
Vitamins and supplements are keep-
ing up a healthy sales pace in Navy 

Exchange Service Command (NEX-
COM) stores. Fiscal 2010 was a good 
sales year for these items, and accord-
ing to Divisional Merchandise Manager 
(DMM) Meredith Jackson, fiscal 2011 is 
shaping up to be a strong year, too.

Jackson told E and C News that vi-
tamin sales increased by a cumulative 
21.7 percent during fiscal 2010, and branded vitamin products increased their sales by 41.4 percent. 

Strong sales are continuing during fiscal 2011. From February to April 2011 — the first quarter of 
the fiscal year — cumulative vitamin sales jumped 21 percent, with a 51.6-percent uptick in branded 
vitamin products.

“Customers are looking for simplicity,” Jackson observed. “They don’t want to have to take a handful 
of pills everyday, which is why multi-vitamins and smaller pills are key items.”

Jackson said joint health supplements have also generated a sustained performance in NEXCOM 
stores, with the area producing a 4.9-percent increase in sales during fiscal 2010.

SALES DRIVERS
The DMM noted that both vitamin and joint health supplement sales are being driven by the top 

brands in their respective categories. “Brands like One A Day, Centrum, Schiff Move Free and Osteo Bi-
Flex were the top performers,” she said, adding that of the top 10 vitamin/supplement best sellers, five 
were multi-vitamins and five were joint 
health supplements.

Promotions play a key role in sales 
of these items, particularly in vitamins. 
“You can tell that customers are stock-
ing up when these items are on promo-
tion, especially on products people tend 
to use on a daily basis,” Jackson said.

To ensure that NEXCOM stores 
have suitable quantities of these prod-
ucts on hand during promotional peri-
ods and throughout the year, Jackson 
said that vitamins are set up on auto-
replenishment by the planner.  

“Items will either be set up with 
minimum/maximum levels or they will 
be on forecasting depending on the ve-
locity of the item,” she noted.

AAFES: 
Strong Potential 

For Success
Troop drawdowns have impacted Army & Air 

Force Exchange Service (AAFES) vitamin, 
supplement and energy product sales, according to 
Senior Buyer Lisa Lamers, although some subcat-
egories exhibited strong growth and potential exists 
for strong sales.

“Sales for the category were down 2.5 percent 
during fiscal 2010 compared to fiscal 2009,” Lam-
ers reported, adding that much of this was due to the 
contingency drawdown, and the current year through 
April is also trending down slightly for the same rea-
son.”  

She added that these decreases were anticipated, 
and the plan has been adjusted accordingly. “We are 
working closely with suppliers to increase promo-
tions for the remainder of the year and are confident 
that we can end the year ahead of plan.”

SALES PERFORMANCE
Lamers told E and C News that popular brands 

are holding their own during this difficult period, 
with Nature’s Bounty, One A Day, Nature Made, 
Sundown and Emergen-C standing out.

Energy-related products are also bucking the 
current trend. “Some of the brands showing growth 
include 5-Hour Energy, which is currently up 39 per-
cent in units and 35 percent in sales year to date,” 
she said. “The total bar category is up 13.6 percent 
in units and 12.6 percent in dollars year to date, led 
by Clif Bar up 68 percent in units and 70 percent 
in sales; Marathon Bars, up 4.2 percent in units and 
16.7 percent in sales this year; and PowerBar, up 3 
percent in units and 7.1 percent in sales.” 

Other items which, she noted, “are trending up 
and seeing the most growth” include vitamins B and 
D, and fish oil. Joint health supplements, Lamers re-
ported, were 10 percent below what they were a year 
earlier. 

TRENDS
Lamers said one of the most prominent trends in 

vitamins and supplements in AAFES stores is the de-
livery method, found in gelcaps and gummies, with 
sales up 36.9 percent and 34.9 percent, respectively. 
Lamers also noted that Exchange Select leads the 
category in growth. 

To help grow this category, Lamers said, “We are 
planning numerous vitamin promotions this year in 
the weekly ad, price cuts that are unadvertised, end-
cap promotions and the coupon book.”

The buyer noted that even during this difficult 
period, “tremendous growth opportunities exist” in 
nutrition bars and energy shots, “especially in our 
Express locations, so we are working with suppli-
ers on specific promotions and display options … the 
more we can get them in front of our customers, the 
more we will sell.  

“We appreciate the support from our operators in 
ensuring crisp execution at store level.”

NEXCOM: 
Keeping a Healthy Pace

NEXCOM Vitamins “Vital Statistics”

Fiscal 2011 YTD Overall Sales +21.0%
Fiscal 2011 YTD Branded Sales +51.6%

Fiscal 2010 Overall Sales +21.7%
Fiscal 2010 Branded Sales +41.4%

Source: NEXCOM
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During the first quarter of 
fiscal 2011, vitamin sales in 
NEXCOM stores jumped 21 
percent, with sales of brand-
ed vitamins increasing more 
than 51 percent during this 
three-month span. Little 
Creek Exchange, JEB Little 

Creek, Fort Story, Va.

The majority of vitamins 
and supplements, and 
many of the energy bars, 
in AAFES’s assortment are 
replenished through the 
exchange service’s dis-
tribution centers (DC), 
with the remaining items 
replenished through cross 
docking. AAFES Freedom 
Crossing, Fort Bliss, Texas.
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