
 

From the Desk of the ALA President – Steve Rossetti 

 

Quotes of note 

"We've learned a lot about what our customers want during our initial 11-store rollout the past two years, and 
thanks to recent innovations to our e-commerce platform, we've made tremendous service and user-interface 
improvements that customers expect in today's retail environment." Bill Moore, DeCA Director and CEO. 

“The Exchange has always been there to support Soldiers, Airmen, Guardians and their families during natural 
disasters, leveraging years of experience supporting communities before and after hurricanes and tropical 
storms, the Exchange is more capable than ever of caring for Warfighters and their families during hurricane 
season.”  Air Force Chief Master Sgt. Kevin Osby, the Exchange’s senior enlisted advisor  

By the numbers 

100,000.  Number of containers stacked up at U.S. ports.  

17.9.  Percent of Amazon’s share of health and beauty on Prime Day. 

 207.  Number of DoD bases that have lifted travel restrictions out of 230 total.  

 60,000.   AAFES Supplies to BXs and PXs in each storm’s path during the 2020 Hurricane season. 

 3.6.  Percent rate of inflation in April.  

 DoD travel restrictions as of June 2.   207 or 230 bases have lifted travel restrictions.  Of the 207 installations 
with lifted travel restrictions this week, 1 reinstated travel restrictions while 2 lifted restrictions. 

https://media.defense.gov/2021/Jun/02/2002732957/-1/-1/0/COVID-19-TRAVEL-RESTRICTIONS-INSTALLATION-

STATUS-UPDATE-JUNE-2-2021.PDF/COVID-19-TRAVEL-RESTRICTIONS-INSTALLATION-STATUS-UPDATE-JUNE-2-

2021.PDF?source=GovDelivery 

Commissary curbside at all stateside locations by the end of 2021.  Delivery to follow.  ALA’s Larry Lapka 
reports.  DeCA has announced an extension of its CLICK2GO program, including not only expanded features, but 
an increased number of outlets where the program can be used.  

https://media.defense.gov/2021/Jun/02/2002732957/-1/-1/0/COVID-19-TRAVEL-RESTRICTIONS-INSTALLATION-STATUS-UPDATE-JUNE-2-2021.PDF/COVID-19-TRAVEL-RESTRICTIONS-INSTALLATION-STATUS-UPDATE-JUNE-2-2021.PDF?source=GovDelivery
https://media.defense.gov/2021/Jun/02/2002732957/-1/-1/0/COVID-19-TRAVEL-RESTRICTIONS-INSTALLATION-STATUS-UPDATE-JUNE-2-2021.PDF/COVID-19-TRAVEL-RESTRICTIONS-INSTALLATION-STATUS-UPDATE-JUNE-2-2021.PDF?source=GovDelivery
https://media.defense.gov/2021/Jun/02/2002732957/-1/-1/0/COVID-19-TRAVEL-RESTRICTIONS-INSTALLATION-STATUS-UPDATE-JUNE-2-2021.PDF/COVID-19-TRAVEL-RESTRICTIONS-INSTALLATION-STATUS-UPDATE-JUNE-2-2021.PDF?source=GovDelivery


The agency reported that the online ordering/curbside delivery service now features online payment and more 
product information than ever before, and it is being expanded to all stateside commissaries by the end of the 
year, and to overseas stores soon thereafter. 

"We've learned a lot about what our customers want during our initial 11-store rollout the past two years, and 
thanks to recent innovations to our e-commerce platform, we've made tremendous service and user-interface 
improvements that customers expect in today's retail environment," said Bill Moore, the agency’s director and 
CEO. 

"We're going to deliver this great service to all commissaries as quickly as possible," he stated. 

Here is a brief rundown of Commissary CLICK2GO's new features: 

• Improved navigation and search functions to help customers plan healthy meals and take care of their 
family's needs. 

• Enhanced product information. 

• Robust recipe features. 

• Featured sales and promotions. 

• Upgraded mobile-friendly experience, to include seeing order history for ease in re-ordering desired 
products. 

• Online payment 

"Perhaps the most significant enhancement is online payment," Moore said. "You place your order and pay 
online, and then it's simply a matter of driving up to the curbside delivery area of your commissary to have your 
groceries loaded into your vehicle. That's a streamlined process our customers expect in this information age." 

Due to grocery shopping trends, DeCA noted that it has been galvanized to bring online ordering, payment and 
pick-up options to all commissary-eligible patrons. 

The Food Marketing Institute (FMI) recently reported that online grocery shopping has escalated to previously 
unpredictable rates since the COVID-19 pandemic broke out. FMI had estimated that 20 percent of all U.S. 
grocery shopping would be done online by 2025. However, the rates of e-grocery sales expected to occur over a 
10-year timeframe actually occurred in just six months. 

Moore said the agency-wide expansion of online ordering/curbside delivery service aligns with DeCA's strategic 
goals to make the commissary benefit accessible to as much of the patron base as possible.   "Our CLICK2GO 
rollout has been long desired by our patrons, and we fully grasp that they expect us to deliver this convenient 
method of grocery shopping as soon as possible —they want to know when they will see it at their 
commissary," Moore said. "I can assure you that we're working as hard as we can to make this happen as 
quickly as possible. 

"We'll have the schedule on our website to keep people updated as best we can, Our promise is to get it to all 
U.S. stores this calendar year — maybe sooner — and we are committed to getting it to our overseas stores 
soon thereafter, as we work through international challenges like COVID restrictions.”   Moore said the 



CLICK2GO program “builds on the vital benefit we deliver exclusively for our military community and their 
families — we deliver the savings, but we have to improve on convenience, and CLICK2GO does just that. 

“With it, patrons near and far can plan, order and pay for their purchases online and simply swing by the store 
to get them. It makes the commissary worth the trip.”   Moore added the success of the further rollout of the 
program is expected, “and I envision it will enable us to eventually offer delivery — where our patrons can 
enjoy their hard-earned benefit from the comfort of their homes or barracks." 

DeCA 2022 category management schedule.  Attached to this email is the list of scheduled starts for each 
category team and business reviews for 2022.  Also, DeCA will issue notices to trade no less than 30 days from 
the start date.  

Bagram closing faster?  U.S. forces will be handing over their main Bagram Air Base to Afghan forces in roughly 

20 days, according to press reports.   A Pentagon spokesman said that Bagram — which was built by the Soviet 

Union in the 1980s and serves as the U.S. and NATO forces' biggest military facility in Afghanistan — will be 

turned over as part of the withdrawal, but he would not confirm the timing, citing operational security.  Rep. 

Mike Turner (R-Ohio), the ranking member of the House Armed Services Committee objected to the base 

closing at all.   “I remain incredibly concerned about President Biden’s rushed and unconditional withdrawal 

from Afghanistan. Bagram is strategically critical for the United States and our allies – the largest military base 

in Afghanistan, sitting at the crossroads of China, Russia, and Iran. We have not seen any sort of a counter-

terrorism plan for the region from this administration and we still have not been made aware of any 

agreements for intelligence gathering.”  U.S. Central Command said yesterday that DoD has retrograded 

between 30-44 percent of the entire retrograde process, the equivalent of approximately 300 C-17 loads of 

material out of Afghanistan and have turned nearly 13,000 pieces of equipment to the Defense Logistics Agency 

for disposition.  Also, the U.S. has officially handed over six facilities to the Afghan Ministry of Defense. “We 

anticipate additional transfers of bases and military assets in the future which will support the (Afghans) as they 

work to stabilize and defend their nation,” according to the Central Command press release.  

Patron fund donations enable sales promotions and efforts toward expansion of the patron base.  The entire 
resale system is grateful to companies that have stepped up this year to support the ALA Patron Fund.  This 
fund is used to advance issues for military patrons such as: 

· Promotions to drive sales--including this Fall’s “Come Home to Savings” campaign in concert with 
DeCA and the Veterans’ Day promotions in concert with NEX, AAFES, and MCX; 

· Increasing patron awareness of their commissary and exchange benefits, working with military 
advocacy and benevolent groups; 

· Advancing spouse and veteran employment efforts in resale agencies and in industry; 
· Advocacy for expanding categories of patrons that are eligible to shop in the stores; and,  
· Efforts to advocate on Capitol Hill and the Administration for protecting and preserving exchange 

and commissary ability to provide the benefit.   

This year’s companies are:  

·      Procter and Gamble 
·      Unilever 
·      Coastal Pacific Distributors 
·      Military Distributors of Virginia/Spartan Nash 



·      J. M. Smucker 
·      EURPAC 
·      Del Monte 
·      Kellogg 
·      Alder Foods 
·      General Mills 
·      S& K Sales 
·      Pepsi Frito-Lay 
·      Brown Forman  

And we salute and thank Coastal Pacific’s Rick Page for stepping forward to generate support for this effort.  

Contract awards.  Aurora Industries $10,676,667 for advanced combat unisex shirts. This is a firm-fixed-price, 
indefinite-quantity contract.   Original Footwear $7,923,201 for safety boots.   Tecolote Research 
Inc., $8,311,713 to provide cost analysis and technical support services to the Cost Assessment Data Enterprise 
within the Office of the Director of Cost Assessment and Program Evaluation. 

Supply chain strain.  Global supply chains are buckling, driving up prices, creating shortages and frustrating 

consumers. If at any point in the past seven months you looked out to sea from the Los Angeles-Long Beach 

container port complex, the largest in the U.S., you would see the problem: container ships anchored, with 

nowhere to go. There’s no space in the clogged ports. To put it another way, you’re looking at as many as 

100,000 containers—holding everything from running shoes and home electronics to frozen seafood and 

furniture— waiting to be unloaded and then shipped to factories, stores and homes across the country, 

according to the Washington Post.  U.S. ports are severely stressed, a problem that won’t disappear with the 

pandemic.   There are signs that the congestion is easing as ports race to clear a backlog of arriving cargo before 

peak season begins in about three months. The Port of Long Beach said last week volume was the strongest-

ever for any April, the 10th consecutive monthly high. It was largely due to imports. Exports haven’t fared as 

well because shipping companies, charging record-high rates to move goods on transpacific routes, would 

prefer return containers to Asia empty rather than wait for U.S. exporters’ business.  Not one U.S. port was 

represented in the top 50 container ports globally in productivity performance, according to the new Container 

Port Performance Index by the World Bank and IHS Markit, released last month.  The pandemic triggered a shift 

in consumer spending away from travel to electronics and home-improvement goods. And then there’s Covid-

19’s effect on the workforce: Many workers who received stimulus and unemployment checks are choosing to 

stay home, contributing to labor shortages at seaports and warehouses. That has slowed the normal circulation 

of containers back and forth from Asia, reducing capacity and driving freight rates to record highs. Pair that with 

surging traffic: The ports of Los Angeles and Long Beach, which together form the largest container gateway in 

the Western Hemisphere, have posted double-digit import volumes every month since August except January, 

according to IHS Markit data. 

JBS cyberattack adds to pressure on meat prices.  The cyber-attack on JBS meat packing has added to upward 
pressure on meat prices.  Meat packers have been contending with labor shortages and high costs for 
transport and animal feed.  Wholesale prices for beef and pork rose following the attack, and meat buyers 
said price increases for consumers would likely follow if problems persisted.  The USDA said it had contacted 
several major meat processors to encourage them to add capacity where possible. The agency said it would 
continue to encourage U.S. food and agriculture companies to take steps to protect their information 



technology and supply chain infrastructure. Surging demand from reopening restaurants, along with 
production problems at meat plants, are driving up costs of bacon, chicken wings and other products as 
people continue to make big grocery purchases. Some restaurants and supermarkets have raised prices for 
consumers as a result. 

AAFES steps up hurricane relief preparations.  The Army & Air Force Exchange Service is taking proactive steps 
to ensure military communities are supported as hurricane season begins. The Exchange’s Merchandising 
Directorate is working around the clock to proactively build inventory at distribution centers, ensuring items 
that have historically seen high demand during severe weather, such as water, flashlights, batteries and 
extension cords, are in stock and ready to ship at a moment’s notice. The Atlantic hurricane season runs from 
June 1 through Nov. 30.  Meanwhile, Exchange general managers at locations prone to severe weather are 
preparing lists of items they want shipped to their stores ahead of major storms. Managers continuously 
monitor forecasts and communicate with local commands to ensure their communities’ needs are met during 
hurricanes and tropical storms. 

In 2020, careful planning helped the Exchange care for military communities through five hurricanes, one 
tropical storm and three typhoons in the Gulf and Atlantic Coasts, Puerto Rico, and the Indo-Pacific theater. The 
Exchange shipped more than 60,000 supplies to BXs and PXs in each storm’s path.  “The Exchange has always 
been there to support Soldiers, Airmen, Guardians and their families during natural disasters,” said Air Force 
Chief Master Sgt. Kevin Osby, the Exchange’s senior enlisted advisor. “Leveraging years of experience 
supporting communities before and after hurricanes and tropical storms, the Exchange is more capable than 
ever of caring for Warfighters and their families during hurricane season.  

Additionally, the Exchange’s Disaster Support Group—a virtual meeting of Exchange leaders worldwide—
ensures a constant flow of information about hurricane preparedness at every level of the organization.  The 
Exchange also has mobile field exchanges—stores on wheels stocked with snacks, beverages and hygiene 
essentials—on standby in case of severe storm damage requiring military rescue support in affected 
communities. 

Amazon hurricane relief hub in Atlanta.  Amazon is opening its first Disaster Relief Hub, a facility near Atlanta 

storing emergency supplies to help our front-line community partners quickly respond to natural disasters 

across the southeastern U.S., the Caribbean, and Central America. The hub will stock over a half a million 

Amazon-donated relief supplies in 10,000 cubic feet of fulfillment center space—enough to fill an Amazon Air 

767 cargo plane and immediately provide critical supplies when a disaster strikes. 

Atlanta is located 310 miles from the Gulf Coast, 734 miles from the Bahamas, and about 1,535 miles from 

Puerto Rico and other Caribbean islands—areas that experience the most active hurricane season. Atlanta’s 

close proximity to the Gulf Coast, the Caribbean region, and Central America will help Amazon’s community 

partners swiftly respond to hurricanes, floods, and other natural disasters. 

“Our disaster relief and response team are partnering with global humanitarian relief organizations to leverage 

Amazon’s scale to help improve response time to large-scale natural disasters around the world,” said Alicia 

Boler Davis, vice president of Global Customer Fulfillment at Amazon. “Our expertise in logistics and operations 

allows us to be nimble, fast, and effective. We’ve created the Disaster Relief Hub in metro Atlanta to provide 

rapid relief when it’s needed most by donating and delivering hundreds of thousands of emergency aid 

supplies, including shelter materials like tents and tarps, hygiene items, and medical equipment.” 

https://www.flickr.com/photos/aafespa/51218352481/in/datetaken/
https://www.flickr.com/photos/aafespa/51218352486/in/datetaken/


When a natural disaster hits, emergency teams quickly assess what supplies they have, procure items they 

need, and then consolidate, pack, and ship supplies into disaster zones. The process can take multiple days. To 

quicken that crucial timeframe, Amazon analyzed its data across four years of disaster support and formed a 

pre-positioning strategy.  The strategy is tailored to the most common relief supplies needed by our community 

partners to do their lifesaving work. Those supplies include tarps, tents, water containers and filters, medical 

equipment, clothing items, and kitchen supplies. Once those critical relief items are on the first flight out, 

Amazon works with community partners to identify other needed supplies from Amazon’s vast selection of 

products and fills additional, unique critical needs.  The Disaster Relief Hub will initially support six global 

humanitarian aid organizations: the American Red Cross, Direct Relief, the International Federation of Red Cross 

and Red Crescent Societies, International Medical Corps, Save the Children, and World Central Kitchen. 

Inflation.  Prices were up by 3.6 percent in April compared with a year ago.   Data released by the Bureau of 
Economic Analysis on Friday showed that prices rose 0.6 percent in the past month. Meanwhile consumer 
spending recovered completely from the coronavirus crisis in March, after adjusting for inflation. Consumers 
account for almost 70 percent of the U.S. economy and their spending whims have long powered U.S. economic 
growth  

Amazon prime day June 21 & 22.  While shoppers anticipate discounts and competing stores gear up to counter 

with sales of their own, a new report highlights the effect of the online shopping event on consumer packaged 

goods (CPG) sales and other retailers.  Amazon’s day-of share of CPG sales during the Prime Day event (usually 

held for two days) increased five-fold over the preceding month for the last three years of the event. Likewise, 

participating CPGs’ day-of share on Amazon has risen on each successive Prime Day, with a high leap of 14.8% 

on Prime Day in 2020. 

Numerator’s data shows that Prime Day siphons the most from smaller retailers, who posted collective share 

declines of 8.9% during that time span. For larger retailers, although sales in physical stores dipped during 

Prime Day 2020, many of those stores’ online stores got a slight lift from consumers who were doing a bit of 

comparison shopping. For example, Target.com saw an increase in CPG share of 0.2% versus the previous 

month and Walmart.com and Costco.com both experienced a 0.1% uptick.   The new report cites CPG 

categories that are mainly impacted by Amazon Prime Day, including health and beauty, household products, 

pet and baby care. Overall, the grocery sector is the smallest Amazon CPG share heading into this year's Prime 

Day, coming in at 0.9% year-to-date in 2021, a .5% rise from 2018. That compares to the baby sector, with a 

21.4% 2021 YTD CPG share, health and beauty at 17.9%, pet at 13.6% and household products at 8.7%. Health 

and beauty had the biggest bump from 2018 to 2021, up six percentage points. 

DeCA 2022 category and business review schedule HERE 

 

SPECIAL EDITION 

 Including FY 2022 Federal and Defense budget highlights and impact on resale programs along with key 

NEXCOM business insights 

https://www.numerator.com/resources/report/amazon-cpg-share-growth
http://target.com/
http://walmart.com/
http://costco.com/
http://www.multibriefs.com/briefs/alaorg/NTT_21-80_2022_Category_Review_Schedule.xlsx


Quotes of note 

“The military and the Air Force have a big mission here, and we can’t do it without our mission partners,” Figiera 

said. “AAFES is a huge partner for us. I’m proud every day when I get up and put on this uniform to support this 

mission, and I’m proud to work with such great teammates like the folks at AAFES who take care of our families 

and take care of those who are serving.”  Col. Anthony Figiera, commander of the 99th Mission Support Group, 

Nellis AFB.  

“It’s disingenuous to call this request an increase because it doesn’t even keep up with inflation — it’s a 

cut.”  Joint statement by HASC and SASC ranking members Rep. Mike Rogers (R-Ala.) and Senator Jim Inhofe (R-

Okla.) on the President’s budget defense number.  

"We need to redefine what defense and national security means in this country.   Job security, healthcare 

security, housing security, climate security — these are the national security crises we should be defending the 

American people against — not more futile wars abroad or lucrative contracts for private defense 

contractors."  Reps. Barbara Lee (D-Ca.) and Mark Pocan (D-Wisc.) on Defense spending in the Biden 

Administration’s FY 2022 budget.  

“Forget that I’m a dietician—healthy food is good business.”  Deborah Harris, DeCA dietician during a meeting 

with the ALA Commissary Council outlining DeCA’s drive for Defense force health.   

“It’s hit almost every aspect of the business, so we’re chasing all the time. We’re chasing everything. But 

we’ve gotten really good at it.” Lauren Hobart, chief executive of Dick’s Sporting Goods on nationwide product 

scarcity.  

“Inflationary factors abound,” “The company is pushing to control costs and manage supply-chain pressures, 

including by purchasing inventory early.”  Richard Galanti, Costco CEO in earnings call with investors.  

“While our business on the Web is strong, this is more than just a commerce channel; it is a hub for our patrons, 

our brands, and our enterprise.”  NEXCOM EVP / Global Chief Merchandising & Marketing Officer Rich Honiball 

during am industry Town Hall meeting. 

 "It's a fantastic rundown of a program rich with innovation and retail insights that reflects increased industry 

collaboration and transparency.”  ALA President Steve Rossetti on NEXCOM’s two-part series industry Town 

Hall.   

“That sheet of music is an extensive one, with plans in place for everything from flying aircraft away from the 

danger area, to stacking them into hangars, to stopping flying training, to managing stock levels at the Army 

and Air Force Exchange Service and commissary, to estimating available community medical support, to deciding 

when to tell people to stay home and shelter in place, and many more.”  Maj. Gen. David J. Francis, U.S. Army 

Aviation Center of Excellence and Fort Rucker commanding general on preparations for the 2021 hurricane 

season.  



“NEXCOM retail facilities are more than just a store. … We pride ourselves on taking steps to the next level. … 

The commitment creates a community that is sustained by meaningful human connections. … Moving forward, 

using interactions — not transactions — as NEXCOM’s defining metric of success,” NEXCOM EVP / Global Chief 

Merchandising & Marketing Officer Rich Honiball during am industry Town Hall meeting. 

 “This is a tremendous partnership between CSC and ‘America’s Rocket Factory’ at NASA Michoud and is exactly 

the kind of new business development we need to remain ready, relevant and responsive.”  Coast Guard 

Community Services Command Commander Captain Jeff Eldridge on the May 25 opening of a new facility at 

NASA Michoud, La.  

 

By the numbers 

$4,510,000,000—2022 commissary sales projection 

$1,162,000,000—DeCA’s budgeted 2022 appropriation 

$1,303,000,000—DeCA’s spending authority that includes $141 million in revenue (including margin 

from variable pricing) 

90--Members of Congress have served in the military 

80—percentage likelihood we’ll be operating under a continuing resolution on October 1.  

30—minutes it now takes for Instacart grocery delivery 

12,612—number of DeCA employees in 2022 

30—number of states that loosened rules during the pandemic that previously limited to-go drinks from 

restaurants and bars, and some allowed delivery companies to carry the drinks as well 

Federal 2022 budget provides insight for resale in 2022 

Bottom line up-front for resale programs.  

DeCA is funded and those levels include direct appropriations and funding generated from business processes 

including margin generation associated with variable pricing and other initiatives. 

The transportation funding and other appropriations support for the exchanges is embedded in the Service 

budgets. 

The budget triggers a debate on several major issues affecting resale programs because several other reviews 

are in the works associated with decisions made on last year’s budget.   These include: 



- Whether or not the Congress allows or even mandates consolidation of the resale entities into one 
organization.  Last year’s bill accompanying the disposition of the FY 2021 budget asked for a review 
of the numbers and, in effect, a validation of the business case that was used by DoD to recommend 
moving forward on consolidation.  The DoD is working with a consultant (Deloitte) to review the 
numbers on things like how much money can be generated from better negotiations with 
vendors.  The DoD had estimated at some $1.7 billion of the total $2.3 billion saved over five years 
from consolidation could come from improved negotiations with suppliers in a consolidated buying 
framework.  The review also is looking at headquarters relocations and other savings opportunities 
and consolidation implementation costs that were presented by DoD to Congress.  That review will 
probably go up to the Hill in July.   

- A Government Accountability Office review of whether commissaries should continue with reform 
programs such as variable pricing and how these reforms have contributed to declining sales sat 
commissaries.  GAO is collecting information from several sources in the conduct of this review 
including the DoD and DeCA.  ALA has met several times with the GAO as well.  This review will 
probably be completed in late summer.     

- The budget submission also triggers policy requests.  In the resale world, these requests usually 
center around patronage categories that are allowed, relief of reporting requirements and DoD 
seeking to gain flexibility in how it uses the various funding sources for resale programs including 
nonappropriated and surcharge funds generated by commissaries, MWR and the exchanges, 
appropriations provided to support these programs and from other sources.  It’s a perennial ritual 
where Defense presses for this flexibility, Congress seeks information in order to deliberate on 
whether to remove any restrictions on funding use to include providing authority in law that is 
needed to facilitate any consolidation of programs.  

DoD also may include some legislative proposals that will affect resale programs.  These proposals undergo a 

rigorous vetting process with the agencies and the White House office of budget before they are set to the Hill 

officially and do not accompany the numbers that were sent up last week. However, it seems that unofficial 

versions of the legislative proposals get into the hands of oversight committee staff well ahead of the formal 

transmission from the Administration to the Congress.  

The Congressional budget process: 

Because the budget has been submitted late, Congress will move late, perhaps delaying to late Fall.  And the 

later they move, the more information will be coming from Defense and GAO to aid in their decision-making.  In 

a move that has already angered Republicans, Biden would increase nondefense spending while holding 

defense spending essentially flat. In numbers slightly revised from an outline released last month, nondefense 

spending would increase by 16.5 percent in the coming fiscal year, compared with this year’s enacted level. 

Defense spending would get a nominal increase of 1.6 percent, which Republicans say amounts to a cut after 

adjusting for inflation. Senate Majority Leader Chuck Schumer (D-N.Y.) said last Friday that the Senate would 

not begin considering a fiscal 2022 budget resolution until July. If that’s the case, they will have to crunch to get 

that done ahead of the August recess. Remember: to take advantage of budget reconciliation and the 51-vote 

threshold, both chambers need to pass the same budget. Add this to the stack of legislative issues Schumer has 

to get done during this very, very busy summer. 

House Democrats will start drafting their appropriations bills after the Memorial Day break, with subcommittee 

markups beginning June 24. Senate markups may begin the following month, according to Senate 



Appropriations Chairman Patrick Leahy (D-Vt).  But given a bitter partisan dispute over the allocation of funds to 

defense and nondefense programs, some top lawmakers are already convinced the process could stall out until 

late in the year. 

National budget highlights 

The budget request is for a record $6 trillion and includes requests to increase taxes on corporations and high 

earners.  The Biden White House avoids such gimmicks in its budget. It assumes that the economy will rebound 

to grow 5.2 percent this year and 4.3 percent in 2022 before settling to grow 1.8 percent to 2 percent for the 

rest of the decade. Those rates are in line with what the Congressional Budget Office has forecast.  The Biden 

budget largely sticks to this script. It projects that the Consumer Price Index will rise to 2.1 percent this year, 

reach 2.2 percent in 2023 and then settle in at 2.3 percent annually from 2025 through 2031. 

There’s a 2.7 percent pay hike for military and civilians.  The budget gives a boost to Federal workers, including 

the over 12,000 DeCA employees.  “The Administration is committed to empowering, rebuilding, and protecting 

the Federal workforce, which is why the Budget provides for a 2.7 percent pay increase for the Federal civilian 

workforce,” the Administration said.   added. That is the same figure being recommended for military 

personnel. 

Overall Defense highlights 

The overall budget increases from $703 billion in 2021 to $715 billion.  The overall amount barely covers 

inflation and sets up a fight this year.  Upon release of the budget, United States Representative Mike Rogers 

(R-AL), Ranking Member of the House Armed Services Committee, and United States Senator Jim Inhofe (R-OK), 

Ranking Member of the Senate Armed Services Committee, said: “President Biden’s defense budget request is 

wholly inadequate — it’s nowhere near enough to give our service members the resources, equipment and 

training they need,” Rogers and Inhofe said. “It’s disingenuous to call this request an increase because it doesn’t 

even keep up with inflation — it’s a cut.” 

The Army’s allocation actually drops from $174 to $172 while other services get increases.  This is the source of 

funding for the Army’s share of the DeCA budget and for overseas transportation for AAFES which for FY 2022 is 

$433 million, the highest of all the Services contributions to pay for DeCA operations.    

DeCA wants to move to cloud services for its IT operations.  The budget supports a major IT reform effort called 

“the Fourth Estate Cloud and Data Center Optimization Initiative, which is migrating Defense Agencies and DoD 

Field Activities (DAFA) applications and systems to alternate cloud and data center hosting environments to 

enable the closure of legacy data centers and facilitate the transition to a cloud-enabled future.” 

Geopolitical stationing decisions affect location of resale programs 

As we’ve been reporting, the exchanges and commissaries provide direct mission support in many cases and are 

affected by geopolitical decisions that affect the stationing and rotation of American forces.  Last year, Defense 

programmed $8.6 billion for Afghanistan direct military operations and this year they zeroed that out.  They still 



want to spend $3.4 billion to pay the Afghan army.  The programmed $8 billion and change for Iraq and Syria 

operations and this year asked Congress for $3.4 billion.   

We’ve been covering the eastward trend in Europe that is supported by the military exchange programs, 

primarily AAFES.  That eastward movement is accelerated with the European Deterrence Initiative getting $3.7 

billion:  DoD says: “The FY 2022 budget request continues to trend towards steady state as the right capabilities 

are placed in key locations throughout Europe to deter adversarial threats. The FY 2022 budget request of $3.7 

billion for EDI supports rotational force deployments, the phased implementation of the multi-year activities 

funded in previous budgets, and improved infrastructure throughout the European theater. The FY 2022 EDI 

budget request includes $250 million for the USAI to provide assistance and support to the military and national 

security forces of Ukraine, and for replacement of any weapons or defensive articles provided to the 

Government of Ukraine from the inventory of the United States. EDI funding is requested in the applicable 

Component accounts.  

The Department continues to execute the following lines of effort to accomplish EDI objectives: 

· Increased U.S. military presence in Europe.  

· Additional exercises and training with allies and partners. 

· Enhanced prepositioning of U.S. equipment in Europe.  

· Improved infrastructure for greater readiness; and  

· Building allied and partner capacity. 

Program FY 2020 Actual  FY 2021 Enacted  FY 2022 Request  

Child Care and Youth Programs  1.8 1.6 1.6 

Morale, Welfare and Recreation  2.2 1.7 1.8 

Warfighter and Family Services  1.6 1.7 1.7 

Commissary 1.0 1.1 1.2 

DoDEA Schools 2.2 2.2 2.4 

Total 8.7 8.4 

8.6 

  

 

Operation/Location FY 2020 Actual  FY 2021 Request  FY 2022 Request  

Afghanistan (OFS) 16,025 8,600 0 

Iraq/Syria (OIR) 5,487 8,003 3,400 

  

Operation/Location FY 2020 Actual  FY 2021 Request  FY 2022 Request  

Afghanistan (OFS) 16,025 8,600 0 

Iraq/Syria (OIR) 5,487 8,003 3,400 



Total Force Levels 102,194 91,233 70,693 

 

Commissary budget highlights 

The budget request provided a pretty good window to the commissary roadmap going forward.  

·      Sales projected at $4,510.2 million for fiscal year 2022, up from projected $4.436 billion in 2021 

·      Army pays $433 million 

·      Air Force pays $396 million 

·      Navy pays $240 million 

·      Marine Corps pays $89 million 

·      236 stores, 5 NEXMarts, 9 distribution centers and a meat processing plant overseas 

·      12,612 employees, up 500 from FY 2021 

·      Resale stock Inventories down around $60 million to $236 million 

·      23.7 percent patron savings target 

·      Supply management inventories remained unchanged at $344 million 

·      Appropriation of $1.162 million. In addition to the appropriation, other revenue of approximately 

$141.2 million is generated through sources such as fees paid by the grocery industry for redemption of 

manufacturers’ coupons, cost recovery fees for selling tobacco in commissaries, along with margin from 

private label goods and variable pricing. Provisions of the Status of Forces agreements with Korea and 

Japan provide labor and utility burden sharing costs in the operation of commissary stores in those 

countries.  

·      Total spending authority of $1303 M includes $141 million in margin revenue 

·      Commissary Resale Stock Inventory as of May 2021 was $236 million, down from $294 million in 

October of 2021 

·      Supply management inventories remained unchanged at $344 million 

·      DeCA supports five joint Commissary and Exchange operations (NEXMARTS) located overseas. 

·      A direct appropriation of $1,162.1 million in FY 2022 provides DeCA’s commissary operations funds. 



·      In addition to the appropriation, other revenue of approximately $141.2 million is generated through 

sources such as fees paid by the grocery industry for redemption of manufacturers’ coupons, cost 

recovery fees for selling tobacco in commissaries, along with margin from private label goods and 

variable pricing. Provisions of the Status of Forces agreements with Korea and Japan provide labor and 

utility burden sharing costs in the operation of commissary stores in those countries. 

·      Received $9 million from foreign sources under the OSD burden sharing program 

·      Largest expense is civilian personnel up $50 million from FY 2020 at $782 million 

·      $93 million for transportation, up from 91 

·      $247 million of other (unspecified) purchased services up from $237 million 

·      It's unclear from the budget documents where the surcharge funding is being applied.  Based on sales of 

$4.3 billion, $215 in surcharge.  

Key narratives from the DeCA budget:  

It reflects the new commissary leadership vision for the benefit under the acronym and rubric of Passion:  

-        Pursue excellence 

-        Accountable to our patrons 

-        Sense of commitment and urgency, relevant and high 

-        Standards 

-        Inspire trust and confidence 

-        Ownership of our performance and behavior, and we are 

-        Necessary to support our patrons) which represent our guiding principles and intent to inspire 

ownership of performance and behavior, aid us in making the right decisions and define our culture. 

The commissary benefit encompasses:  

The commissary benefit encompasses: 

• Providing a safe, secure shopping environment stateside and overseas 

•  Providing brand name and private label groceries and household products at a significant savings 

•  Enhancing readiness by providing safe, reliable, and affordable access to quality food for troops and 

their families around the world 

• Providing a “sense of community” for military personnel and their families  



The Resale Stocks business activity collects revenues from product sales in our commissary stores. Contract 

Authority provides the budget authority to replenish Resale Stocks and is based on annual sales projections in 

the most recent President’s Budget. 

The Commissary Operations business activity finances the operating costs of commissaries, headquarters 

operations, and field operating activities. The primary revenue source for this activity group is a direct 

appropriation. For FY 2022, DeCA’s direct appropriation is $1,162.1 million. Specific costs include civilian and 

military labor, labor contracts, transportation of commissary goods overseas, and other general and 

administrative support. Commissary Operations also receives limited additional revenues from manufacturers’ 

coupon redemption fees, handling fees for tobacco products, and reimbursements for other support. These 

collections generate Reimbursable Authority within the business activity. In addition, Commissary Operations 

also receives revenue generated from business like activities that involve variable pricing of grocery items and 

private label goods.  

DeCA’s Surcharge Collections Trust Fund is primarily financed by the five percent surcharge applied to patron 

sales. The fund also derives revenue from prompt payment discounts to vendor, sale of recycled cardboard and 

plastic, and a return on the sale of used surcharge- purchased equipment when replaced in the stores. The 

surcharge revenue pays for sustainment, modernization and replacement of store-level construction, 

maintenance/repair, and equipment (including store level IT equipment). 

Patrons: The DeCA patron base includes approximately 5.6 million households and nearly 70 million customer 

transactions annually. Authorized commissary patrons include active-duty military members, Guard and Reserve 

component members, retired personnel and their families, 100 percent disabled veterans, Medal of Honor 

recipients, specified other military services organizations and activities, DeCA employees and DoD civilians 

stationed on installations in overseas areas. In addition, as of January 2020, DeCA’s patron base expanded to 

include veterans with all levels of service-connected disabilities, Purple Heart recipients, former Prisoners of War 

and veteran caregivers registered in the official VA caregiver program.  

DeCA is projecting sales of $4,510.2 million for fiscal year 2022.  The budget says: “Sales are the foremost driving 

factor in determining DeCA’s workload. We establish our sales projections based on factors such as the number 

of authorized patrons, the number and location of commissaries, distribution systems, operating hours and days 

and other factors that impact similar retail operations.” 

Workforce: In FY 2022, DeCA projects a full-time equivalent (FTE) level of 12,612. The DeCA uses a mix of full-

time and part-time employees to provide scheduling flexibility required by commissaries. Military personnel 

strength level for FY 2022 is four.  

Full-time Equivalents (FTEs)  FY21 FY22 

Civilian FTEs 12,112 12,612 

Direct Hire - US 10,384 10,941 

Direct Hire - FN 524 547 

Indirect Hire - FN 1,204 1,124 

Military FTEs 4 4 



  

“The Enterprise Business Solution (EBS) modernizes and transforms DeCA financial and supply chain 

management capabilities of DeCA. Through BPR activities, DeCA determined that current business processes and 

systems are neither integrated nor interoperable. Information systems contain redundant and inconsistent data 

and lack adequate business analytics and reporting capabilities across the enterprise. Furthermore, the 

technology that supports the core business systems is old and inflexible, with resources to maintain it becoming 

scarce. EBS addresses resale supply chain management: all E2E processes associated with the cataloging, 

ordering, receiving and inventory management of resale items and consumable supplies including space 

management, promotions, electronic and mobile commerce. It also addresses non-resale asset management 

that includes the purchase, management, accountability, maintenance, retirement and disposal of non- resale 

property. Constraints include the contractual structure of agreements with resale item vendors; compliance with 

laws, regulations and policies; legacy system limitations; lack of documentation.” 

“DeCA maintains a Network Security Operations Center as well as a Cybersecurity Service Provider (CSSP) 

accreditation through USCYBERCOM to ensure worldwide network monitoring, protection, and reaction to 

known malicious threats and vulnerabilities that could negatively impact the Agency's business operations and 

the DOD Information Network (DODIN). 

The purchase of additional Test Access Point (TAP) hardware in FY19 and FY21 will correct forecasted processing 

capacity limitations for existing Intrusion Detection Sensors/Intrusion Prevention (IDS/IPS) Sensors. These 

capabilities will enable the Agency to properly protect its business operations and ensure a safe and secure 

transaction medium for commissary patrons.” 

“The purchase of Cybersecurity Monitoring and Sensor (CMS) hardware and software in FY20 to refresh DeCA’s 

network monitoring equipment will enable the collection, storage and analysis of DeCA's network traffic in real 

time as well as improve investigation of internal and external cyber events.” 

All AAFES employees are heroes, especially during the pandemic; but these folks are special heroes.  Two AAFES 

associates at Nellis Air Force Base were honored with Certificates of Merit, signed by President Biden, from the 

American Red Cross during a ceremony May 25.  PowerZone Supervisor Ikaipo Atienza and Customer Service 

Supervisor Alan Timbol were recognized for their actions in December resuscitate a military retiree that was 

found unconscious in the mall.  “You represent the best of humanity,” Shull said. “What you did to save a life 

was amazing. You truly live out the Exchange’s core value of the courage to use good judgment. Your efforts will 

surely inspire others to act on their own accord.”  Exchange Chief Operating Officer Jason Rosenberg said 

Atienza’s and Timbol’s actions were inspirational. 

 “You inspire us every day, truly, with what you did,” Rosenberg said.  “The military and the Air Force have a big 

mission here, and we can’t do it without our mission partners,” Figiera said. “AAFES is a huge partner for us. I’m 

proud every day when I get up and put on this uniform to support this mission.” 

CGXExpress Micro Mart Opens at NASA Michoud.  ALA’s Larry Lapka reports.  The Coast Guard Community 

Service Command (CSC) and the Coast Guard Exchange (CGX) recently held the grand opening of the CGXpress 

Micro Mart here at the NASA Michoud Assembly Facility.  Opening on May 25 at 13800 Old Gentilly Rd., New 

Orleans, the new facility was presented to the community with a ribbon-cutting dedication ceremony. 



“The CGXpress is an innovative approach to providing a variety of fresh food, snacks, and beverage choices to a 

large work population with limited break times and few choices to dine elsewhere,” Capt. Jeff Eldridge, CSC 

commanding officer. told those at the grand opening.   “Customers can enjoy freshly brewed Starbucks coffee, 

espresso and cappuccino made on demand at three automated Starbucks brewing kiosks. And the self-service 

checkout kiosk provides options including self-scan register or via an app on your smart phone.”   Eldridge called 

the CGXpress Micro Mart “a state-of-the art experience.”  This new Micro Mart is the result of a 15 years-long 

strategic partnership between NASA Michoud and CGX.  The existing CGX store opened in 2007 and serves 

Coast Guard members stationed on the base and other authorized patrons employed at NASA Michoud. The 

success of this joint venture is reflected in the investment by NASA in the construction of the Micro Mart facility 

which is outfitted and operated by CGX.  

Eldridge said, “This is a tremendous partnership between CSC and ‘America’s Rocket Factory’ at NASA Michoud 

and is exactly the kind of new business development we need to remain ready, relevant and responsive.”   CGX 

Michoud Store Manager Crystal Locure said, “The entire store staff is very excited to provide this new benefit 

for our customers.  “We’re honored to serve the members of the Coast Guard and their families by providing 

them the savings that they’ve earned. Here at Michoud, that family extends to NASA and the other authorized 

patrons that we serve.” 

ALA moves toward representing total food ecosystem on military bases.   With the recent addition of several 

food service companies to the ALA membership rolls offering food products on installation and forward 

deployed dining facilities to ALA is moving to represent the entire range of food offerings on military 

installations.  ALA members already include food flowing through retail outlets at the commissaries and through 

exchange retail and food service direct and concession operations.   

NEX mask policy explained.  As COVID-19 restrictions begin to ease in select locations around the world, the 

Navy Exchange Service Command (NEXCOM) revamped its mask policy while remaining committed to the 

health and safety of all its associates and patrons.  

In accordance with the Department of Defense (DoD) and Centers for Disease Control policies, and in 

concurrence with individual installation Commanding Officers, NEXCOM will no longer require fully vaccinated 

patrons or associates to wear a face mask when entering a Navy Lodge or NEX store. This new policy will go into 

effect when the Commanding Officer of that installation deems appropriate, and at no instance prior. For those 

locations where masks are still required, NEXCOM will follow all set guidance within those facilities. NEXCOM is 

a worldwide command, operating six different business lines around the globe, so each individual location may 

have a specific mask policy based on directives issued by base leadership. To avoid any confusion, signage has 

been placed at the entryways at all Navy Lodges and NEX stores as a reminder of the current policy that is in 

effect at that location. 

At all times, NEXCOM associates and patrons who are not fully vaccinated against COVID-19 should continue to 

follow applicable DoD face covering guidance, which includes wearing masks while indoors. Moreover, any 

NEXCOM associate or patron who is vaccinated but feels more comfortable wearing a mask may continue to do 

so. NEX concessionaires, food service personnel and contractors will continue to follow and obey all state and 



local guidelines. In addition, all NEX barbers and beauticians will continue to wear masks until revised guidance 

from the Bureau of Medicine and Surgery (BUMED) is received. 

“The health and safety of our associates and patrons remains a top priority at all of our NEXCOM facilities,” said 

retired Rear Adm. Robert J. Bianchi, Chief Executive Officer of NEXCOM. “Throughout the pandemic, our 

associates tirelessly worked day in and day out to provide our deserving patrons a safe location for their 

shopping needs or while staying at our Navy Lodges. I remain committed to maintaining that same level of 

vigilance in ensuring the health and safety of all as we emerge from this pandemic and move into the future.” 

 As has been done over the past year, NEX locations will maintain stringent cleaning and sanitation measures, 

especially in high traffic, high touch areas like food courts and restrooms. Patrons will still be asked to maintain 

social distancing while shopping. Navy Lodges will continue to practice its ‘Shipshape and Squared Away’ 

cleaning protocols, providing a safe and secure environment for its guests. In addition, breakfast has been 

reintroduced and guests can utilize express check-out. Some facilities will also keep plexiglass shields in place at 

cash registers and front desk locations as well. 

NEXCOM is also committed to continuing many of the programs implemented over the past year to assist 

patrons during the pandemic including its Buy Online, Pick Up in Person program that offers contactless pick up 

at the NEX as well as increasing the number of items available for online purchase. Many locations - overseas in 

particular - continue to provide a downrange/quarantine support program for service members who have 

either been placed on restriction of movement by their ashore commands or for those Sailors stationed aboard 

ship who may be unable to go ashore in foreign ports. This program essentially brings the store to the Sailor’s 

door! Also, NEX locations will continue to arrange product displays to help with social distancing and offer a 

more comfortable shopping environment. Where applicable, as NEX Food Courts reopen for full seating, tables 

are being reconfigured to allow for additional distance between seats and Wi-Fi capability is being boosted as 

an added benefit  

“The mission of NEXCOM is vital to our Navy’s readiness,” said Bianchi. “We are continually evaluating and 
improving our programs and offerings to ensure our customers have everything they need to make their lives 
better and easier.” 

Looking to the future, NEXCOM is also planning to implement several new initiatives later in the year. At NEX 

Barber and Beauty, automotive and tailoring shops, patrons will soon be able to schedule appointments online. 

Navy Lodges will be implementing Direct Key, which will provide guests a more secure and smooth entry to the 

hotel and their individual guest room.   

Nationwide worker shortage.  The National Chamber of Commerce says the most critical and widespread 

challenge facing businesses right now is the inability to hire the qualified workers they need. When businesses 

do not have enough employees, they are forced to turn down jobs, reduce hours, scale down their operations, 

and in the worst cases, permanently close. The latest data and surveys reveal a national economic crisis that is 

getting steadily worse. 

·       There were 8.1 million vacant job openings in the United States—a record high—in March 2021, 

the latest month for which data is available. That’s up more than 600,000 from February. 



·       There are approximately half as many available workers for every open job (1.4 available 

workers/opening) across the country as there have been on average over the past 20 years (2.8 

historical average)—and the ratio continues to fall. 

·       In several states and several industries, including hard-hit sectors like education and health services 

as well as professional and business services, there are currently fewer available workers than the 

total number of jobs open. 

·       More than 90 percent of state and local chambers of commerce say worker shortages are holding 

back their economies, and more than 90 percent of industry association economists say employers 

in their sectors are struggling to find qualified workers for open jobs. 

·       Businesses only created 266,000 jobs when most analysts expected more than 1 million. Even with 

9.7 million unemployed at the beginning of April, workers’ reluctance to return to work and fill open 

positions was one reason for the lackluster job creation. Another could be that employees know just 

how easy it is to get a new job – the percent voluntarily leaving their current job is now above pre-

pandemic levels. 

·       There were 8.1 million job openings in the economy as of the end of March -- an all-time high. That 

is more than 600,000 higher than at the end of February and the fastest growth rate since July 2020. 

So far, in 2021, employers have added 1.4 million. Clearly, businesses are hiring – if only there were 

workers ready, able, and willing to fill their open positions. 

Franchise labor shortages.  Franchise small businesses across sectors including restaurants, hotels and lodging, 

gyms, personal services, and health care are increasingly facing labor shortages as the economy reopens, 

demand for their products and services rebounds, and we gradually return to “normal.” According to a recent 

survey, more than 60 percent of franchise brands and local owners cannot find the labor to meet current 

demand.   Franchises across all sectors and business lines are struggling to fill openings, despite using every tool 

at their disposal to attract prospective employees. They’re offering substantial signing bonuses, creating more 

flexible and same-day payment plans for work, raising starting wages for new and returning hires, and providing 

additional benefits like more PTO or fewer weekly shifts. But despite these efforts, the “Help Wanted” signs 

continue to multiply.   

Truck driver shortage.  The American Trucking Association reports that it has become more difficult over the 

last year. For example, truck driver training schools trained far fewer new drivers last year due to the pandemic. 

This means that demand for drivers is outpacing supply even more than normal. And even if 

schools can increase capacity soon, it will take time to train enough drivers to overcome the current 

deficit.   Additionally, due to the lifestyle of many drivers being on the road for several days, sometimes weeks, 

before getting home, it has been difficult to get enough drivers during a pandemic. This has always put the 

trucking industry at a competitive disadvantage with other industries, despite good wages and benefits for truck 

drivers. We also hear from motor carriers that office staff has quit once the latest round of stimulus checks hit 

bank accounts.  Despite growing volumes in most trucking sectors, including e-commerce freight, job growth 

has been lackluster, indicating just how difficult it is to hire drivers and other occupations. Freight rates are 



going up, truck freight volumes are rising, but industry employment is down 1.2% year-to-date compared with 

the same period in 2020, according to the DOL.   Freight rates are going up, truck freight volumes are rising, but 

industry employment is down 1.2% year-to-date compared with the same period in 2020, according to the 

DOL.  

DeCA dietician bullish on commissaries.  “Forget that I’m a dietician, health food is good business,” captured the 

essence of a presentation to the ALA Commissary Council by DeCA’s dietician Deborah Harris.  Harris laid out a 

powerful program to promote health eating.  The program includes partnering with installations, to “win the 

fight on the installation for the best source of healthy options.”  Harris described aggressive efforts to reach the 

troops in the barracks with concepts that fit their lifestyle.  Harris also emphasized that the healthy food 

program floats all boats and when healthy options are offered, call category sales rise.  She said that she and 

DeCA are working with the Service logistics folks to promote healthy eating across the installation.  “We’re not 

about taking products out; we are a champion for all products,” she said.  “Healthy foods get the win of getting 

folks into the stores.”  “I didn’t come to DeCA to be a dietician,” she said.  “The key is mission and resilience.”   

Contract awards.  McKinsey & Co. Inc., Washington, D.C., has been awarded $29,263,896 con5ract to increase 

Department of Defense (DOD) contract spend efficiency through enterprise-wide commodity management and 

structured negotiation.  

Peckham Vocational Industries, Lansing, Michigan, has been awarded a $15,790,274 contract for commercial 

third-party logistics support including warehousing, storage, logistics and distribution functions for a wide 

variety of clothing items. 

 American Roll-On Roll-Off Carrier Group Inc. LLC, Parsippany, New Jersey, awarded a $15,359,153 contract for 

stevedoring and related terminal services at the Port of Gdansk, Poland.  

Defense Comptroller Nominee approved, and deputy nominated.  The Senate confirmed Pentagon comptroller 

nominee Michael McCord by unanimous consent on Friday, the official expected to lead the department’s 

ongoing audit.  It’s the second stint as undersecretary of defense (comptroller) for McCord, who held the job 

from June 2014 until the end of the Obama administration, which concluded in January 2017.  President Joe 

Biden on Friday nominated Kathleen Miller, a senior Army civilian, to serve as McCord’s deputy. Prior to her 

time on the Army Staff, Ms. Miller served in several executive positions in Office of the Assistant Secretary of 

the Army, Financial Management and Comptroller, including as the Acting Director and Senior Civilian Advisor 

for the Army’s Budget. 

30-minute delivery?  Instacart is launching 30-minute grocery delivery in the U.S., moving up its fastest delivery 

time by 15 minutes.  The company says the service, called "Priority Delivery," seeks to redefine the "quick run to 

the store" and brings the grocery express lane online. Instacart says Priority Delivery makes it even easier for 

customers to discover the fastest delivery windows available in their area. 

"For many customers, every minute counts when they're in a pinch and need something in a hurry. With today's 

launch of Priority Delivery, we're redefining the 'quick run to the store' and bringing the grocery express lane 



online for customers," said Daniel Danker, vice-president of product at Instacart, in a press release announcing 

the launch. 

Costco earnings call highlights.  Demand surged in its latest quarter as the U.S. economy began to rev up, but 

the club-store chain warned it is facing higher costs for everything from workers to imported cheese.  Costco 

has seen price increases in part because suppliers are paying more for containers and shipping as 

demand rises, finance chief Richard Galanti said. Expenses for paper goods, apparel and plastic items like 

cups and plants are up, as are costs for fresh meats and imported cheeses.  In March, the company estimated 

inflation was rising in the 1% to 1.5% range but now it thinks it is up 2.5% to 3.5%, excluding gasoline sales, he 

said. Higher costs could put pressure on Costco’s margins.  “Inflationary factors abound,” Mr. Galanti told 

investors. The company is pushing to control costs and manage supply-chain pressures, including by 

purchasing inventory early, he said.  This month, Costco executives said that vaccinated shoppers and 

employees would no longer need to wear masks, though the company recommended that workers continue 

to do so 

Pandemic alcohol delivery sets new pattern.  It became easier than ever to order booze on the run during the 

pandemic, as restaurants added cocktails to their to-go menus and delivery apps ramped up alcohol delivery, 

the Wall Street Journal reports.    Now, many of the relaxed rules that allowed it all to happen are becoming 

permanent, and the race is on to dominate the market for alcohol on demand.  Alcohol generally is more 

profitable than hot meals, so companies like Grubhub and Uber Eats that struggle to make money delivering 

food are hustling for the business. But they face fierce competition. Supermarkets are selling six-packs for 

pickup and delivery. Restaurants are investing in high-end takeout drinks. Established online alcohol sellers such 

as Minibar Delivery and Wine.com thrived during the pandemic.  Sales of booze on delivery apps and platforms 

more than tripled last year compared with 2019, an analysis of credit- and debit-card transactions by Earnest 

Research shows. Liquor sales at food retailers grew 27%, according to NielsenIQ.  More than 30 states and 

Washington, D.C., last year loosened rules limiting to-go drinks from restaurants and bars, and some allowed 

delivery companies to carry the drinks as well, according to the Distilled Spirits Council of the United States, a 

trade group that pushed for the changes. More than a dozen of those laws have become permanent, with more 

on the way, bringing widespread changes to alcohol delivery and takeout across the country.  Some delivery 

companies are spending to grab as much of the market as new rules allow. 

Retail Shelves Cleaned Out by Strong Demand. This spring, as vaccines roll out, households get stimulus funds 

and restrictions are lifted, people are shopping in stores again.  The spending is adding to inventory challenges 

that surfaced last year when shoppers hurried to buy items such as toilet paper and bikes. Now, purchasing 

teams are dealing with a range of in-demand items along with pandemic-fueled strain on supply chains. They 

risk potentially losing out on sales as consumers have historic levels of money to spend.  “It’s hit almost 

every aspect of the business, so we’re chasing all the time. We’re chasing everything. But we’ve gotten really 

good at it,” Lauren Hobart, chief executive of Dick’s Sporting Goods, said this week about finding some 

products. Executives have pointed to supply constraints for certain products and in March said the 

company had been pushing to get fitness items, kayaks, golf equipment and athletic apparel.  Dick’s reported 

sales in the quarter ended May 1 more than doubled from a year ago when stores temporarily closed, 

and jumped 52% from the same period in 2019. Ms. Hobart said team sports returned with a vengeance while 

golf, fitness and outdoor products also had strong demand. 

http://wine.com/


Best Buy Chief Executive Corie Barry said Thursday that unprecedented demand and production disruptions 

have made it harder to get items such as large appliances and televisions. Still, comparable sales shot up 37% 

during the quarter that ended earlier this month as it worked to navigate supply-chain challenges and 

collaborated with vendors to bring in inventory.  Assuming demand remains up, Best Buy expects “some level 

of inventory constraints likely in pockets throughout the rest of the year,” Ms. Barry said. 

AAFES and commissaries participate in hurricane exercise at Fort Rucker.  Last year, exchanges and 

commissaries rushed to aid victims of a series of major hurricanes that hit the Nation.  Now, at least one 

installation is orchestrating the response.  As hurricane season approaches, Fort Rucker leaders and staff from 

across the post took time to participate in a tabletop exercise that ran through in great detail who does what 

and when they do it if a hurricane takes aim at the area.  More than 70 commanders, senior staff and managers 

of almost every unit and agency on post participated in the virtual event, including some commanders coming 

on board this summer to ensure continuity throughout the 2021 hurricane season,  according to Maj. Gen. 

David J. Francis, U.S. Army Aviation Center of Excellence and Fort Rucker commanding general.  “The intent 

here today is twofold, one is to recap as we head into the hurricane season next week, and No. 2, as we go 

through a significant period of transition this summer that we don’t lose any ground in terms of all of the 

incoming folks understanding what their roles and responsibilities are in this process,” Francis told those online 

during the exercise. “We all need to walk away with a shared understanding as we are about to enter what is 

anticipated to be a highly active hurricane season in the Gulf Coast. We need to have all of our ducks in a row, 

and with the amount of transition that’s going to be happening, I want everyone on the same sheet of 

music.”  That sheet of music is an extensive one, with plans in place for everything from flying aircraft away 

from the danger area, to stacking them into hangars, to stopping flying training, to managing stock levels at the 

Army and Air Force Exchange Service and commissary, to estimating available community medical support, to 

deciding when to tell people to stay home and shelter in place, and many more,” according to Francis. 

N.C. businesses target commissaries and exchanges.  The North Carolina Military Business Center (NCMBC) is 

pleased to announce the placement of Randy Chandler as Business Development Professional and Strategic 

Industry Professional, and the opening of an expanded service location at Carteret Community College (CCC) in 

Morehead City.  Serving businesses statewide, Mr. Chandler will identify contract opportunities, source them to 

businesses across the state and provide one-on-one assistance to help businesses in the region compete for, 

win and grow jobs through federal contracts. The CCC office of the NCMBC results from expanded funding for 

the NCMBC provided by the General Assembly and State leadership to grow the defense economy in North 

Carolina.  As a member of the NCMBC’s business development team, Mr. Chandler will identify future and 

current federal prime and subcontracting opportunities, identify and notify companies of these opportunities 

and provide one-on-one assistance to help companies bid on and win contracts. Specifically, Mr. Chandler will 

monitor contract opportunities from the Defense Commissary Agency (DeCA), Navy Exchange and the Army & 

Air Force Exchange Service (AAFES).  

NEXCOM 2021 Vendor Town Hall: ‘Connecting the Dots and Dashes’ provides major insight into business plans 

with powerful emergence from the pandemic year.  NEXCOM recently held a 2021 Vendor Town Hall that 

illuminated the NEX’s 2021 strategic outlook and NEXt-level retail for attendees.  ALA’s Larry Lapka reports.  



The meeting highlighted how the exchange service has managed to “connect the dots and dashes” during the 

past pandemic-laced year while at the same time, learning more about itself, its customers and its mission. 

 It's a fantastic rundown of a program rich with innovation and retail insights that reflects increased industry 

collaboration and transparency; Rich Honiball NEX EVP and Global Chief Merchandising and Marketing Officer 

said: “Imagine a world where retailers and service providers were truly invested in our emotional and physical 

well-being. …What would happen to relationships over time if we felt cared for every time we needed 

something? … 

“Would we be better positioned to perform as parents, teachers, partners, associates, officers, Sailors? 

Would we be better able to serve our children, families, teammates, shipmates?” 

“NEXCOM retail facilities are more than just a store. … We pride ourselves on taking steps to the next 

level. … “The commitment creates a community that is sustained by meaningful human connections. … 

Moving forward, using interactions — not transactions — as NEXCOM’s defining metric of success.” 

“Mission: You is how NEXCOM delivers on truly caring and taking care of its own. It has been described 

as a vision; the reason for being; and, the personalization of the mission to every patron and associate. 

“It’s led to the idea of going the ‘Nautical Mile,’ which captures NEXCOM’s commitment to always going 

farther, always doing more than what is expected in service of those who serve. 

“Since the pandemic hit, NEXCOM has not talked much about Mission: You and the Nautical Mile. They 

have been too busy living Mission: You and going the extra Nautical Mile.”  However, this mission is 

thriving, and NEXCOM has worked with the Navy, local commands, and its patrons “to meet new and 

urgent needs, providing reasons to believe that Mission: You is alive and well.” 

During the pandemic, NEXCOM proved the strength of the Mission: You concept in numerous ways, including 

staying open as needed; working with suppliers to rapidly produce and deploy face coverings to commands 

around the globe; ensuring continuous support for the Ships Stores program; and deploying the Downrange 

Program to assist quarantined Sailors with whatever needs they had. 

In addition, during the early days of the pandemic, NEXCOM suspended its promotional marketing yet kept 

sales prices intact; worked with the military resale Buying Alliance partners and key suppliers to ensure that 

patrons were prioritized for essential products; led the retail industry with new safety measures; and rapidly 

transitioned customer appreciation events from live to virtual. 

“Over the last several years, NEXCOM has worked to reposition its strategy to strengthen the benefit and better 

serve its patrons as their needs continually shift.” 

NEXCOM did this in several ways. During the past three years, it has reduced its non-productive inventory in 

stores; transitioned from print to digital, including creating a digital flyer; upgraded its 3PL and fulfillment 

capabilities, launching such programs as Drop Ship, Curbside and Buy Online, Pick Up in Person (BOPIP); and 

increased its private brand growth by 26 percent. 



Further, NEXCOM increased its revenue from special order and protection programs by 12 percent to 15 

percent during the past 12 months, while its overall customer satisfaction improved; built on its expansion of 

customer appreciation events which led to an 18-percent increase in customer acquisition and a 35-percent 

increase in customer engagement; expanded its partnerships with key retail brand industry leaders including 

Office Depot and Vitamin Shoppe; and worked more closely with its military resale partners, driving a total 

resale COG saving of more than $28 million and patron savings of over $44 million. 

NEXCOM believes it is now time to connect the dots and the dashes. 

The goal: “To keep adapting rapidly to meet evolving customer needs and expectations, and to continue to 

deliver on Mission: You, as a clear picture of what it means comes into view.” 

The 2021 CEO Guidance can be used as a template to reach these goals, and this can be accomplished by 

focusing on four major elements of the equation: 

• Customers: “Leverage customer interactions across the enterprise, strengthening customer 

acquisition and enhancing overall customer engagement.” 

• Associates: “Develop a more connected and engaging associate experience.” 

• Investment: “Invest resources in facilities, processes, systems and people to strengthen the value of 

the benefit while enhancing NEXCOM shoppers’ overall patron experience.” 

• Efficiencies: “Drive operational agility to create a more flexible and responsible organization.” 

In order to move forward, NEXCOM must pay close attention to several important navigation points as it strives 

to move in a prosperous direction. 

• Navigation Point #1: Safety.  “Being run by the Navy, for the Navy, has always given NEXCOM patrons an 

underlying feeling of safety. The pandemic highlighted and hastened concerns about safety, but it is a constant 

concern, especially in the military family.” 

To meet and exceed this navigation point, NEXCOM will continue with enhanced cleaning protocols; encourage 

what it refers to as “respectful distancing” in line queues; and expand and enhance BOPIP and create a more 

seamless contactless pick-up experience. 

In addition, it will also continue its pilot and conversion from the food court concept to the food mall concept; 

and pilot “by appointment” shopping using what it has learned in home delivery in several key areas. 

• Navigation Point #2: Space.  “It’s not just physical clutter that stands between where customers are and 

where they want to go. Visual clutter makes it hard to focus, harder to shop with intent.” 

Although the generally held conception is that increasing inventory or space creates growth, NEXCOM believes 

that offering too many choices leads to indecision, with “clutter creating chaos.” 



“Space brings not just safety, but clarity.” And even as social distancing requirements are relaxed, “people will 

still value their space.” 

To that end, NEXCOM has introduced flexible, modular, reusable and re-inventible spaces, “with safety and 

agility being top of mind.” 

And this is where the myNavyExchange hub comes into play, as patrons turned to the website to shop, search 

and connect. 

The success of the website allowed NEXCOM to launch Drive/Up curbside pickup and Pick/Up buy online, pickup 

in person programs, and it led to the Marine Corps Exchange (MCX) participating in the experience. 

“While our business on the Web is strong, this is more than just a commerce channel; it is a hub for our 

patrons, our brands, and our enterprise.” 

And as NEXCOM navigates forward, its Web priorities will also sail forward, including expanding the BOPIP 

assortment and upgrading the uniform experience, “and creating a more welcoming, mobile friendly 

environment, with richer content and brand messaging that provides solutions … two-way communications 

with our patrons and community so that we are connected 24/7.  

NEXCOM strives to make the most of every visit, and it believes it can naturally bring the most value to every 

engagement, “and this is where Mission: You and Nautical Mile thinking will serve us, and our customers, well. 

“Shop online, place your order, and pick it up in the store or curbside when you return to the base. Grab a seat 

and relax. Unlike other retailers, we invite you to stay, tap into WIFI, and enjoy your time with us.” 

NEXCOM and its partners strive to bring customers the best, so it will provide discounts so customers do not 

forget anyone on their shopping lists, and while NEXCOM takes care of customer needs, patrons might have 

time to get a haircut or go to the food hall for a quick bite to eat  

“Anybody can make a good first impression, just like anyone can make a sale. Our goal is to serve you all the 

way through the final Nautical Mile and, ultimately, make sure that transactions aren’t the end, but the 

beginning of our relationships. 

“From the moment customers pay, through pickup or delivery, through value-added protection plans and 

‘White Glove’ service, our commitment to customers does not stop. 

 

“Historically, national brands needed a way to reach consumers, so stores would bring them to the masses,” but 

NEXCOM believes that that world has changed, “where many national brands are over-distributed, non-

competitively priced, and are building their own customer base rather than supporting the stores or channels 

that they sell through. 



“Digital channels have enabled shoppers to enter the funnel at different points, but that alone does not set 

them apart from adversaries rushing to the middle of a market with little product or quality differentiation.” 

In order to “curate to captivate,” national brands are still necessary, but they must be the right national brands, 

and NEXCOM will proudly stand behind every product that fits the quality, value and innovation that these 

proper brands bring to the table. 

Augmenting its assortment are industry-leading retail brand partners, “who offer their unique owned brands, 

creating additional value and a more exclusive assortment.” 

Adding NEXCOM’s own private brands to that mix “ensures the best quality-to-price ratio.” 

Combined, “this cross-brand and category curation can express deeper meaning and deliver greater relevance 

to the breadth of customers’ needs, bringing more value to every visit while elevating our value proposition.” 

And all of this makes the Navy exchanges unique. “collectively, these businesses — categories to the customer 

— grouped together create an assortment that Walmart and Target can’t match. Convenience and value are 

both strengthened when we position these together  

“We can reach more people with the optimal assortment. This isn’t just relevance on a product level, but a 

relevant experience that hits the sweet spot of value, convenience and authenticity.” 

Mission-critical stock at the ready makes NEXCOM more than a store — it makes it into a provider, “suppliers of 

products and services to help our customers traverse the plethora of decisions they are faced with daily.” 

Those decisions are impacted by what is NEXCOM customers’ personal mission. “Can we provide what they 

need with speed and fluidity? Can we shift entire sections or expressions of merchandise quickly, without 

extensive personnel or causing disruption in the store?” 

Helping customers to connect “alleviates the need for heavy inventory and stock pools by strengthening the 

customers; digital connection … encourages them to start their shopping journey from home … and be there for 

them post-purchase for supplemental considerations of things they might have missed.” 

According to the NEX, 75 percent of customers are more likely to be loyal to retailers that they understand 

personally, while 95 percent look for proactive communications and rewards from brands and services. 

Nearly three-quarters of shoppers — 74 percent — are likely to avoid the physical store due to an 

unsatisfactory online shopping experience. 

NEXCOM is trying to ensure that “it knows its customers better than any competitor knows theirs … going 

above and beyond to reward them again and again … embracing the opportunity and bridging the retail gap.” 

NEX evolutions 

NEXCOM recognizes several retail evolutions as it goes full sail ahead on addressing its retail goals. 



Evolution #1: Customer Connection.   The next level of the Navy exchange’s connection strategy is its launch of 

NEXt Level Rewards, which it describes as “a way of recognizing and showing appreciation for those who use 

the exchange benefit most often.” 

The program will recognize patrons with sign-up offers, allowing them to earn rewards as the shop, “and find 

opportunities to ‘surprise and delight’ with unique and unexpected offers and experiences.” 

The official launch of the program was in April 2021, and NEXCOM found that 65 percent of rewards members 

made a purchase, with the average transaction $87 versus the NEX average of $44, or almost 50 percent more 

than that average; and that 46 percent of members made multiple trips to their local NEX. 

The initial reward offer was $10, and that equaled $72 on average on the first transaction spend. 

In addition, rewards members represented 19 percent of sales and 10 percent of transactions, and Web 

rewards’ average order value (AOV) was at $157. 

As NEXCOM engages in the journey, it has learned to pivot due to circumstance. For example, when the 

pandemic hit, it was able to pivot from in-person events to virtual “with the help of our partners at MWR and 

many of our brands and vendors. 

“We did this not our of opportunity but rather, altruism. It was simply the right thing to do, to engage with our 

patrons around the globe whether distanced by six feet or 6,000 miles.” 

These virtual events drew an enthusiastic response from customers, but many were found to be not opted in to 

the NEX marketing plan. Even so, customers asked on social media about products being used in 

demonstrations, and customers who enjoyed the various virtual concerts that NEXCOM had increased the 

likelihood that NEXCOM’s digital and social ads turned up in their feeds. 

Connecting the dots and dashes, NEXCOM found that if patrons were engaged through events, “they were 

more likely to find the experience rewarding and to join us more often.” 

And there were numerous vendors who supported these events, including Purina, Pepsi, Bissell, Red Bull, Frito-

Lay, Coca-Cola, and many, many others. 

NEXCOM values its long-time customers, but it recognizes that bringing new customers aboard is the way to 

further its reach. 

“NEXCOM is part of the arrival and onboarding of every new recruit. … Every year, we welcome more than 

45,000 new recruits to the U.S. Navy and to the benefits supported by NEXCOM. … Our ‘Early Arriver’ program 

allowed us to sign up an increasing number of recruits for personalized communications.  

New recruits are a vast resource for NEXCOM, but so are others just recently coming into the overriding Navy 

family. 



“We also appreciate that it is not just recruits that are ‘Early Arrivers’ to the benefits that we offer. Over 50 

percent of active-duty personnel are married, with most marriages occurring while a Sailor is serving. 

Personalizing the journey for new U.S. Navy spouses and connecting with that community will be a priority for 

the NEX in 2021.” 

Evolution #2: Brand Mix.   NEXCOM has reimagined the positioning of national brands to bolster its value 

proposition. Although the Navy exchange acknowledges that national brands will always be the majority of its 

business, “many have lost their identity and their value proposition, and as a result, our value proposition.” 

NEXCOM lists six categories of its brand mix, and it must balance each one on a steady pedestal for it to sail 

ahead to reaching its goals. 

1) Iconic Brands: Defined as “brands with strong market position and strong brand equity, and who 

place value on relationships with military patrons, working to protect our value.” 

2) Retail Brand Partnerships: “Specialty or big-box retailers with their own brands, often industry-leading 

positions, and industry expertise. Access to their product lines is at 15 percent to 20 percent of their 

everyday prices.” 

3) Private Brands: Even during the height of the pandemic, the popularity of these private label items 

soared. NEXCOM reported that 2020 sales of these brands increased 26 percent and now represent 2 

percent of its total retail sales. “These give us a strong value price point and surprise customers with 

what they get for the money.” 

4) Exclusive Brand Partnerships: Brands that are more mainstream, but do not fall into the first category. 

“There may be opportunities to develop collections or product bundles that are unique to military 

patrons” with these brands, which are not considered to be iconic. 

5) Emerging Brands: By identifying and partnering with emerging brands, NEXCOM “can appeal to early 

adopters with leading-edge products, including exclusive offerings.” 

6) Uniform Program: NEXCOM differentiates itself from outside-the-gate retailers with its uniform 

program, which it considers to be its anchor program as well as “a key part of our mission.” 

Evolution #3: Shopping Experience/Categories + Experiences. “We aim to keep categorical lines on the 

customers’ radar in ways that feel natural, continuous, and most importantly, progressive. By considering all the 

connections by which categories and experiences come into customers’ lives, we can elevate and integrate 

initiatives like the Rewards Program, Welcome Aboard, and other events, and Mission: You.” 

As promotions, new merchandising and events-driven curations ebb and flow across categories, “our 

unflinching focus on the customer connection will serve as a unifier.” 

Within each category, “We’ll surface new opportunities, cross-category included, to engage, reward and fuel 

the ongoing relationship, as customers move fluidly from one point to the next.” 



NEXCOM will launch initiatives to take advantage of the numerous trends impacting retail. Here is a look at 

some of those trends, comparing 2020 and first quarter 2021: 

2020 Percentage of Retail vs. 2021 First Quarter Trend 

  

Category                         2020 % Total Retail          2021 Q1 Trend  

Automotive/Hardware     2.3 percent                         +2.1 percent 

  

Beauty Zone                    3.4 percent                      +5.9 percent 

  

Consumer Tech                13.8 percent                    +14.3 percent 

  

Everyday Essentials         9.9 percent                      -14.7 percent 

  

Food and Beverage          10.5 percent                    8.7 percent 

  

Footwear/Accessories      3.6 percent                      +32.2 percent 

  

Health and Wellness        8.0 percent                      +14.3 percent 

  

Home and Outdoor          14.8 percent                    +22.0 percent 

  

Jewelry                           3.6 percent                          +62.8 percent 

  

Kids’ Zone                      2.1 percent                          +21.3 percent 

  

Men’s/Women Apparel    4.3 percent                     +25.7 percent 

  

Uniforms/Regulated         25.3 percent                    -2.6 percent 

NEXCOM states, “’Home’ is an opportunity for us to bring it all together. By stepping back from the constrained 

paradigm of hardlines and softlines and leaning towards how our patrons think of and why they need items for 

their homes, we can create a more fluid and holistic sense of what ‘home’ means.” 

With a broader frame, which allows for the inclusion of Outdoor Living and Smart Home, NEXCOM’s value 

proposition broadens. ‘’Leveraging our Harbor Home private brand with iconic national brands and retail brand 

partnerships … leveraging our personal knowledge of what it is like to be PCS, to be deployed, to live apart … 

the Navy Exchange becomes the singular destination where all pieces converge, and our value becomes even 

clearer.” 



NEXCOM also emphasizes its definition of “Home” by “remodeling the home experience,” and that includes re-

imaging the space to “what serves a purpose, what offers function, what has value or meaning, and what is 

simply clutter.” 

The Navy exchange optimizes its brands as it declutters its stores, “bringing purpose and value to every linear 

foot,” which also involves using clean signage and clear language “to help you navigate your way, whether 

shopping in-store or online.” 

While assortments are being edited, NEXCOM continues to add brands and products that matter, “adding top 

brands, top retail partnerships, top trends and our favorite finds,” with the end result being “an assortment that 

is uniquely NEX.” 

While doing all of this, NEXCOM is also connecting with customers, “creating a connected shopping experience 

that allows you to begin and end your journey when and where you want,” and that includes more online 

content, more in-store digital touch points, and more specialized promotions and in-store events. 

In the Beauty Zone, inclusion is paramount, with freedom of choice and expression allowing customers to be 

who they are. Thus, this section is one where NEXCOM feels it has an advantage over outside-the-gate retailers, 

and “an opportunity to earn trust and long-term loyalty.” 

According to NEXCOM, “Beauty and cosmetics is strained by a gap between prestige and ‘masstige’ — mass 

produced and generally less expensive — offerings. By reinventing the space and creating new experiences, we 

can bridge this gap and drive greater appeal in both directions.” 

Blurring mass and prestige offerings is a way to do this. “NEX stands in a unique position to present the widest 

range of beauty products. Creating that new shopping view online, in-store and in our marketing is critical to 

earning patrons’ loyalty.” 

And again, getting the message across digitally is another way to move customers to NEXCOM stores as their 

first choice for these products. “In-store events moved to virtual out of necessity but flourished with a broader 

reach … we strengthened our digital connection … in the ‘NEXt Normal,’ we are creating a hybrid, a harmony of 

digital and physical to best serve our patrons.” 

Although assortments are being updated, NEXCOM is sensitive to newness and trends, and is “adding top 

brands, top retail partnerships, top trends and our favorite finds … the end result, an assortment that is 

uniquely NEX, presenting new finds and trends in a more agile, timely manner.” 

And patrons should expect to see in their local NEX stores a combination of “mass,” “prestige,” and “products 

typically sold through services in one, easy-to-shop experience,” and with hair and men’s grooming as the 

anchor to essentials, “you have a NEXt advantage over other retailers.” 

Evolution #4: Stores.  It all boils down to the stores. Because of its core audience and the nature of its stores, 

“NEXCOM has never needed to try and displace Target and Amazon by competing on price or ubiquity because 

the NEX is, by nature, the one thing that the department stores will never be: Navy Specialized.” 



And again, to connect the dots and dashes around how the Navy exchanges serve their customers, “We’re also 

introducing a paradigm shift in how we think about our stores, reframing the ‘haves/have-nots’ hierarchy of a 

tiered taxonomy with something more holistic and interconnected.” 

Michael Good, long-time NEXCOM executive who is currently the organization’s senior vice president and chief 

financial officer (CFO), put the dots and dashes into perspective by stating the following  

"Where else can you purchase a modern Ashley sofa, a Sealy mattress, Egyptian cotton Harbor Home towels, a 

Samsung TV, the latest Traeger Grill, and Lodge cookware?” 

 

 


