
area, experiencing an 11-percent increase in sales 
in Navy stores thus far during fiscal 2017. 

BRAND LEADERS
Cateternam said, “There are definite brand 

leaders in certain categories that dominate the 
industry primarily due to their strong market-
ing campaigns, ability to spread word of their 
products and their benefits and their credibility 
in the industry.” 

Some of the brand leaders are category specific. 
“Optimum Nutrition and BSN dominate our protein 
category,” she said. “Optimum Nutrition is the 
key player in the amino category and Quest and 
Clif still represent the majority of our bar sales. 

“Within the vitamin category, Nature Made is 
still the clear leader. Garden of Life, Amazing Grass 
and Barleans still dominate within our growing 
naturals category. These ‘tried and true’ leaders are 
definite players in our assortment, and we continue 
to try to infuse newness even within these proven 
brands. We have discovered that vitamin brands 
have become very important to our customers, 
combined with the fact that these companies are 
supporting monthly promotions, causing a slight 
shift from private label to branded goods.”

Cateternam noted the impact of newer brands 
in the NEXCOM assortment. “On the other hand, 
many new up-and-coming brands are becoming 
just as important, as our customers want to see 
newness and are more willing to try new brands 
and products,” she explained. “Staying on top 
of these new players in the industry is becoming 
more and more important in ensuring that we 
stay relevant with our customers. Additionally, 
when considering potential new brands, we make 
it a priority to review the ingredient profiles to 
ensure that all products are safe for our Sailors.”

Probiotics, letter vitamins and the ready-to-
drink (RTD) subcategory have been trend-
ing up this year in Navy Exchange Service 

Command (NEXCOM) stores, bucking some sales 
erosion stemming from a private label product 
recall and encroachment by large online vendors.

SPORTS NUTRITION/SUPPLEMENTS
Jocelyn Cateternam, NEXCOM’s buyer for these 

areas, noted that year-to-date fiscal 2017 sports 
nutrition and supplement sales in NEX stores were 
running about 9 percent below the prior year. 

“Much of our decline is coming from a combi-
nation of production issues, product recalls, and 
much like what other categories are experiencing, 
the ‘amazon.com effect,’” she said. “Unfortunately, 
sports nutrition is not an exception when it comes 
to the impact that amazon.com has had on all 
brick-and-mortar retailers.

“The competitive landscape has drastically 
evolved in the last five years. More retailers have 
shifted a greater focus on health and wellness 
and have expanded their product offerings giving 
customers more options to shop. Ultimately, this 
becomes a challenge for every retailer, as we all 
compete for the customers’ wallet share.”

Ready-to-drink (RTD) items are making their 
mark in NEXCOM stores. “Right now, we are seeing 
a tremendous growth in ready-to-drinks, which 
speaks to our customers’ continued demand for 
convenience; they want to be able to grab it and 
go,” she explained. “We continue to see a shift 
in our sales move from the tubs of protein pow-
ders to protein RTD, which is a clear indication 
that our customers still want their daily protein 
intake, but in a way that amounts to less hassle 
and less time for them.

“This shift has caused us to further expand on 
products that are offered in smaller sizes: ‘trial’ 
size, single-serve or convenience formats. For ex-
ample, we will expand our offering in RTD within 
the pre-workout, energy and amino categories.”

VITAMINS
The buyer reported that vitamins are running 

about 4 percent better in sales compared to the 
prior year. “We continue to see growth in the 
gummy category, in gender-specific vitamins, and 
in melatonin, biotin and probiotics.”

Vitamins created to boost energy and facilitate 
sleep have also become popular in Navy exchanges, 
she added.

Nature Made-branded vitamins continue to 
generate a majority of NEXCOM’s sales in this 

SELECT
SUBCATEGORIES
TREND UP

NEXCOM Fiscal 2017
Strongest Vitamins and Supplements

Subcategories by Percentage Difference

Subcategory FYTD 2017 % Change
Ready To Drink (RTD) $1.2 million +18.0%
Probiotics  $1.1 million +8.0%
Letter Vitamins  $160,000 +5.0%
 

Source: NEXCOM

According to the buyer, 
“Well-received new vita-
min brands” added to the NEXCOM assortment 
included Olly and Smartypants.

She added, “The balance between carrying the 
‘proven, core, tried and true’ and the newness of 
the fresh and innovative is becoming a challenge, 
but more importantly, an opportunity for us.”

PRIVATE LABEL
Cateternam said that Navy exchanges carry 

private label within their vitamin category plano-
grams. These products accounted for 13 percent 
of the NEX vitamin assortment and 13 percent 
of category sales.

“Earlier this year, we experienced a recall with 
some of our private label SKUs that has impacted 
our sales year-to-date,” she reported. “We are cur-
rently down 12 percent to last year in sales, but 
anticipate a recovery from that as we get past 
the recall.”

PROMOTIONS
Cateternam said that NEXCOM’s monthly 

promotions are for the most part “determined 
by season and specific needs within those sea-
sons. We ensure that every month we work to 
align ourselves with what the national brands 
are promoting and heavily advertising. We aim 
for customers to see value/deals throughout the 
vitamin and sports nutrition aisles every month.”  

She said that January and February are “New Year 
Resolutions” months, “so we base our promotions 
around naturals and protein during a period when 
people are looking for healthier ways to eat and 
supplement their diet. These months also coincide 
with cold and flu season, so we promote the entire 
vitamin category with a focus on Vitamin C.”  

During April and May, “fast approaching the 
summer season, we shift more focus towards diet 
products and pre-workouts; in August and Sep-
tember — the back-to-school season — we pro-
mote protein bars and RTD, products that offer 
convenience ... .”

Finally, to attempt to get past the ‘amazon.com 
effect’ when promoting vitamins and supplements, 
“We are coming up with ways to engage with our 
customer over and above traditional tabloids,” 
Cateternam said. “We know that our customer 
is about the ‘experience’ and how we relate to 
their needs, wants and lifestyle. We are focused 
on improving our digital marketing, email blasts 
and social media to communicate and engage 
with them.”   —E and C NEWS

Sales in vitamins, supple-
ments and sports nutrition 
have been subcategory-
sensitive in 2017. Part of 
the assortment at NSA 
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