
As mentioned earlier, the benefit of this 
training resulted in the highest guest sat-
isfaction rating ever. Every staff mem-
ber has participated in the program and 
enjoyed the process. There has been a 
marked improvement in guest service, 
and the willingness of every Navy Lodge 
associate to go the “extra mile” to meet 
guest needs.

MCH: How is the Navy Lodge Pro-
gram branding initiative going? Please 
provide an update on this effort and what 
the direction is moving forward.

Bockelman: 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. All new printed material has 
the updated logo and color patterns. This 
program has provided the Navy Lodge 
Program with a common look/feel and 
identification for every Navy Lodge.

MCH: Is there anything else you 
would like to add or talk about?

Bockelman: 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 for our military service members 
and their families.

Upgrading Navy Lodging is an ongo-
ing process. Guest service is our number-
one criteria in designing the experience 
each of our guests enjoys. Over the past 
few years, the Navy Lodge Program has 
updated all the guest room FF&E, and 
we then developed new standards for the 
guest bathrooms. Most recently, we began 
a complete upgrade of the kitchen area. 
We are now looking at the public spaces 
of the hotels to create environments that 
add value to the guest experience, and 
meet the new requirements for social 
networking opportunities. —MCH

MCH: What were the highlights of 
the Navy Lodge Program during 2014? 
Please explain.

Bockelman: 2014 for the Navy 
Lodge Program was a record-setting 
year. Occupancy hit an all-time high 
of 83 percent and guest satisfaction 
also hit an all-time high rating of 4.84 
on a scale up to 5.00. Guest surveys 
showed that the Navy Lodge exceeded 
its guests’ expectations over 93 percent 
of the time. This equates to the Guest 
Satisfaction Index of 94, which is a full 
20 points higher than the average for 
the hotel industry.  

Navy families continue to appreciate 
the addition of “every family member,” 
their pets, being allowed in the Navy 
Lodge. This policy increased the op-
portunities for families on PCS orders 
to stay at the Navy Lodge and not have 
to kennel their pets. This year, the Navy 
Lodge breakfast program developed and 
matured 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, 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 continued rollout of the 
new guest room and kitchen design. Other 
highlights for the year include updat-
ing the Navy Lodging Quality Assurance 
Assessment utilizing the latest industry 
trends and standards.

We continue making progress with 
the rollout of new lobby designs and 
functions. The Navy Lodge Program is 
in the midst of our 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 fam-
ily and to align with NEXCOM’s global 
vision.

MCH: Last year you mentioned that 
many room resets had been completed 
or were scheduled for completion in 
2014. Please give an update on these 
room resets, including any completed 
in 2014/15, or planned for the future.

Bockelman: In 2014, Navy Lodge 
Jacksonville, Fla., added two bedroom 
family suites, a new lobby with break-
fast area and a fitness center. Also, the 
long-awaited renovation of Navy Lodge 
Yokosuka, Japan, was completed with 
new lobby, breakfast room, family suites 
and renovated guest rooms.

All the room resets are ongoing. In 
2014, 660 rooms saw improvements. This 
included expansion for family suites, up-
graded bathrooms and kitchens and lobby 
remodels to support amenity changes as 
we strive to maintain our charter to bet-
ter serve our military families during a 
PCS move.

The Navy Lodge Program also contin-
ues 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 2015 at numerous lodges worldwide. 

MCH: Can you please provide an 
update on the Navy Lodge PREMIER 
Guest Service Program for Navy Lodge 
associates?

Bockelman: The Navy Lodge PRE-
MIER Guest Service Program for Navy 
Lodge associates was introduced this 
year. It marries the PREMIER acronym 
(Personal Connection, Relationships, En-
hancement, 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.

This program is the next generation 
of training for Navy Lodge associates. 

Navy Lodge Program Director Michael J. Bockelman spoke with Military Club 
& Hospitality about another busy and successful year for the Navy Lodge 

Program, which  operates 39 lodges and generates $75.6 million in revenue.  

Busy Year for 
Navy Lodge Program

Bockelman

MILITARY CLUB & HOSPITALITY  |  OCTOBER 2015

ALL-SERVICES LODGING REPORT


