
• SEWICKLEY, Pa. 

GNC Holdings, the industry’s largest 
specialty retailer of health, well-

ness and sports nutrition products, an-
nounced it would partner with the 

Western Pennsylvania Com-
mittee of the Wounded Warrior 
Project as lead sponsor of the 
organization’s seventh annual 
golf outing.

The event is scheduled for 
Sept. 17, 2013, at the Diamond 

Run Golf Club in Sewickley, Pa. 
The charity event benefits severely wounded servicemembers, 
raises public awareness and funding to help veterans overcome 
the limitations of their injuries or disabilities, and assists them 
in making the transition back to civilian life. To date, GNC 
has helped raise more than $479,000 to support the 
Wounded Warrior Project’s programs and services.

“Living Well means caring about the health and 
safety of others, and no one embodies this more than 
our wounded servicemen and women, who sacri-
ficed so much to preserve the freedom of others,” 
said Tom Dowd, executive vice president (EVP), chief 
merchandising officer (CMO) and general manager 
(GM), at GNC. “That’s why we are extremely proud 
to support the Wounded Warrior Project, and honored 
to raise awareness for this great cause to help these 
brave veterans.”

All proceeds benefit the Wounded Warrior Project, 
as well as charitable organizations including the Mario 
Lemieux Foundation, the University of Pittsburgh’s 
Wounded Warriors and Veterans Educational Assis-
tance Fund, and Darkhorse Benefits.

“We are thrilled to return to the Diamond Run Golf 
Club for an event that has proven to be so successful 
every year,” said Al Giordano, deputy executive direc-
tor of the Wounded Warrior Project. “We look forward 
to another fun and rewarding day of fundraising to 
help support these warriors.”

GNC operates 138 stores on military bases 
throughout the continental U.S., Puerto Rico, Alaska 
and Hawaii, and stores on bases in Japan, Bahrain, 
South Korea, Guam and Italy. GNC supplies prod-
ucts that are also sold at exchanges, commissaries, 
PatriotStores and Navy Ships Stores.

to assist those who have served in the military to find 
employment in the federal government. The program 
aims to accomplish this through the use of consistent, 
accurate information and useful training, amongst other 
resources, and in ways that serve to inform both the 
applicant and the hiring agency. 

 “We are united in our efforts to ensure veterans 
and military family members are aware of the great 
employment and career opportunities to continue serv-
ing in our communities that exist in military resale,” 
said Darryl Porter, AAFES’s vice president of Career 
Management. “This website is one of many strategies 
to assist the Exchange in the recruitment and employ-
ment of veterans.”

“We owe a great debt of gratitude to our veterans 
and their families,” said Kaye Kennedy, DeCA Hu-
man Resources director. “This partnership helps us to 
do our part in recruiting and hiring people who have 
already sacrificed much in the service of their nation.”

• DALLAS, FORT LEE

As part of an ongoing effort to recruit and hire 
veterans, the Army & Air Force Exchange Service 

(AAFES) and Defense Commissary Agency (DeCA) 
have each teamed with the Feds Hire Vets program 
(www.fedshirevets.gov) to highlight employment op-
portunities in military and veteran communities. 

Feds Hire Vets, an Office of Personnel Manage-
ment (OPM) initiative, is a leading source of federal 
employment information for veterans, transitioning 
servicemembers, their families, federal human re-
sources (HR) professionals and hiring managers. The 
Navy Exchange Service Command (NEXCOM); the 
Marine Corps Exchange (MCX), via the Semper Fit 
and Exchange Services Division; the Coast Guard 
Exchange (CGX) and the Veterans Canteen Service 
(VCS) are already participants in the Feds Hire Vets 
program.

“Partnering with Feds Hire Vets is a perfect fit 

with our ongoing priority to recruit and hire veterans 
and their family members,” noted DeCA Director and 
Chief Executive Officer (CEO) Joseph H. Jeu. “The 
program puts all the valuable information a job seeker 
needs in one convenient site.”

According to AAFES, the goal of the initiative is 
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Wounded Warriors Mike Heller (second 
from left) and Adam Mattis (second from 
right), join together with GNC executives 
Tom Dowd (far left) and Darryl Green (far 

right) during the Wounded Warrior Project 
golf outing.

PHoTo CourTesy of GNC

• VIRGINIA BEACH

The Navy Exchange Service Command 
(NEXCOM) announced several General 

Merchandise Group (GMG) category buyer 
changes that take effect in February 2013.

Ivana Zelms, the category buyer currently 
handling eye care and vitamin and diet products 
in Merchandising Group 2 (MG2), is slated 
to take over responsibility for personal wash, 
personal wellness, bath accessories and trial/

travel sizes. Mary Margaret Caragan remains 
the category buyer for beauty care in MG1. 
Angela Williams, health and baby care buyer 
in MG2, will take on responsibility for eye care 
and feminine hygiene products.

Also in the next fiscal year, vitamins and 
supplements will be handled by Grace Cook. As 
this issue was going to press, her successor in the 
tactical, sporting goods, and bicycles categories 
had not yet been announced.

NEXCOM Buyers’ Responsibilities Shift in 
HBC, Vitamins, Tactical and Personal Care

GNC, Wounded Warrior 
Project Partner for 

Seventh Annual Golf 
Event
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• NSA BETHESDA

On Nov. 10, the Navy Exchange on board the 
base here opened the doors to a new two-story, 

150,000-sq.-ft. store that is nearly three times the size 
of the old store, which generated more than $8 million 
in sales in fiscal 2011. 

Built to a Leadership in Energy and Environmental 
Design (LEED) “Gold” standard, the long-anticipated 
replacement store features both patron- and patient-
friendly enhancements, to meet the NSA Bethesda 
mission and the needs of Navy family customers who 
call the area home. 

cUStoMEr EXPEriEncE
The facility is expected to become a preferred 

shopping destination, not only for patients and tenant 
commands at Walter Reed National Military Medical 
Center (WRNMMC) Bethesda, but also for many 
active duty military and retired military patrons in its 
surrounding area of north suburban Washington, D.C.  

“The opening of NEX Bethesda exemplifies our 
dedication and commitment to continually modernize 
and upgrade our facilities so that we can deliver the 
best customer experience to every customer every 
time,” said Navy Exchange Service Command (NEX-
COM) Chief Executive Officer (CEO) Rear Adm. 
Robert J. Bianchi, S.C. USN (Ret.). “NEX Bethesda 
is a world-class facility that will now be able to bet-
ter serve this broad customer base for many years to 
come.” 

EXcLUSiVE BrandS
“I know the past 22 months were difficult for our 

customers, having a limited NEX presence,” General 
Manager (GM) Rick Pimentel noted. “But the NEX is 
now back and better than ever. I know our customers 
are going to love what they see.”

“While we will always carry a wide variety of 
products in all price ranges, NEX Bethesda now car-
ries some brands that aren’t found in any other NEX,” 
said Pimentel. These include Bobbi Brown cosmet-
ics and Brahmin handbags. The new exchange also 

features concept shops 
highlighting Ralph Lau-
ren, Michael Kors, Brooks 
Brothers, Apple and Sony 
brands.

Wider aisles have al-
lowed for expanded mer-
chandise lines at the store, 
which include children’s 
clothing, sports and fitness 
equipment and major ap-
pliances.

Also new at the NEX 
is a 175-seat food court 
featuring Panda Express 
as well as the first Amer-
ica’s Taco Shop and first 
Subway “Café” at any 
NEX worldwide. The 
Subway Café will offer 
a full Subway menu in addition to 
different sandwich options, baked 
goods and coffee items.

For added convenience, customers 
will find a WRNNMC pharmacy, a 
Navy Federal Credit Union, and a 
Things Remembered store on site.

According to NEXCOM, opening 
day Saturday sales were $609,417, 
with Sunday sales hitting $216,515 
and Monday sales reaching $162,734. 
All told, the three-day total was 
$988,666.

arcHitEcUraL iMProVEMEntS
Among the store’s many energy-efficient design 

features is 52,000 square feet of vegetated “green” 
roof. Known as “the lawn on the roof,” it will serve 
to better insulate the facility as well as minimizing 
storm water runoff. Captured rainwater will be used 
for irrigation and plumbing fixtures which have been 
designed to reduce annual water use by 65 percent.

The store was built with natural lighting, open 
windows and LED lighting elsewhere throughout the 
building, to reduce electricity usage.

A two-level parking garage with over 500 spaces 
was also built adjacent to the NEX to ensure custom-
ers can find a place to park. The garage features two 
electric vehicle charging stations and spaces reserved 
specifically for eco-friendly, low-emissions vehicles 
— another first for a NEX.

 
cELEBritY ParticiPation

Among the celebrities attending the grand open-
ing were fitness guru Denise Austin; TV chef Robert 
Irvine; and Subway restaurant spokesman Jared Fogle.

Wide aisles and attractive displays allow for patient- and patron-friendly merchandising.

Food Channel TV chef Robert Irvine (center) was among a number of celebri-
ties lending their talents in support of the NSA Bethesda NEX’s opening day 

festivities.
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NEXCOM’s NSA Bethesda Store Opens with Flagship Flair

Shoppers enter the new replacement NSA Bethesda 
Exchange on Nov. 10. Grand opening day sales were 

$609,417, and the three-day opening total ap-
proached $1 million in activity.
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