
Tess Paquette: I’m very pleased with our accom-
plishments this year. Breaking out our planning and 
replenishment team created an opportunity to hone 
in on replenishment metrics that sometimes get lost 
in merchant discussions. 

Our organizational structure is set for now. Be-
tween Merchandising Group 1 and Merchandising 
Group 2, which are focused on the art of merchandis-
ing, and Merchandising Group 3, which is focused 
on the science of the supply chain — we are set for 
the next few years. 

We appreciate stores and suppliers’ patience 
and understanding while we standardize our busi-
ness processes. I hope you can see that we remain 
a top-line driven organization, and everything that 
we’ve touched including space management, sup-
ply chain efficiencies, the category review process 
and vendor fill rate, stays in step with our mis-

sion of delivering quality goods at a savings, 
and supporting morale, welfare and quality-

of-life programs for the Navy community. 

E and C News: What do you attri-
bute NEXCOM’s current sales suc-

cesses to, and what is your outlook 
for the holiday season and for 

2012?

Paquette: Through October, 
retail sales, excluding gasoline, 
reflect a 3.4-percent growth over 
last year. 

Our merchants are very focused 
and are committed to driving sales. 
Playing a role in NEXCOM’s suc-
cesses include collaborative ef-
forts with exceptional partners that 
comprise our vendor community; 
our logistics team; an informa-
tion technology (IT) group that 
focuses on business needs; supply 
chain improvements; phenomenal 
marketing tactics and stellar ex-
ecution at store level. The entire 
value chain of business experts is 
in alignment with exceeding our 
customers’ expectations. 
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‘While other retailers have focused on rationalization, our 
emphasis has been on assortment optimization — under-
standing what really is selling and understanding the impact 
of affinity items attached to key items/brands.’

— NEXCOM Senior Vice President, 
Chief Merchandising Officer (CMO) Tess Paquette

The Navy Exchange Service Command (NEXCOM) is on track for its ninth year of in-
creased sales since the marketplace “quakes” of Sept. 11, 2001, and the recession of 

2009. The exchange service continues to fine tune its culture of customer loyalty, sales and 
merchandising acumen and organizational excellence — highly sought-after attributes that 
Tess Paquette has fostered in her tenure as chief merchandising officer (CMO).

In this exclusive interview, which took place in November, she tells E and C News why 
the future looks bright for the Navy Exchange, and sheds light on NEXCOM’s blueprints 
for continued success.

NEXCOM Senior Vice President, Chief Merchandising Officer (CMO) Tess Paquette

‘Full Speed Ahead’ with 
Continued Success

E and C News: NEXCOM recently restructured 
its Merchandising Group and Logistics opera-
tions. How do you think this project has pro-
gressed thus far? 

Paquette

Kitchen housewares are big business at 
NEXCOM stores. Home department cu-
mulative fiscal 2010 sales — including 
furniture, major appliances, small appli-
ances, housewares, home furnishings 
and domestics — totaled $189 million, 
an increase of 3.7 percent over prior year. 
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Norfolk has elicited both 
positive customer reaction 
and sales. November sales 
increases reflect growth of 
69-percent over last year. 

E and C News: What 
else is new in terms of the 
supply chain efficiencies 
under your aegis? 

Paquette: We recently 
elected to move forward 
with a new macro and mi-
cro space management tool. 
This new software solution brings 
our category management process and 
planogram execution into ‘best of breed’ status.  

In addition, we are working with our Business 
Intelligence (BI) partners to create an in-house solu-
tion for managing the last 50 feet of the supply chain, 
and have benefited from a new BI tool that helps us 

manage our aging inventory. These are all great op-
portunities for the NEX.

—E and C NEWS

For the holidays, we are on target to exceed last 
year and beat our financial plan. The Navy Exchange 
and its retail business will hit a key milestone at the 
end of fiscal year 2011. Retail sales will exceed $2 
billion-plus, a significant benchmark for us. Con-
gratulations to the Navy Exchange team! 

We have an ambitious sales goal for 2012 
and have developed strategies to support these 
goals. Key categories have been given aggres-
sive growth goals, which include center core 
businesses, sporting goods, toys, targeted con-
sumer technology, businesses and home categories. 

E and C News: With everything from single-
serve coffee, to Apple stores, Sears Home Deliv-
ery, Pandora Exclusives, Procter & Gamble Best 
in Class, and private brand Fresh Food, you have 
a lot going on in-store. How are these initiatives 
working out, and what’s next on the horizon for 
NEXCOM patrons? 

Paquette: As you can see, we have been very 
targeted with key programs that contributed to our 
success. We will continue to maximize these suc-
cessful initiatives, and roll out more as we uncover 
opportunities.

Shoppers have a plethora of choices out there. 
Our focus is to make sure our customers think about 
us first, ensure we have the product when they ex-
pect it and then deliver a simple and exceptional 
shopping experience everywhere and anytime. 

E and C News: The SKU rationalization trend 
had unintended consequences for some civilian 
retailers. As a chief merchandiser, how do you 
monitor and ensure there is enough product di-
versity in the NEX assortment to satisfy Sailors 
and their families, and yet still remain efficient 
and cost-effective? 

Paquette: While other retailers have focused on 
rationalization, our emphasis has been on assort-
ment optimization — understanding what real-
ly is selling, and understanding the impact of 
affinity items attached to key items/brands.

E and C News: Where do you 
feel the rollout of NEXCOM’s 
brand identity program — both 
in stores and online — currently 
stands? How are customers re-
sponding?

Paquette: We are still in the 
early stages of delivering a com-
plete “branded” shopping experi-
ence. Some of the elements were 
unveiled during the NS Norfolk, 
Va., opening, but the entire pack-
age is currently being installed at 
NAS Oceana, Va., and should be 
completed after the first of the 
year. 

Once NAS Oceana is com-
pleted, we will conduct the appro-
priate qualitative and quantitative 
research to support the changes 
underway. Our Procter & Gam-
ble family branded zone in NS 
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From left, Robin Joseph, general manag-
er, NAS North Island, Calif.; Roland San-
tos, vice president, NEXCOM Western 
District; tess Paquette, NEXCOM senior 
vice president, chief merchandising of-
ficer (CMO); and Georgia Palmer-Lazar, 
store manager, NAS North Island, cut the 
cake during NAS North Island’s Bingham 

Award ceremony on Aug. 31, 2011.

‘We remain a top-line driven organization, and everything 
that we’ve touched including space management, supply 
chain efficiencies, the category review process and vendor 
fill rate stays in step with our mission of delivering quali-
ty goods at a savings, and supporting morale, welfare and 
quality-of-life programs for the Navy community.’

— NEXCOM Senior Vice President, 
Chief Merchandising Officer (CMO) Tess Paquette

cro space management tool. 
This new software solution brings 
our category management process and 

While some of NEXCOM’s branding mes-
sages and customer service features are 
now in evidence at the new NS Norfolk, 
Va., store, more will be unveiled in the 

new year at NAS Oceana, Va.
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