
AAFES DIRECTOR/CHIEF 
EXECUTIVE OFFICER THOMAS 

“TOM” SHULL

‘PASSIONATE ABOUT 
HONORING THOSE WHO SERVE’

In 2014, the Exchange remains passionate 
about honoring those who serve and focused on 
family serving family.

 We have several major initiatives we are 
working:

The Exchange is working diligently to im-
prove the customer experience by intensifying 

national brands and repositioning the main store. In the last 21 months, 
456 store-in-store (SIS) concept shops like Michael Kors, Martha Stewart 
and Nike, just to name a few, have opened and more will continue to open 
throughout the year ahead.

The Exchange is also seeking new ways to grow the Express and conces-

sions. Express locations will see an increase in healthy eating and ‘grab and 
go’ options to align with our customers’ lifestyles. Our concession malls will 
see new branded storefronts to complement the in-store experience with a 
“four-corner” branded strategy. We are engaged in discussions with several 
major brands that we believe will resonate with our customers. More news 
to come on this front!

 Reducing Selling, General and Administrative (SG&A) expenses remains 
a priority. Recently, the Exchange reduced expenses and cut 25 percent of 
addressable costs, which equals about $100 million in overall reductions, 
including supplies, travel, personal change of station (PCS) moves and other 
expenses. The Exchange also looked closely at building and development 
costs to focus capital expenditures on projects that bring the highest return 
on investment. Before we build new exchanges at certain installations, we 
explore opportunities to renovate existing facilities and make them look 
like new.

 Optimizing the supply chain is a crucial component of the Exchange’s 
growth plan for 2014. We’re focused on improving merchandise flow, re-
ducing logistics costs and maximizing efficiencies, all with an eye toward 
improved sales and earnings.

Program” for Mini-Marts, providing convenient, high quality grab-n-go items 
made with fresh ingredients and healthy snack foods/mini-meals. 

THE BRANDED ENTERPRISE
Our enterprise-wide branding initiative has been very successful, and we 

will continue to roll it out to stores as well as Navy Lodges as they are renovated 
or built … . Feedback from our patrons and Navy commands at the locations 
where the branding has been completed has been overwhelmingly positive.

As part of that initiative, we also launched the rollout of branding to the 
afloat Ships Stores Program (E and C News 2/13). When Sailors shop in their 
newly branded store onboard, there is no doubt that there is a direct tie with the 
NEX. Eventually, we will brand ships stores aboard 129 ships!

To provide a better customer service experience in our stores, and to refresh 
our aging equipment, we will accelerate the deployment of our new Oracle Point 
of Service (ORPOS) system. … We are working on an aggressive CONUS de-
ployment schedule for 2014. OCONUS deployments will begin in early 2015. 

FOOD/SERVICES
NEXCOM’s Foodservice Program is a targeted growth segment. Over the 

past several years, NEXCOM has embarked on an aggressive program to bring 
new public/private venture (PPV) providers into the foodservice portfolio … . 

NEXCOM’s Services Program remains an integral and dynamic segment of 
the NEXCOM Enterprise and a key component of overall profitability, and its 
growth is a key component of our overall business strategy. Patron satisfaction 
with NEXCOM’s services businesses is very positive, reinforcing NEX brand 
equity that provides a compelling reason to shop our stores. 

… Finally, I’m very excited about the imminent launch of a newly re-platformed 
and refreshed eCommerce store. With a planned deployment in early summer 
2014, our online store will feature enhanced customer search and navigation 
and a broad product assortment. We will even offer a buy online, ship-to-store 
capability for our CONUS stores. This is the first phase of a multi-year omni-
channel development roadmap. …

NEXCOM CHIEF EXECUTIVE 
OFFICER (CEO), REAR ADM. 
ROBERT J. BIANCHI SC, USN 

(RET.)

‘MAINTAINING OUR  
INTENSE FOCUS’

In 2014, we will maintain our intense focus on 
delighting our customers. We have several initiatives 
underway in support of this effort, but two of our 
primary objectives include the continuation of our 
enterprise-wide branding efforts — with special 
emphasis on our savings messaging — and a full-
scale rollout of our “A Better You” program, which promotes healthy living.  

HOUSEHOLD SAVINGS
As part of our mission to provide savings to our customers, we have lowered 

prices on nearly 240 everyday household items to better serve Sailors and their 
families. Customers will now see new lower prices on items such as laundry 
detergent, bleach, fabric softeners, paper towels and bath tissue. Customers 
can expect to see lower prices on additional household items in the future. We 
want customers to know that when they shop their NEX, they will find hundreds 
of household essential items at everyday low prices to help them save money.

Our messaging, whether in-store, on social media, in print or digital, will 
reinforce the everyday savings on every category in our stores.

“A Better You,” our overarching program promoting health and personal 
readiness, directly supports the Secretary of the Navy’s 21st Century Sailor and 
Marine initiative and the Secretary of Defense’s Healthy Base Initiative (HBI). 
We successfully launched this program in late 2013, and it highlights areas 
such as active wear, sporting goods, healthy foods, snacks and sports nutrition.

In 2014, we want to enhance both our merchandise assortment and the 
shopper journey. This initiative will also include a focus on a new “Fresh Food 

With the new fiscal year just begun, the leaders of the respective exchange systems and the Veterans Canteen 
Service are looking ahead to the challenges and opportunities that fiscal 2014 may offer. 

Here are some highlights from each respective service’s goals and organizational objectives for the coming year.
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Holiday emphasized Navy core values, Navy family and preserving the Thanks-
giving holiday’s cultural values. 

In addition, to allow our afloat Sailors and Marines to take advantage of their 
NEX benefit, we held a special sale for them prior to Thanksgiving. Sales for the 
afloat event were up a significant 24 percent … while the number of orders placed 
was up an astounding 58 percent! We couldn’t have done it without all of our 
vendor partners. … We own the Navy Blue Holiday and our customers enjoyed it!  

planogram merchandise, ensuring we have the right merchandise at the right time 
in the right locations. Refining this process will be a main driver for us as we better 
balance our customer demands with inventory management, sales and turn rates. ... 

A main area of interest will be our relentless pursuit of sourcing new “Made in 
USA” merchandise assortments and suppliers. This program is extremely important 
within VCS, and our customers have responded overwhelmingly positively ... 

On partnering to support the Department of Veterans Affairs (VA) Mission ...
We play an active and engaged role in supporting the health and well-being 

of our nation’s heroes. Partnerships with the VA to outreach to rural Veterans and 
our customer service initiatives allow VCS to “give back” to the VA. 

We continue to support the VA’s Rehabilitation Games; the Fisher House 
program and its residents; poly-trauma centers for Operation Enduring Free-
dom/Operation Iraqi Freedom/Operation New Dawn (OEF/OIF/OND Veterans; 
disaster relief efforts; and VA’s homeless Veterans. 

Serving Veterans, their families and caretakers with commitment, compas-
sion and integrity is part of our “DNA.” This part of our mission drives us to be 
successful and to consistently strive to provide the highest level of competence, 
service and pride in serving those who have served for us. 

On working with industry partners, recent events, and patron response ...
Our partnerships with Procter & Gamble, Overseas Service Corp., Eurpac 

and Advantage Sales have all been instrumental in helping us learn how best 
to attract and retain shoppers in our stores through communication and an 
improved shopper journey. ...

Our biggest win so far was the creation of our “Navy Blue Holiday” events. 
… beginning in October and running through January 2014. Our Navy Blue 

VCS ACTING DIRECTOR, CHIEF 
OPERATING OFFICER (COO), 

JOSEPH “RAY” TOBER

‘PRIDE IN SERVING THOSE WHO 
HAVE SERVED FOR US’

Our goal for 2014 is a 2-3 percent increase over 
2013 across all of our business lines. With more 
reliance on business intelligence, aggressive sales 
promotions and new business opportunities we are 
pursuing, I’m confident we can achieve our goal. 

In concert with our sales goal, we will continue 
our quest to secure operating efficiencies, reduce 
expenses, and expand our coffee operations within our Community Outpatient 
Clinics. Our coffee business has grown 18 percent over 2012, and 2014 promises 
to continue that trend. 

Automated replenishment of basic planogram merchandise has been a key fac-
tor for sales growth in 2013. Our new system provides a consistent flow of basic 

Tober

DIRECTOR, SEMPER FIT AND 
EXCHANGE SERVICES DIVISION, 

WILLIAM C. DILLON

‘FACING NEW CHALLENGES’

Our 2014 sales projections are $988 million, 
with a realization we are facing new challenges 
to top-line revenue to include changes in shop-
ping behavior related to support the Secretary 
of the Navy’s 21st Century Sailor and Marine 
initiative, and force rebalancing. 

In this new environment, we are focused on 
stabilizing topline sales while mitigating the 

impacts with new businesses and improved Selling General and Adminis-
trative (SG&A) expenses efficiencies. Our main strategic objectives are:

Customer Centricity - Putting the customer at the center of all we do 
for consistent, exceptional service and branded experience.

Operational Excellence - Quality program delivery through healthy 
business models and accountability to performance, details, and service.

Innovative efficiency - Developing creative solutions for quality, reliable, 
program delivery that is efficient, self-sustaining, and supports customer 
centricity and operational excellence.

On organizational synergies ...
The Marine Corps organizational construct is unique from any other 

service. The same organization that generates the dividend also prioritizes 
how to spend the dividend on quality-of-life programs. It affords the ability 
to prioritize initiatives that are in full alignment with the Commandant’s 
imperatives.  

Also within the same organization, we are able to manage health and 
fitness initiatives with revenue generation with a 360-degree view of the 
issues at hand. This allows us to be a single resource of Marine and fam-
ily support, whether it’s providing savings and value at the Marine Corps 
Exchange (MCX), or supporting fitness, wellness, and behavioral health 
initiatives. 

We are always working together to maximize the synergies that exist 
and have existed for many years. More importantly, we are always looking 
for other opportunities that will allow us to become more efficient within 
each program and overall quality-of-life program delivery.

COMMANDING OFFICER, COAST 
GUARD COMMUNITY SERVICES 

COMMAND (CGCSC), CAPT. 
ROBERT E. McKENNA, USCG

‘WE ALL STRIVE FOR 
EXCELLENCE IN EVERYTHING 

WE DO’

Our vision is to be Coast Guard men and 
women’s choice for exchange and MWR benefits.

Our mission is that we will deliver outstand-
ing value, service and convenience to the Coast 

Guard family and support the readiness and retention of those who protect 
and defend the homeland.

 We strive to provide the best retail experience in our Coast Guard Ex-
change stores and the widest selection of MWR services. When we focus 
on taking care of our customers and providing excellent service, our success 
will lead to increased MWR dividends, which ultimately contributes to the 
retention and readiness of our active duty force.

CGCSC/CGX Priorities:
1) Maximize the Benefit and Provide Mission Support
2) Be the Place You Want to Work
3) Create a Culture of Continuous Improvement & Sustainability
4) Foster Long-Term Strategic Partnerships
5) Serve as the Nonappropriated Fund (NAF) Center of Excellence
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 CGCSC/CGX PRIORITIES
1) MAXIMIZE THE BENEFIT AND PROVIDE 

MISSION SUPPORT 
We strive to provide the best retail experience in our Coast Guard 

Exchange stores and the widest selection of MWR services. When we 
focus on taking care of our customers and providing excellent service, 
our sucess will lead to increased MWR dividends*, which ultimately 
contributes to the retention and readiness of our active duty force.

2) BE THE PLACE YOU WANT TO WORK
Our success is wholly attributed to the devoted associates who work 

diligently each day serving our customers with pride and professional-
ism. They are our most valuable resource. We strive to attract, retain 
and develop that talent, provide career development opportunities and 
foster an inclusive and diverse workforce.

3) CREATE A CULTURE OF CONTINUOUS 
IMPROVEMENT & SUSTAINABILITY

We challenge ourselves daily to improve our processes, to be more 
efficient with our resources and to develop better ways of conducting 
operations. Providing these services is not possible without an innova-
tive and driven staff that understands and lives our vision every day.

4) FOSTER LONG TERM STRATEGIC PARTNERSHIPS
We do not stand alone as an organization, and our success depends 

on our ability to build meaningful and lasting partnerships with our 
vendors, our sister services, and the local communities where we serve. 
By leveraging these relationships, we are able to provide better value to 
our customers and a broader range of services to our MWR beneficiaries.

5) SERVE AS THE NAF CENTER OF EXCELLENCE
The Coast Guard relies on us as the subject matter experts on all 

matters pertaining to the use of non-appropriated funds within the Coast 
Guard. Additionally, we provide all personnel and pay support for the 
1,500 non-appropriated fund civilian employees throughout the service.

*In the past 10 years, CGX has contributed over $22.7 million to the Coast Guard MWR program. In 
2011 and 2012, the annual per capita MWR distribution was $80 per active duty billet.

CGCSC MISSION, VISION AND 
GUIDING PRINCIPLES

VISION
To be your choice for Exchange and MWR Benefits

MISSION
We will deliver outstanding value, service, and convenience to the 
Coast Guard family and support the readiness and retention of those 
who protect and defend the homeland.

GUIDING PRINCIPLES
•  Diversity of People: Diversity encompasses everything that makes us 

unique human being committed to selfless service. Diversity is absolutely 
critical to a successful team, allowing us to create an environment of 
inclusion where everyone feels welcomed and encouraged to reach 
their full potential. True commitment to diversity allows the Coast 
Guard to benefit from the talents, abilities, ideas and viewpoints of a 
workforce drawn from the richness of American society.

•  Unity of Effort: Unity of effort is the catalyst that makes an inclusive 
workforce even more powerful. Bringing people together from all 
backgrounds and ways of thinking will lead to new ideas and innova-
tion, and we will band together as one team to provide outstanding 
service and value to our patrons.

•  Excellence in Mission Execution: When functioning properly, diver-
sity and unity will lead us to excellence in mission execution. We all 
strive for excellence in everything we do, including customer service, 
taking care of our shipmates, and working with our partners. 

AAFES HOLIDAY
CYBER SALES 

The Exchange continues to enhance the online experience to match, 
or in many cases exceed, the brick and mortar store experience. A recent 
focus has been on matching the online assortment with our largest brick 
and mortar assortment to enable customers even in our remotest loca-
tions to shop our ‘big-box’ experience. Categories like mattresses and 
prestige cosmetics are near 100 percent parity while other categories 
continue to increase. Our objective is to exceed customers’ expectations 
and have product available whether they prefer to shop in-store, online 
or through their mobile device. 

During the holiday season, many of items featured in Exchange 
brick and mortar stores were available online. As a result, Black Friday 
online sales were up 17.5% or $900,000 from prior year, with total sales 
reaching the $6-million mark for the day. The Thanksgiving weekend 
produced sales of $12.2 million.
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