
items — benefited from industry trends and turned in 
a positive fiscal 2013 performance through September, 
cumulatively registering $33.1 million in activity, a 
3.4-percent increase.

Darwin also reported 
that spirits sales were 
$59.0 million, a slight 0.4-percent increase, through 
September, while wine was up 1.0 percent to $24.8 
million.

TOBACCO
Beverages are just one major element of 

NEXCOM’s convenience store selection. Tobacco is 
another such category, and deglamorization efforts 
have been underway for some time with the aim of 
reducing patrons’ use of these products.

“Our current branding initiative has reduced our 
footprint in the tobacco category,” Darwin noted. “We 
are actively adjusting space as this down trend pro-
gresses.” However, because this product is merchan-
dised behind the counter, Darwin said that NEXCOM 
does not currently have other categories slotted to fill 
space reductions brought on by the reduction of the 
tobacco footprint. —E and C NEWS

everages other than soda and beer continue to shine in the Navy Exchange 
Service Command’s (NEXCOM) package stores and Mini-Marts. Coupled 
with the decrease in the tobacco footprint in these stores, changes are be-

ing made to the traditional NEX convenience store to better align these venues’ 
offerings with current customer preferences.

Similar to what is happening in snacks and candy, NEXCOM 
Consumables Divisional Merchandise Manager (DMM) Bill 
Darwin noted that NEXCOM is well underway with its “A Better 
You” product expansion, which bodes well for water and other 
beverage categories with healthful attributes. 

And while various directives looking at the sale of alcoholic 
beverages in military stores are being reviewed, Darwin told 
E and C News that he cannot pinpoint any further priorities for 
these stores until those directives have been put into force.

BEVERAGE PERFORMANCE
According to Darwin, both soda and beer sales in these stores 

during fiscal 2013 were not on par with the previous year’s levels.
Although fiscal 2013 soda sales dropped 9.6 percent to $12.4 

million through September, and beer sales slipped 1.6 percent 
to a still robust $41.3 million, other beverage types helped buoy 
the overall category.

Most “other” non-alcoholic beverages — def ined by 
NEXCOM as water, isotonics, New Age, juices and specialty 

Strong Kickoff 
Launches 
NEXCOM’s 
‘Navy Blue’ 

Holiday Event
•  VIRGINIA BEACH

The Navy Exchange Service Command’s 
(NEXCOM) “Navy Blue” holiday season 

got off to a strong start in 2013. Bringing savings, 
quality and value to patrons was top of mind in 
NEXCOM stores when the event kicked off on 
Oct. 13 — the Navy’s 238th birthday.

According to the exchange service, this 
year’s celebration produced $34.81 million 
in sales, an increase of 4.81 percent from the 
prior year.  

In addition, as a result of a shift in the week 
that the celebration took place this year, the 
event produced a 7.14-percent increase week 
on week, this year versus last year. 

The sales excitement was by no means restricted to shoppers ashore. Later, as the 
exchange service ramped up for the Thanksgiving holiday, NEXCOM offered special 
pricing on the most popular gifts through its web store to Sailors and Marines at sea, 
from Nov. 24-27.
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NEXCOM Package Stores and Mini-Marts

NEXCOM FISCAL 2013 BEVERAGES 
SALES PERFORMANCE

Beverage Dollar Sales % Change
Soda $12.4 million -9.6%
Beer $41.3 million -1.6%
Spirits $59.0 million +0.4%
Wine $24.8 million +1.0%

Other Non-Alcoholic Beverages:
Isotonics  $3.4 million -4.5%
Water  $7.1 million +4.1% 
Juices  $4.3 million +5.9%
New Age  $1.0 million -1.9%
Specialty  $17.3 million +4.6% 
Note: Through September 2013.
Source: NEXCOM

Darwin

—Continued from page 3, MCRMC Hearings

NEXCOM kicked off its holiday shopping 
season on the Navy’s anniversary with a 

“Navy Blue Birthday” sales event that was 
extended to sailors afloat, as well as those 

ashore. File photo NB Guam.

receive when shopping at the commissary. “We hear stories like this: 
‘We are a family of five, and the commissary enables me to provide 
healthy meals for my children at a price that doesn’t destroy our bud-
get.’ Many of the junior Marines and Sailors depend heavily on the 
low prices provided by the commissary to feed their families with 
their small income. If you consider how much these young men and 
women are willing to give to this country (their life, if necessary), 
you will see that providing them the ability to provide affordable 
food for their family is not too much to ask.”

She added, “Our association strongly believes that every effort 
must be made to ensure funds for community support are preserved, 
especially as facilities are downsized or closed overseas. We be-
lieve proposals to make possible a reduction in the appropriation 
for the commissary system by combining it with the exchanges fail 
to answer two key questions. First, how would the current level of 
30-percent commissary savings for the military family customer be 
maintained in a combined system? Second, how can the government 
combine the systems, when the exchanges themselves are separate 
entities today?”

Maldon, who served as assistant secretary of defense for force 
management policy from 1999 to 2001, said the goals and recom-
mendations of the commission are aimed at ensuring the long-term 
viability of the all-volunteer force; providing a high quality of life to 
servicemembers and their families; and ensuring there is fiscal sus-
tainability for compensation and retirement programs. 

“I and my fellow commissioners understand that these programs 
are essential to the success of the services’ efforts to recruit and retain 
quality service members,” Maldon said. 

The congressionally mandated commission is required to finalize 
its work by May 2014.




