
(CSI) scores increased one point to 86 over prior 
year, growing over and above an already remark-
able number.  

Paquette’s message to associates and 
personnel in the field, and to NEXCOM’s 

vendors and suppliers …

I would like to thank the vendor community along 
with the entire NEXCOM family for their unwaver-
ing support throughout my tenure with NEXCOM. 
The last decade at NEXCOM headquarters has been 
delightful, and one that I will never forget. 

I just wrapped up my semi-annual review with 
each of the buying teams, and I am convinced that 
NEXCOM is poised to continue on its growth path 
and deliver on the mission of providing quality goods 
and services and supporting Navy quality of life 
programs.

—E and C NEWS

O n Jan. 8, Tess Paquette, the executive vice 
president (EVP), chief merchandising and 
marketing officer for the Navy Exchange 

Service Command (NEXCOM), announced her re-
tirement, effective March 1 (see page 3). Before she 
departed the NEX, Paquette spoke with E and C News 
about a variety of topics, including the exchange ser-
vice’s renewed sales momentum, its top-rated customer 
service, and her confident outlook for NEXCOM as it 
sets sail to deliver the benefit through the uncharted 
waters of fiscal 2015 and beyond.

On NEXCOM’s physical store sales’ 
positive direction …

NEXCOM maintained an aggressive promotional 
strategy to drive footsteps into the exchange service’s 
brick-and-mortar stores. Incorporating sales multi-
pliers, along with relevant weekly marketing efforts 
into the mix, it all served to deliver a reason to shop 
in these stores. NEXCOM’s focus was to win with 
customers using “disruptive” tactics — and it worked.

On the success generated by the “A Better 
You” category group marketing campaign …  

NEXCOM is very pleased with the ongoing growth 
and future forecast of its “A Better You” program. The 
program truly resonates with Navy leadership and 
the Navy’s 21st Century Sailor and Marine program. 

 The “A Better You” category area is growing at a 
double-digit pace, and has surpassed the $200-million 
mark. All of NEXCOM’s buyers have done a tremen-
dous job in supporting this program, and the exchange 
service now has an aggressive schedule to expand in 
its fresh food program for NEX convenience stores.

 
On NEXCOM’s goals and areas 

of focus for fiscal 2015 … 

For 2015, NEXCOM is looking at a 2-percent 
growth rate for its brick-and-mortar stores and a 
more than 150-percent growth for its e-Commerce 
store. The e-Commerce store ran at a 90-percent 
growth rate for the holiday selling season.

NEXCOM’s focus is to continue on the path of 
being a retailer that is known for price leadership, 
innovation and targeted growth within the portfolio 
of retail.

On product diversity in the assortment …

NEXCOM is constantly validating and refresh-
ing its assortments. The exchange service conducts 
regular category reviews, assortment refreshes, and 
a quarterly snapshot of its business that supports 
constant evolution. This allows the NEX 
to go after those things that they need to 
go BIG in and adjust those areas that are 
not producing. 

This is a cadence that each of its buyers, 
divisional merchandise managers (DMM) 
and general merchandise managers (GMM) 
conduct in order to delight the shopper and 
deliver the numbers as expected.  

 
On NEXCOM’s tailored approach to 

superior customer service …

NEXCOM takes great pride in de-
livering PREMIER customer service, 
always. Its Customer Satisfaction Index 
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A Decade of Navy Exchange

Pride and Progress

‘ … I am convinced that 
NEXCOM is poised to 
continue on its growth 

path and deliver on the 
mission of providing 

quality goods and services 
and supporting Navy 

quality of life programs.’
  — Former NEXCOM Executive 

Vice President (EVP), Chief 
Merchandising and Marketing 

Officer Tess Paquette

During her tenure as NEXCOM CMO, Tess Pa-
quette oversaw the rebranding of the exchange 
and its complete integration as a multi-channel 
retail enterprise, while delivering sales growth for 
almost a decade. One hallmark of her work was 
store segmentation that tailored assortments to 

patrons of all ages and walks of life.
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