
Number of Veterans Signing 
Up for VOSB on Steady Climb

 • DALLAS

As the Nov. 11 of-
ficial launch date 

of the Veterans on-
line shopping benefit 
(VOSB) approached, the 
Army & Air Force Ex-
change Service (AAFES) 
told E and C News that 
the number of Veterans 
verifying their eligibility 
for the online shopping privilege “has been 
on a mostly steady climb,” and had reached 
more than 205,000 as of late September.

The Exchange said the rate of Veteran 
verifications at VetVerify.org was steady, al-
though it “occasionally spikes due to press 
and social media coverage.”

The VOSB project is close to AAFES Di-
rector and Chief Executive Officer (CEO) 
Tom Shull’s heart. Shull had been instru-
mental in bringing about the creation of 
the long-anticipated Vietnam War memo-
rial in Washington, D.C., while serving in 
President Reagan’s White House, and the 
director is keen to recognize the service of 

Commissaries Prepare for 
Military Star Card Launch
 • FORT LEE

Among the most recent lower-cost, high-
profile — and potentially high-reward 

— joint-service resale efforts to come out of the 
Defense Resale Business Optimization Board 
(DRBOB) is the launch of acceptance of the 
Military Star Card in Defense Commissary 
Agency (DeCA) stores. If it is as successful as 
first envisioned, the initiative promises to boost 
convenience for commissary customers who 
are new or existing Military Star Card holders, 
while also reducing the impact of commercial 
bank-issued swipe fees on the Treasury and 
potentially generating additional revenues 
and earnings that exchanges could redirect 
to quality-of-life programs and recapitalization. 

The directors and chief executive officers 
(CEO) of DeCA and the Army & Air Force 
Exchange Service (AAFES) plan to mark the 
occasion here on Oct. 5, and the senior en-
listed advisors will be the first customers to 
use the card in the commissary.

As part of the loyalty program, launched 
in 2015, cardholders will earn rewards points 
on every dollar they spend at exchanges, 
online and the commissary. To date, the 

• WASHINGTON

The Pentagon report required by section 901 of the 
2017 National Defense Authorization Act (NDAA) 

(see E and C News 9/17) has given fresh momentum to 
the efforts of the Military Compensation and Retirement 
Modernization Commission (MCRMC), the Common Ser-
vices Task Force (CSTF), and the Defense Resale Business 
Optimization Board (DRBOB), which was chartered on 
Feb. 5, 2016, to develop a package of recommendations 
and business case analyses to result in a savings of not 
less than $1.9 billion over the Future Years Defense Pro-
gram (FYDP).

An important part of the report’s many recommenda-
tions was “reforming” operations within DoD’s business 
lines — in particular within the Deputy Chief Manage-
ment Officer (DCMO) organization — into systems with 
a department-wide approach, by taking “explicit action” 
to shift DoD business operations to “enterprise services” 
from “the current military department and defense agency 
‘stovepipes’ to a whole-of-DoD alignment.”

Asked about any steps the DCMO organization may 
already have taken regarding enterprise management of 
military exchanges and military lodging, Christopher 
Sherwood, a Department of Defense spokesman, said, 
“The Department is just beginning its journey toward 
enterprise management of community services and will 
leverage its experiences in planning and executing similar 
journeys.” He cited as an example “the consolidation of 
the military commissary systems into the Defense Com-
missary Agency (DeCA) and Army’s community services 
into the Installation Management Command (IMCOM) 
in the 1990s.”

Sherwood said the department is also “drawing upon 
past studies and working group recommendations” as 
it considers this area of reform, including those of the 
MCRMC, the DRBOB, and the CSTF. The CSTF, a 2013 
DoD initiative, had “evaluated enterprise management of 
morale, welfare, and recreation (MWR) programs,” he said.

When it comes to leadership of the initial phases of 
exchange and lodging reform area, the DoD spokesman 
said, “These initiatives fall under the Community Services 
reform area, the leader of which is still to be named shortly.”

Asked about how the reformers would take into ac-
count military mission support needs of the military 
departments, in particular concerning activities such as 
exchanges, food and tactical gear supply/re-supply and 
uniform program management, Sherwood emphasized, 
“Mission is job No. 1, so support needs will be identified 
during requirements development as part of the planning 
process for any reform initiative.”

Of great concern to many resale-benefit advocates is 
how reform leaders will take into account the exchanges’ 
functions as “benefits,” in addition to their business as-
pects, which to date have seemed to draw the most atten-
tion. “The reform effort,” Sherwood responded, “will be 
charged to take into account all aspects of the exchange 
enterprise—including the services our exchanges provide 
to deployed servicemembers, to our military families, the 
provision of fuel to government vehicles, uniform stores, 
and the return of valuable dividends to installation MWR 
programs — to name but a few.”

Some aspects of reform had already progressed suf-
ficiently for DoD to say, “The military lodging initiative 
is underway already.” According to Sherwood, a “cross-
functional team was formed earlier this year and is in the 
planning phase.”

Exchange Services’ Fiscal 2016 Dividends Exceed 
$304 Million

The exchange services’ com-
bined dividend contribution 

of $304.5 million in fiscal 2016 
was about on par with the prior 
year, even though the exchang-
es’ combined fiscal 2016 direct 
sales of $10.30 billion were down 
slightly more than 3 percent from 
the prior year (see chart). Since 
2012, the exchange services have 
cumulatively contributed more 
than $1.5 billion in dividends to 
improve military quality of life.

The Navy Exchange Service Command (NEXCOM) saw the largest increase in divi-
dends, contributing $32.6 million to Navy Morale, Welfare and Recreation (MWR) up 
46 percent. The Marine Corps Exchange’s (MCX) fiscal 2016 dividend to Marine Corps 
programs also increased significantly to $44.8 million, up 7 percent. The Army & Air 
Force Exchange Service (AAFES), meanwhile, generated $225.0 million to be allocated in 
varying amounts to the services’ morale, welfare and recreation (MWR) programs for 2016 
(see chart on page 178); and the Coast Guard Exchange (CGX) contributed $2.1 million 
to Coast Guard quality-of-life programs. 

The exchange services’ combined total of $304.5 million was down slightly by about 0.3 percent.

Exchange MWR Dividend, Fiscal 2012-Fiscal 2016
FISCAL     FISCAL
YEAR AAFES NEXCOM MCX CGX YEAR TOTAL

2016 $225.0 million $32.6 million $44.8 million $2.1 million $304.5 million
2015 $237.2 million $22.3 million $42.0 million $2.1 million $303.6 million
2014 $224.0 million $46.6 million $39.0 million $2.1 million $311.7 million
2013 $208.3 million $51.9 million $43.4 million $1.6 million $305.2 million
2012 $224.0 million $45.9 million $48.1 million $3.0 million $321.0 million

Totals $1,118.5 million $199.3 million $217.3 million $10.9 million $1,546.0 million
Source: AAFES, NEXCOM, MCX and CGX.

Enterprise Management Reform 
Eyes Consolidation Model

Shull

NEXCOM dividends to MWR jumped by $10.3 million in 2016. Earnings 
from patron purchases such as here at the Pearl Harbor Navy Exchange, JB 
Pearl Harbor-Hickam, Hawaii, help support Navy quality-of-life programs.
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• SHARPE AD, Calif.

The Army & Air Force Exchange Service (AAFES) 
welcomed Army Installation Management Com-

mand (IMCOM) Commanding General Lt. Gen. 
Kenneth Dahl, USA, to its West Coast Distribu-
tion Center here, offering the IMCOM logistician a 
behind-the-scenes look at how this Department of 
Defense (DoD) military resale organization’s logis-
tics network is transforming to welcome home 13 
million Veterans with the Veterans online shopping 
benefit (VOSB), which is slated to officially launch 
this Veterans Day.

The Aug. 22 visit marked the first time Dahl, a 
member of the Exchange Board of Directors since 
December 2015, toured a U.S.-based Exchange 
distribution center (DC). Accompanying him on 
the tour with Exchange officials was IMCOM Se-
nior Enlisted Advisor Command Sgt. Maj. Melissa 
Judkins, USA.

For the Exchange, the visit was a rare opportunity to highlight logistics efforts for a sitting 
board member. Dahl was given an operations overview of the DC, including receiving, storage, 
order selection, flow, transportation, shipping and e-commerce.

VOSB PREPARATIONS 
Dahl stopped at several stations, greeted 

associates and heard more about how their 
jobs help the Exchange take care of Soldiers, 
Airmen, families, retirees — and soon, through 
VOSB, Veterans.

“It’s exciting to be here at the epicenter of 
all you are doing to welcome home Veterans 
online,” Dahl said. “Veterans have a desire 
and propensity for continued service to the 
nation. Keeping them tightly connected with 
the military after they transition is critical, and 
I view the Veterans online shopping benefit 
as an important ingredient in sustaining that 
connection.”

As the Exchange prepares for the launch 
of the newly approved VOSB — which gives 

all honorably discharged Veterans the opportunity to shop online at ShopMyExchange.com — 
fulfilling e-commerce orders efficiently and accurately will take on even greater importance. 

“The Exchange Logistics team has prepared for well over a year for the Veterans online shop-
ping benefit,” said Col. Karen Fleming, USA, Exchange deputy logistics director. “It takes a very 
strong logistics network to be able to compete. For us to achieve our vision, the way we do busi-
ness in our distribution centers has had to change.”

Updated warehouse management and transportation management software, reallocated space 
for e-commerce order fulfillment and revamped duties for associates are among the changes the 
Exchange’s DCs are undergoing to prepare for increased online traffic. 

“E-commerce is our retail battlefield,” Fleming 
said. “We are transforming to give our custom-
ers a seamless experience — just like what they 
would find with any major retailer.”

MILITARY FAMILY CONNECTION
Dahl praised the Exchange for offering Vet-

erans what other retailers can’t — a connection 
to their larger military family.

“Veterans will want to shop with you online,” 
Dahl said. “They will like the connection to the 
military — ‘Solider for Life,’ ‘Airman for Life.’ They 
will recognize that by shopping with the Exchange, 
they are putting money back into Morale, Welfare 
and Recreation programs in local communities. It’s 
very important we sustain our connection with 
Veterans, and VOSB is an exciting new way to 
do that.”

Logistics Operations Manager Danielle Hernandez shows IMCOM 
Commanding General Lt. Gen. Kenneth Dahl, USA (left, with 
headphones), how voice technology improves accuracy at the 

West Coast Distribution Center.

USS Wasp Ships Store Reopens
       

• PORTSMOUTH, Va.

On June 5, assault ship USS Wasp (LHD-1) reopened 
its ships store after a two-month renovation. 

The refurbishment included a new layout, shelving, 
and a more up-to-date appearance, in line with the 
Navy Exchange Service Command’s (NEXCOM) ships 
store NEX branding program.

“We almost completely gutted the store,” said Ships 
Serviceman 1st Class Amanda Cole, the store’s leading 
chief petty officer. “We got everything from a new 
deck to new coolers. It was a much-needed update.”

FEELING AT HOME
Inside, the walls are now lined with T-shirts and 

Wasp memorabilia, while aisles are filled with snacks 
and one corner of the store has new coolers filled 
with beverages. 

“We’re hoping that the new renovations will boost 
sales,” Cole said. “It really looks like the NEX, almost 
like a store that you would see out in town. Before, 
when you walked in, you could definitely tell that it 
was a ships store, but the idea of the renovation was 
to make it feel like you’re not on a ship.”

When Sailors and Marines are at sea for weeks, 
or sometimes months at a time, anything to make 
a person feel back at home is a welcome sight. “It’s 
kind of like our little treat that we have on the ship 
while we’re out or when we’re underway,” said Ships 
Serviceman 3rd Class Jennifer White, a ships store 
operator. “It’s a store that we can go to and get some 
things we enjoy that maybe we didn’t bring out with 
us, something that you would normally go and pick 
up from the grocery store. It’s a huge morale booster.”

MWR
Cole noted that a portion of the 

store’s profits go to morale, welfare and 
recreation (MWR) programs aboard the 
ship. “MWR gets most of their money 
for the special events from us,” she said. 
“That’s what helps with our [holiday] 
party and command picnics or what 
have you. It’s always good to know 
where your money’s going. It’s going 
right back to the crew.”

The USS Wasp is currently involved 
with sea trials in preparation for its 
upcoming homeport shift to Sasebo, 
Japan, where it is slated to relieve the 
USS Bonhomme Richard (LHD-6).

Ships Serviceman 3rd Class Jennifer White (left) serves ships store customer Seaman 
Darylle Olaires after the ships store aboard the USS Wasp reopened.

PHOTOS: MASS COMMUNCATIONS SPECIALIST 3RD CLASS LEVINGSTON LEWIS, USN

IMCOM Commander Gets VOSB Logistics Brief at AAFES’s West Coast DC
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IMCOM Commanding General Lt. Gen. Kenneth Dahl, 
USA, and Command Sgt. Maj. Melissa Judkins, USA, re-
ceived an up-close view of the new Veteran online shopping 
benefit-themed truck at AAFES’s West Coast Distribution 
Center during their August 22 visit. Dahl is a member of 
the Exchange’s board of directors, and this was his first 

trip to a CONUS distribution center.
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these Veterans with the official extension of PX online 
shopping privileges. For Shull it is far more than just an-
other initiative. “Delivering this new benefit goes to the 
heart of taking care of those we love — all those who have 
served this great nation with honor,” he told E and C News.

Asked about how Veterans from the Vietnam War and 
Korean War eras with minimal ID — including those affected 
by the 1973 fire at the National Personnel Records Center 
(NPRC) in St. Louis, Mo., that destroyed many Veteran Re-
cords — were finding the verification process, Chris Ward, 
AAFES senior public relations manager, said, “We have not 
yet encountered any situation that we have not been able 
to resolve. That does not mean there were not challenges 
with identity and documentation, but it does mean we 
have been able to muster the resources and ‘glue the pieces 
together’ to provide the necessary support to our Veterans.”

In some cases, Ward said, “This has involved some fairly 
herculean efforts; but these are customers who have served 
their country and no effort is too great to enable their 
benefit. As an outcome of this, almost 50,000 Vietnam and 
Korean War-era Veterans” who had encountered difficulties 
have been successfully verified.

The 205,000 total is expected to grow significantly as 
Veterans Day approaches. “We must keep in mind that 
only a small portion of our nation’s 13 million Veterans 
are beta shopping after verifying eligibility for the benefit 
at VetVerify.org, and it will take time for the initiative to 
mature,” Shull said. 

“It is our belief” Ward noted, “that we will see an in-
crease in interest and traffic as the official launch date of 
Nov. 11 approaches. Veterans Day is not necessarily the 
finish line — it’s the starting gate for the Veterans online 
shopping benefit. Our efforts to verify Veterans will con-
tinue after Nov. 11.”

The program had a “soft launch” in April of this year, 
and word has been spreading via social media, various 
forms of mostly electronic outreach, and print.

Military Star program has returned $47 million in rewards 
to cardholders. According to AAFES Director and Chief Ex-
ecutive Officer (CEO) Tom Shull, “Shoppers using Military 
Star will earn rewards points faster by shopping exchange 
stores, online and at the commissary.”

DeCA spokesman Kevin Robinson, told E and C News 
that that DeCA is not fielding a special point of sale (POS) 
system for the Military Star card. “The card’s deployment,” 
he said, “is being integrated into our existing legacy systems 
this fall and is being incorporated in the agency’s new 
front-end system as part of the scheduled modernization 
of our business systems.”

Typically, according to Robinson, DeCA “engages sys-
tem roll-outs to one store, five stores, 25 stores and then 
global deployment to all 238 commissaries. This allows for 
testing and system corrections as a new system or add-on 
is rolled out.”

Now that Military Star cards will be accepted, he ex-
plained, “the function of processing this form of payment 
will be integrated into DeCA’s current and future POS sys-
tems. Costs associated with that integration will be absorbed 
by AAFES. DeCA’s overall POS system is being funded by 
DeCA surcharge.”

AAFES operates the Military Star card program on behalf 
of all the exchange systems, including the Navy Exchange 
Service Command (NEXCOM), the Marine Corps Exchange 
(MCX) and the Coast Guard Exchange (CGX).

—E and C NEWS

NEXCOM
• VIRGINIA BEACH

The Navy Exchange Service Command’s (NEXCOM) fiscal year 2016 audited financial 
report showed a $32.6 million contribution to Navy MWR. This figure represented a 
hefty 46-percent improvement over the prior year, when NEXCOM returned a dividend 
of $22.3 million. NEXCOM’s fiscal 2016 direct sales were $2.4 billion, a 2.4-percent dip 
from the prior year’s $2.5-billion tally. Since 2012, NEXCOM has contributed just under 
$200 million in dividends. 

“In fiscal year 2016, through our earnings, we provided Navy MWR $32.6 million,” 
said NEXCOM Chief Executive Officer (CEO) Rear Adm. Robert Bianchi, SC, USN (Ret.). 
“Since 1946, we’ve given over $3.6 billion to support Navy quality-of-life programs and 
store improvements. We serve our most-deserving customers in many ways, not only 
through a financial dividend to MWR, but also by ensuring a NEX presence in even the 
most remote locations where they are stationed around the world. We are fully aligned 
with our Navy leadership’s expectation that we go wherever our Sailors and their families 
go, providing quality-of-life support and that sense of home.”

MCX
• QUANTICO

The Marine Corps Exchange (MCX) reported that its fiscal 2016 dividend was $44.8 
million, a nearly 7-percent increase over the prior year amount. The contribution was based 
on MCX fiscal 2016 sales of just under $800 million, a 4.2–percent decrease from its 2015 
total. From 2012 to 2016, the MCX has contributed more than $217 million in dividends.

“The MCX has a dual mission of providing authorized patrons with valued merchan-
dise and services, and of generating NAF earnings to invest in our infrastructure and 
important MWR and family support programs,” said Cindy Whitman Lacy, director of 
the Marine Corps Business and Support Services Division (BSSD). “In fiscal 2016, the 
MCX dividend to MWR programs increased to $44.8 million, $2.8 million over last year, 
which is a testament of our ongoing business reforms and efficiency reviews. Our inte-
grated Marine Corps Community Services (MCCS) operational model that includes the 
MCX, MWR, Warfighter and Family Services, and Child Development programs affords 
us the opportunity to balance, prioritize and optimize precious resources that best meet 
the needs of our Marines and families.”

AAFES
• DALLAS

The Army & Air Force Exchange Service (AAFES) announced a 2016 dividend of $225 
million, to be apportioned to Army, Air Force, Marine Corps and Navy quality-of-life 
programs. Overall, this represented a decrease of more than $12 million, which was down 
5.8 percent, from the prior year’s dividend. AAFES fiscal 2016 direct sales were $6.4 bil-
lion, a nearly 4-percent decrease from the previous year’s $6.7-billion tally. Since 2012, 
the Exchange has contributed more than $1.1 billion in dividends that are typically 
distributed across service MWR programs. 

“Roughly two-thirds of Exchange earnings support the services’ quality-of-life pro-
grams,” said Air Force Chief Master Sgt. Luis Reyes, the Exchange’s senior enlisted advisor. 
The remaining one-third of Exchange earnings fund building new stores and updating 
existing ones to improve the shopping experience. In 2016, the Exchange invested $223 
million in new, revamped and expanded facilities, as well as improvements to ShopMy-
Exchange.com.

      AAFES Fiscal 2016 Dividend Service Distribution
 FY16 FY15 PERCENT
SERVICE $ DISTRIBUTION $ DISTRIBUTION CHANGE

Army  $128.0 million $135.9 million -5.81%
Air Force  $76.0 million $79.5 million -4.40%
Marine Corps  $16.0 million $17.2 million -6.98%
Navy $5.0 million $4.4 million +13.64%

Total $225.0 million $237.2 million -5.14%

Note: Dollar totals may not agree due to rounding.   Source: AAFES.

CGX
• CHESAPEAKE

The Coast Guard Exchange (CGX) reported that its dividend for fiscal 2016 was $2.1 
million, exactly the same amount as its fiscal 2015 dividend. It also reported $50 per active 
duty billet, which also corresponded to the same prior year amount. CGX sales reached 
$157.7 million during fiscal 2016, a 0.2-percent increase versus the prior year total. The 
CGX has contributed nearly 11 million in dividends to Coast Guard community and 
well-being programs since 2012.

Continued from page 7, Exchange MWR Dividend Continued from page 7, VOSB

Continued from page 7, Star Card

Servicemembers check out the lat-
est deals at AAFES’s Clear Creek 
Shopping Center, Fort Hood, Texas.
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