
MCH: How many Navy Lodges do you 
run? What were revenues in fiscal 2012, 
and how did they compare with fiscal 
2011? How are revenues year-to-date?

Bockelman: There are 40 Navy Lodges 
and Navy Inns around the world.  During 
fiscal 2012, Navy Lodge revenue was ap-
proximately $75 million.  Year-to-date rev-
enue is running similar to last year.  

 
MCH: Have you opened any new Navy 
Lodges? Are there any new lodges you 
plan to open in 2013 and 2014?

 
Bockelman: New locations are re-

viewed on an ongoing basis. At this time, 
no new locations are planned for fiscal 2013 
or fiscal 2014. The Navy Lodge Program 
plans to break ground on a new building at 
the Navy Lodge Walter Reed National Mili-

tary Medical Center (WRNMMC), Bethesda, Md., in 2014, 
which will add 60 guest rooms. The new building includes a 
new lobby with breakfast area, fitness center, two-bedroom 
family suites and outdoor patio.

In 2014, the Navy Lodge JEB Little Creek-Fort Story, Va., 
will open its new addition of 26 one- and two-bedroom fam-
ily suites, to include a new lobby with breakfast area and fit-
ness center.

Also in 2014, Navy Lodge NAS Jacksonville, Fla., will 
add two-bedroom family suites, new lobby with breakfast area 
and fitness center.

MCH: What plans do you have for renovations for the rest 
of this year and in 2014?
 
Bockelman: The Navy Lodge Program also continues 

with a very aggressive renovation plan to keep every Navy 
Lodge crisp, fresh and current. Room resets have been com-
pleted or are scheduled for completion in 2013 at the fol-
lowing Navy Lodges: NSA Annapolis, Md.: WRNMMC, 
Bethesda; NB San Diego, Calif.; NAS Patuxent River, Md.; 
JEB Little Creek-Fort Story; FA Sasebo, Japan; NASJRB Fort 
Worth, Texas;  and NS Guantanamo Bay, Cuba.

In 2014, the aggressive plan continues with NAS Lem-
oore, Calif.; NPS Monterey, Calif.; Staten Island, N.Y.; NSA 
Naples, Italy; NAS Sigonella, Italy; and NS Rota, Spain.

MCH: Please provide an update on the completion of the 
rollout of the new guest room and kitchen design in Navy 
Lodges. Have these new designs been well received? Any 
feedback?
 
Bockelman: The new guest room and kitchen design has 

Navy Lodge Program Director Michael 
J. Bockelman spoke with Military 
Club & Hospitality about the pro-

gram’s long-term strategic plan, as well as 
the continued focus on branding, customer 
satisfaction and green practices. 

MCH: Please bring us up to date on the 
Navy Lodge Program.

Bockelman: We are implementing 
branding across the Navy Exchange Ser-
vice Command (NEXCOM) enterprise, 
which will create a consistent and seamless 
customer experience, emphasizing quality, 
value and savings. 

We continue making progress with the 
rollout of the new lobby designs and func-
tions. The Navy Lodge Program is in the 
midst of its third year of our long-term stra-
tegic reset plan. The key focus of the strat-
egy remains to enhance the Navy Lodge to meet the needs of 
today’s military family and to align with NEXCOM’s global 
vision.

 
MCH: What were the highlights of the Navy Lodge Pro-
gram during 2012? Were there any initiatives that exceed-
ed expectations?
 
Bockelman: 2012 for the Navy Lodge Program was an-

other successful year in “Guest Satisfaction,” with the Navy 
Lodge hitting an all-time high rating at 4.81 on a scale up to 
5.00. Guest surveys showed that the Navy Lodge exceeded 
their guest expectations more than 92 percent of the time. This 
equates to the Guest Satisfaction Index of 95, which is a full 
20 points higher than the average for the hotel industry.

Navy Families continue to appreciate the addition of “ev-
ery family member” — including their pets — being allowed 
in the Navy Lodge. This new policy increased the opportuni-
ties for families on permanent change of station (PCS) orders 
to stay at the Navy Lodge and not have to kennel their pets.  

This year, the Navy Lodge “Breakfast To Go” program de-
veloped and matured as a guest enhancement. This new initia-
tive provides every guest with an early morning breakfast to 
get them going in the morning.

The Navy Lodge Program also held room rates steady 
throughout the program, thus continuing to save the Navy 
money in these economic times.  

The Navy Lodge Program also continues to expand the 
number of family suites available in addition to the continued 
rollout of the new guest room and kitchen design. 

Other highlights for the year include updating the Navy 
Lodging Quality Assurance Assessment utilizing the latest 
industry trends and standards, and the addition of free Wi-Fi.

 

Another Successful Year for Navy Lodges
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lowing areas: 
“Guest Impact” — this area ensures that the services and 

amenities meet the current guest requirements; and “Manage-
ment” — this area ensures that the management is meeting all 
the current audit, safety, accounting, labor and other require-
ments from various organizations.  

The key this year continues to focus on utility savings in 
both usage and dollars. 

 
MCH: Last year, you talked about the success of the Navy 
Lodge “Breakfast to Go” program, and possibly redesign-
ing the equipment requirements and display methods. Any 
progress made on this front?
 
Bockelman: In 2012, we developed a three-level program 

providing some form of breakfast service. The original con-
cept of Breakfast to Go has evolved, and we are now offering 
a self-service breakfast display, where space allows, and as we 
renovate the lobbies, they are being designed to accommodate 
the introduction of a continental breakfast.  

The program has changed and updated its menu selections 
based on local requirements and availability over the past year.

  
MCH: Please provide an update on the environment-
friendly initiatives that the Navy Lodge Program imple-
mented in fiscal 2013.
 
Bockelman: Green programs have become welcome addi-

tions to the Navy Lodge. Guests truly appreciate the ways they 
can help save the environment. In 2013, the number of guests 
who are participating in the Navy Lodge “Project Planet” and 
“Good Earth Keeping” continues to rise.

This year, two Navy Lodges were Leadership in Energy 
and Environmental Design (LEED) certified. The new build-
ing at Navy Lodge NAS North Island, Calif., is LEED gold 
certified and the new building at NCBC Gulfport, Miss., is 
LEED silver certified. 

Navy Lodge NBK Bangor, Wash., and Navy Lodge NAS 
Whidbey Island, Wash., received TripAdvisor’s Green Leader 
award.

The Navy Lodge Program is committed to saving energy 
and our environment. This year, every Navy Lodge continues 
to focus on electric usage reduction in the heating, ventilation 
and air conditioning (HVAC) systems and lighting, changes in 
associate work schedules and transportation to help save gas, 
and water reduction programs.

Here is a list of some of the program’s initiatives: 
•	 Electricity: installation of energy management systems 

to control PTACs [packaged terminal air conditioners], 
motion detection light switches in public spaces, and en-
ergy efficient light bulbs.

•	 Lighting: shifting the lighting from standard lighting fix-
tures to compact fluorescent and LED lighting fixtures.

•	 Window Treatments: use of energy efficient and solar 
shades in the guest rooms.

•	 Landscaping: low-maintenance design and the use of 
drought-resistant plants.

•	 Water: reduction in aerators and showerheads; increased 

received rave reviews. Guests enjoy having a full-size refrig-
erator, more counter space and more seating for families to 
spend time together. The family suites are a big hit with fami-
lies being able to stay together in the same room, especially 
with their pet.

 
MCH: Last year, you pointed out that one of the highlights 
of the year was the updating of the Navy Lodge Quality 
Assurance Assessment. Any updates on this or the impact 
these changes have had?
 
Bockelman: “Keeping current” is a critical element for 

every hospitality organization. The Navy Lodge Program 
Quality Assurance Assessment is updated annually in the fol-
lowing areas: 

“Guest Impact” — this area ensures that the services and 
amenities meet the current guest requirements; and “Manage-
ment” — this area ensures that the management is meeting all 
the current audit, safety, accounting, labor and other require-
ments from various organizations.  

The key this year continues to focus on utility savings in 
both usage and dollars. 

 
MCH: Last year, you talked about the success of the Navy 
Lodge “Breakfast to Go” program, and possibly redesign-
ing the equipment requirements and display methods. Any 
progress made on this front?
 
Bockelman: In 2012, we developed a three-level program 

providing some form of breakfast service. The original con-
cept of Breakfast to Go has evolved, and we are now offering 
a self-service breakfast display, where space allows, and as we 
renovate the lobbies, they are being designed to accommodate 
the introduction of a continental breakfast.  

The program has changed and updated its menu selections 
based on local requirements and availability over the past year. 
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It marries the “PREMIER” acronym (Personal Connection, 
Relationships, Enhancement, Memorable, Individual Care, 
Empowerment and Risk-Taking) used throughout NEXCOM 
with our Navy Lodge guest service expectations, and uses 
Navy Lodge-specific examples and scenarios.

The Navy Lodge Program is part of the NEXCOM brand-
ing initiative. New branding elements are being developed and 
will define the Navy Lodge program as one of the six business 
lines that make up the NEXCOM organization. The branding 
initiative is an opportunity to reach out to military members 
and convey the unique value and service that the Navy Lodge 
Program has to offer.

MCH: Is there anything else you would like to add?
 
Bockelman: Three Navy Lodges received awards again 

this year from the American Hotel and Lodging Association 
(AHLA) Educational Institute, a hospitality industry organi-
zation that provides training to hotels and their staffs around 
the world. Awards are issued annually to those hotels that 
show commitment to guest service through training.

Navy Lodges earning the AHLA Educational Institute’s 
Meritorious Award, Golden Pineapple Award and Silver Pine-
apple Award, gained recognition for their continued dedica-
tion to guest service through staff training and continuing 
education. 

These are great awards recognize the Navy Lodge and all 
military lodging operations as in the same league as the best 
in the hospitality industry.  

This year, the AHLA Educational Institute presented the 
Meritorious Award to the Navy Lodge NAS Lemoore; the 
Golden Pineapple Award to the Navy Lodge FA Yokosuka; 
and the Silver Pineapple Award to the Navy Lodge NSA Na-
ples, Fla.

Guests continue to save an average of over 45 percent as 
compared to a civilian hotel when they stay at a Navy Lodge, 
and aren’t charged sales tax. Navy Lodges are a great qual-
ity of life benefit for our military service members and their 
families.

Upgrading Navy Lodging is an ongoing process. Guest 
service is our number-one criteria in designing the experience 
each of our guests enjoy. Over the past few years, the Navy 
Lodge Program has updated all the guest room FF&E, and de-
veloped new standards for the guest bathrooms. Most recently, 
we began a complete upgrade of the kitchen area.  

We continue to look for opportunities to meet guest de-
mands. As part of this process, we are now looking at the pub-
lic spaces of the hotels to create environments that add value 
to the guest experience, and meet the new requirements for 
social networking opportunities.

—MCH

guest participation in “Good Earth Keeping” program; 
new commercial laundry equipment reducing water us-
age, chemicals and drying time.

•	 Environmental: “Good Earth Keeping” and “Project 
Planet” programs use fewer chemicals in our laundry 
department, which reduces output into rivers, streams, 
lakes, etc.; recycling programs; landscape designs, 
which use draught-resistant plantings; and mass tran-
sient initiatives for our associates.

MCH: Last year, you spoke about the installation of “jack 
packs” for guest rooms. How has this process gone, and 
what has been the reaction from guests so far? 
 
Bockelman: It is going on plan. Guests love it, and it al-

lows them to easily change from TV, to computer, to gaming, 
etc., with no messing with cables and inputs.

 
MCH: Are there any other new technological advances or 
services featured or available in the lodges, such as free 
Wi-Fi? 
 
Bockelman: The Navy Lodge program has added free Wi-

Fi to all guest rooms. This service is provided by NEXCOM 
in partnership with Sprint.

 
MCH: During the past few years, the Navy Lodge Pro-
gram has updated all of the guest room furniture, fixtures 
and equipment (FF&E), and last year you mentioned that 
you are now looking at “open spaces” for upgrades. Any 
progress made in this area? 
 
Bockelman: The Navy Lodge Program is including the 

“social space” design concept in the new lobbies at the follow-
ing Navy Lodges: NSA Annapolis, Md.; NS Newport, R.I.; 
JEB Little Creek-Fort Story, Va.; NAS Pensacola, Fla.; NB 
San Diego, NAS Lemoore and NPS Monteray, Calif.; NAS 
Jacksonville, Fla.; NSB New London, Conn.; FA Sasebo and 
FA Yokosuka, Japan.

 
MCH: Please talk about increased use of marketing and 
social media to raise awareness of the Navy Lodge Pro-
gram. 
 
Bockelman: The Navy Lodge Program Facebook page is 

a major form of communications between the program and its 
guests. Guests at many social media outlets talk about their 
experience at Navy Lodges, primary among these are TripAd-
visor, Yelp and Yahoo.  

We continue to review opportunities on the best way to use 
YouTube, LinkedIn, and other social networking sites for the 
benefit of our guests.

   
MCH: Do you have any new programs and initiatives for 
fiscal 2013 that you would like to discuss?  
 
Bockelman: The Navy Lodge PREMIER Guest Service 

Program for Navy Lodge Associates was introduced this year. 
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