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

evolution of the Navy Lodge Program, which includes 39 Navy 
Lodges around the world. During fiscal 2013, Navy Lodge 
revenue was approximately $74 million, compared with fiscal 
2012 revenue of $75 million, according to Bockelman, who 
noted that year-to-date revenue is running similar to last year.  

MCH: What is the current state of the Navy Lodge 
Program? Please explain.

Bockelman: The Navy Lodge Program continues to 
reinforce its brand elements in conjunction with branding 
across the Navy Exchange Service Command (NEXCOM) 
Enterprise. This multi-faceted program will create a consis-
tent and seamless customer experience, emphasizing quality, 
value and savings. 

The Navy Lodge Program has reached critical mass and 
guest value experience with the rollout of the new lobby 
designs and functions, family suites, breakfast program, pet 
policy and PREMIER guest service. The Navy Lodge Program 
is in the midst of its long-term strategic reset plan. The key 
focus of the strategy remains to enhance the Navy Lodge to 
meet the needs of today’s military family, and to align with 
NEXCOM’s global vision.

Simply put: More technology, more electrical outlets and 
more style. The Navy Lodge Program is putting in the rooms 
what military members and their families want.

MCH: What were the highlights of the Navy Lodge 
Program during 2013? Were there any initiatives that 
exceeded expectations? Were there any initiatives that 
did not meet expectations? Please explain.

Bockelman: The Navy Lodge Program had a successful 
year in Guest Satisfaction in 2013. The Navy Lodge hit an 
all-time high rating at 4.82 on a scale up to 5.00. Guest sur-
veys showed that the Navy Lodge Program exceeded guest 
expectations over 93 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 expansion of 
family suites, lobbies as “social space” and the addition of 
“every family member,” their pets, being allowed in the Navy 
Lodge. These new guest experiences have increased the op-
portunities for families on PCS [Permanent Change of Station] 

orders to stay at the Navy Lodge and stay connected with 
friends and family. This year the Navy Lodge “Breakfast to 
Go” program continued to develop and mature as a guest 
enhancement. This new initiative 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, thus continuing to save the Navy money in these 
economic times. The Navy Lodge also continues to expand the 
number of family suites available, in addition to the contin-
ued 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.

MCH: Can you please provide an update on the Navy 
Lodge Little Creek-Fort Story, Va., and Navy Lodge 
Jacksonville, Fla., renovation projects, including com-
pletion and grand opening dates, as well as describe 
what work was done?

Bockelman: In 2014, the Navy Lodge Little Creek-Fort 
Story will open its new addition of 26 one- and two-bedroom 
family suites to include a new lobby with breakfast area 
and fitness center. Navy Lodge Little Creek-Fort Story is 
underway with a complete renovation and addition of two-
bedroom family suites. When complete, the Navy Lodge 
will feature a contemporary design showcasing the rich mili-
tary history of JEB Little Creek-Fort Story. The facility will 
have an expanded lobby and breakfast area, exercise room, 
two-bedroom family suites with a living room and kitchen, 
oversized family guest rooms and other amenities. The new 
addition will feature state-of-the-art energy systems and a 
solar hot water heating system.

Navy Lodge Jacksonville has completed phase one of the 
lobby expansion and guest room renovation project. Phase 
one included the addition of a new lobby and breakfast area, 
exercise room, one- and two-bedroom family suites and out-
door patio area. Phase two will complete the project with the 
renovation of the guest rooms and corridors.

MCH: Last year you mentioned that the Navy Lodge 
Program is continuing with a very aggressive renovation 
and room reset plan. Can you please give an update 
of which Navy Lodges are being reset, and explain 
exactly what is being done?
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• Landscaping – low-maintenance design and the use of 
drought-resistant plants.

• Water – reduction in aerators and showerheads, increased 
guest participation in the “Good Earthkeeping” program, 
and new commercial laundry equipment reducing water 
usage, chemicals and drying time.

• Environmental – “Good Earthkeeping” and “Project Plan-
et” programs use fewer chemicals in our laundry depart-
ment, which reduces output into rivers, streams, lakes, 
etc.; recycling programs; landscape designs, which use 
drought-resistant plantings; and mass-transit initiatives 
for our associates.

MCH: In the area of training, you mentioned last year 
that the Navy Lodge PREMIER Guest Service Program 
for Navy Lodge associates was being introduced. Please 
provide an update on this effort.

Bockelman: The Navy Lodge PREMIER Guest Service 
Program for Navy Lodge associates was introduced this year. 
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 results have been fantastic. The already outstanding 
guest service took a big step forward with this effort. The 
number of guest comments on social media, in messages 
and other communications has shown they are grateful to 
the over-and-above service they have received from all our 
associates.

MCH: You mentioned earlier that the Navy Lodge 
Program is part of the NEXCOM branding initiative, 
and last year you noted that new branding elements 
were being developed to define the Navy Lodge Pro-
gram as one of the six business lines that make up the 
NEXCOM organization. Can you tell us more about 
this initiative?

Bockelman: The Navy Lodge Program branding initiative 
is moving forward. Today’s military family wants something 
they can connect to, something with character that feels hu-
man. Our associates fill this need every day with outstanding 
guest service. In all service businesses this is a key to the 
“value” of the brand and the facility.

Branding is not about one good thing. It is about having 
a very holistic experience. When you start to touch on the 
different elements of a guest experience, that is when people 
start to emotionally react — this is what creates loyalty and 
creates an impression. All of these elements together compel 
guests to return again and tell their friends about the Navy 
Lodge.

MCH: Are there any new programs and initiatives or 
programs started or expanded in fiscal 2013 or 2014 
that you would like to discuss?  

Bockelman: Every year the Navy Lodge Program contin-
ues with renovation plans to keep every Navy Lodge crisp, 
fresh and current. Room resets have been completed or are 
scheduled for completion in 2014 at the following Navy 
Lodges — Monterey, Lemoore, Moffett Field, El Centro, 
New York, Kings Bay, Yokosuka, Guantanamo Bay, Corpus 
Christi and Naples.  

Work varies by location and generally includes an updating 
of the appearance of the Navy Lodge with various elements 
keeping in tune with current hospitality industry trends.

MCH: Over the past few years, the Navy Lodge Pro-
gram has updated all the guest room FF&E (furniture, 
fixtures and equipment), and developed new standards 
for the guest bathrooms. Last year, you said that the 
program has begun a complete upgrade of the kitchen 
area. What progress has been made and what upgrades 
will the kitchen area receive?

Bockelman: Every Navy Lodge kitchen is receiving a 
fresh new look with contemporary cabinets, mosaic back 
splashes, new lighting, new flooring and larger refrigerators 
and freezers. We are almost finished with every kitchen in 
the system. This work will be completed in 2015.

MCH: Please provide an update on the environment-
friendly initiatives that the Navy Lodge Program 
implemented in fiscal 2013. What ”green” initiatives 
(energy-saving technology) do you have planned for 
fiscal 2014 and beyond?

Bockelman: Green programs have become welcome addi-
tions to the Navy Lodge program. Guests truly appreciate the 
ways they can help save the environment. In 2014, the number 
of guests who are participating in the Navy Lodge “Project 
Planet” and “Good Earthkeeping” programs is 100 percent.

Navy Lodge Bangor, Wash., and Navy Lodge Whidbey 
Island, Wash., received TripAdvisor’s Green Leader awards. 
The three Navy Lodges in Virginia were awarded the Virginia 
Green classification.

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 HVAC systems 
and lighting, change in associate work schedules and trans-
portation to help save gas, and water reduction programs.

Navy Lodges Rota and Little Creek-Fort Story are add-
ing solar panels to heat water, saving the use of fossil fuel.

Here is a list of some of the initiatives: 

• Electricity – installation of energy management systems 
to control PTACs [packaged terminal air conditions], mo-
tion detection light switches in public spaces and energy-
efficient light bulbs.

• Lighting – shifting lighting from standard lighting fixtures 
to compact fluorescent and LED lighting fixtures.

• Window Treatments – use of energy-efficient and solar 
shades in the guest room.
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Bockelman: Navy Lodges’ earning the American Ho-
tel & Lodging Educational Institute’s (AHLEI) Meritorious 
Award and Golden Pineapple Award is recognition for their 
continued dedication to guest service through staff training 
and continuing education. The AHLEI is a hospitality industry 
organization that provides training to hotels and their staff 
around the world. Awards are issued annually to those hotels 
that show commitment to guest service through training.

These are great awards since they recognize Navy Lodge 
and all military lodging operations as in the same league as the 
best in the hospitality industry. This year, AHLEI presented 
the Meritorious Award to the Navy Lodge North Island, and 
the Golden Pineapple Award to the Navy Lodge Jacksonville.

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 
quality-of-life benefit.

—MCH

Bockelman: The Navy Lodge Program for fiscal 2014 
continues to complete its worldwide branding initiative. This 
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.  This includes PREMIER 
guest service, updated facilities and amenities that meet the 
needs of today’s military member and their family.

The Navy Lodge Program is on the cutting edge of social 
media. Across various social media networks — TripAdvisor, 
Facebook, Instagram, Twitter, Pinterest, Google+, YouTube, 
etc. — guests provide excellent feedback and pictures, sharing 
personal experiences, with family and friends.  

MCH: Three Navy Lodges received awards again this 
year from the American Hotel & Lodging Educational 
Institute. Please talk about the importance of this rec-
ognition. 
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