan; Washington 
State: Port Angeles and Seattle; Oregon: Asto-
ria, Coos Bay and Portland; California: Alameda, 
Petaluma, San Diego and San Pedro; and Ha-
waii: Honolulu.

Source: CGX

CGX REGIONS, STORES AND MANAGERS, REVISED:
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• MINNEAPOLIS, Minn.

During a March 26 event at the Fisher House here, Hormel Foods’ 
Cure 81 ham brand donated $50,000 and food for Easter meals 

to help families who spent the Easter holiday at Fisher Houses across 
the country.

In the photo, Fisher House Foundation President David Coker 
(second from left), accepts the $50,000 donation from Hormel Foods 
Chairman of the Board, President and Chief Executive Officer (CEO) 
Jeffrey M. Ettinger (third from right). Hormel Vice President, Meat 
Products Marketing Steve Venenga (far left); Hormel Foods Assistant 
Product Manager, Cure 81 Brand Patrick Lipinski (second from right), 
and Hormel Foods Marketing Product Manager Jennifer Johnson join 
the check presentation.

Starting on Thursday, March 28, meals including Hormel Cure 
81 hams and Hormel Country Crock sides were served to more than 
1,000 military family members celebrating the Easter holiday at Fisher 
House comfort homes. 

“In celebration of Cure 81 ham’s 50th anniversary, we are honored 
to continue our support of the Fisher House Foundation by providing a 
$50,000 donation, as well as thousands of Easter meals to help veterans 
and their families,” said Steve J. Venenga, vice president of Hormel’s 
meat products marketing. “We know that the dinner table provides a great gather-
ing place that allows families to build connections and find comfort, so an Easter 
meal seemed a fitting gift.”  

“The generous donation will help to support our mission of providing a home 
away from home for military families to be close to a loved one while they are 
hospitalized for an illness, disease or injury,” Coker said. “This donation will go 
towards helping us expand our mission. Sharing a meal is at the heart of our homes, 
and the meal donation will be especially welcome during the Easter holiday.” 

The Hormel Cure 81 brand launched an online giving campaign for Fisher 
House on its Facebook page, where the community could also participate in the 
donation. Those who wished to do so were able to log on to pledge their support 
through the month of March, contributing to the $50,000 donation. Supporters 
were also able to write thank you notes to those who serve, and these notes were 
compiled into books and presented to the Minneapolis and new San Antonio, 
Texas, Fisher House locations. 

Nearly 40 Fisher House locations opted into the meal donation program, 
providing Easter meals to help families staying at these sites during the holiday.

• VIRGINIA BEACH

Vetshouse Inc. is making plans for its Third Annual Stars and Stripes Affair to 
benefit homeless veterans in the Hampton Roads area. This year’s black-tie 

event is scheduled for Saturday, June 29, here, at the DoubleTree by Hilton, 1900 
Pavilion Drive.

Cocktails and a silent auction will commence at 6 p.m., followed by dinner and 
dancing. Rep. Thelma Drake (R-Va.) will deliver the keynote. This year’s affair 
will honor graduates of the Vetshouse program.

Tickets are $50 for retired and active-duty military, and $75 for civilians. 
Several sponsorship packages are available. Donations are 100-percent tax de-

ductible, and will be used to help Vetshouse 
fund additional housing as well as to support 
ongoing efforts to bring homeless veterans 
back into the community. 

Vetshouse provides a 12-month transitional 
program that includes housing and counseling, 
as well as personal and job skills training for 
homeless veterans of the U.S. Armed Forces 
in order to facilitate their return to gainful, 
independent, responsible and productive life-

styles, according to Nancy Hart, Vets-
house board president.

According to Vetshouse, one out of 
every three homeless persons in Hamp-
ton Roads is a military veteran. “With 
our veterans waiting, in some cases, over 
a year for benefits, and the return of our 
heroes from Iraq and Afghanistan, this 
situation is expected to escalate,” Hart 
said. “What can the Hampton Roads 
community do to help relieve this griev-
ous situation? One concrete solution is 
to support organizations that provide housing and support services to these 
homeless heroes.”

Hart said the success of the Stars and Stripes affair is largely due to the 
sponsors who lend their names and financial support to the event. She said 
the money raised goes toward the acquisition of an additional four- to five-
bedroom home that will enable more veterans the opportunity to get off the 
street and on their feet.

For more information on the event, visit www.vetshouseinc.org.

Hormel Foods Makes Easter Donation to Fisher House
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MdV President and coo ed Brunot (second from left), and MdV/Nash Finch Business 
Manager Paul Wehner (far left), present a check on behalf of the NFc Foundation, a Nash 
Finch company charitable organization, to Vetshouse inc. executive director Willard smith 

(second from right) and Board President Nancy hart during the 2012 affair.

Vetshouse’s Upcoming Stars and Stripes Affair to 
Assist Homeless Veterans in Hampton Roads Area

this Jimmy Buffett guitar was 
auctioned off for $1,300 at last 

year’s affair. 
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