
important area. 
Our candy depart-

ment experienced sales 
growth of 9 percent in 
2012. Our candy buy-
er, Lorel Taylor, just 
returned from the Fancy Food Show, where she con-
ducted great meetings with industry leaders. Season-
al candy has been the biggest part of candy’s growth. 
Our new front-end programs are driving significant 
increases in candy sales. 

We support the 21st Century Sailor and Marine 
initiative wholeheartedly, and are focused on provid-
ing a fresh food program to help our customers with 
“A Better You” options. 

In 2013, we are executing the “A Better You” con-
cept to focus on products from across our enterprise 
that will support our customers’ desire for healthier 
options. We are expanding our healthier options in 
the snack area also. Fresh food options will be a ma-
jor effort in 2013.  

Consumer electronics drive huge top-line sales 
volume, as well as footsteps. We are, however, going 
to right-size space in the slower consumer electron-
ics departments to provide additional space for the 
growth categories. Our objective is to protect sales 
volume and have the ability to re-purpose space for 
aggressive growth categories. 

On fiscal 2012 sales, and 
factors influencing various 

category areas …
For 2012, overall MG2 sales remained flat to the 

prior year. The tobacco, television and computer 
businesses have declined. Sales trends in these busi-
nesses are consistent with the civilian retail markets 
(see chart).

 Very successful businesses include audio elec-
tronics, sports nutrition, candy, health and baby care, 
personal care and household supplies. We established 
a separate department for sports nutrition in 2012. 

Other metrics that we are very focused on are 
vendor fill rates and inventory aging. I am happy 

On her earliest experiences with 
NEXCOM, personal business 
philosophies, and aspects of 

NEXCOM retail in which she takes 
great pride … 

I first visited the NICP Philadelphia, Pa., Ex-
change as a new associate in 1980. I was excited 
about the privilege to “serve those who serve.” I’ve 
always had the highest esteem for the men and wom-
en who wear the cloth of our nation. 

The ability to provide quality goods and services 
at a savings for Navy servicemembers, their families 
and retirees is a great honor. It has been always a 
source of great pride to develop special savings and 
values for military members. It is personally so ful-
filling to be able to offer our military patrons the best 
values and prices that they cannot obtain anywhere 
else. I know how much our Navy families appreciate 
our efforts, and there is no customer more deserving.

In line with that, I take great pride in returning 
profits to Navy Morale, Welfare and Recreation 
(MWR), which directly assists servicemembers and 
families. I also enjoy the many relationships I have 
developed over the years. We have so many business 
partners who work very hard to ensure we can make 

the lives of military families better. 
You asked about personal philosophies, and 

among those that have helped make my career suc-
cessful are focusing on integrity, service, teamwork 
and relationships. Maintaining professional integrity 
is a key component in a successful career, regardless 
of the industry. Focusing on serving our customers, 
our associates, our stores and our internal organiza-
tion is paramount in all my endeavors. 

It’s important to remember that no one achieves 
greatness alone. I believe teamwork is the key to suc-
cess. I communicate our goals and my vision with 
my team regularly and seek their input on how to 
reach these goals together. I place great emphasis 
on developing and maintaining strong relationships 
with all our partners, both internal and external. 

On MG2’s hottest categories during 
fiscal 2012 …

Our hottest categories were audio electronics, 
which includes Bose audio sound products, Apple 
iPad products, and headphones, sports nutrition, 
candy, and personal care. With iPad, iPod and head-
phones sales, our audio electronics department ex-
perienced an increase in sales of 19 percent during 
2012. We continue to work with our key vendor part-

ners to grow these 
businesses. 

We anticipate sales 
growth in PC tablets 
will exceed 15 percent 
in 2013. We are ex-
panding our tablet as-
sortment as the tablet 
PC business explodes. 

Our new sports 
nutrition department 
experienced sales 
growth of 12 percent. 
We are focusing on 
the assortment and the 
in-store experience for 
our customers in this 

Vice President Merchandising Group 2 (MG2) Pat Igoe

‘There is No Customer 
    More Deserving’
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P at Igoe, vice president of the Navy Exchange 
Service Command’s (NEXCOM) Merchandising 

Group 2 (MG2), oversees a number of the exchange 
service’s highest-velocity categories, including beer 
and soda, pet food and supplies, Sight & Sound and 
health and beauty care (HBC). The military resale 
veteran prides herself on delivering value and supe-

rior service to Navy servicemem-
bers and families, saying  “there 
is no customer more deserving.”

As NEXCOM embarks on its 
new ‘A Better You’ program, Igoe outlined to E and C 
News the programs and initiatives that will help keep 
MG2 on the road to success in fiscal 2013.

Igoe

A servicemember 
takes advantage of 
hands-on shopping 
experience with a 
tablet computer at 
the sight & sound 
department at Ns 

Norfolk, Va. NEXCOM 
is anticipating sales 

growth in PC tablets 
will exceed 15 per-
cent in fiscal 2013.

NEXCOM MG2 Department Sales Trends
Department Percentage Sales Gross Margin GMROI*
 Growth 2012 vs. 2011 Dollars  

Audio Electronics 19.5 % 16.2 % 7.2 %
Candy  9.6 % 10.5 % 3.2 %
health and Baby Care 7.0 % 12.7 % 11.4 %
Personal Care 6.2 % 6.6 % 0.7 %
household supply 6.2 % 10.0 % 11.4 %
tobacco 6.2 %  3.0 % 4.7 %
MG2 Overall  2.0 %  3.8 % 1.9 %

* Gross Margin Return on Investment
Source: NEXCOM 
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planners and supply chain partners report to Vice 
President, Supply Chain Manager Arthur Burke and 
Director, Supply Chain Integration Scott Gibson. 

Our planners remain in the same location as our 
merchants, allowing for frequent communication 
and sharing of ideas. We continue to meet weekly 
and monthly with our planning and supply chain 
partners to focus on the primary goals of the NEX-
COM Merchandising code. 

Our buyers forecast, buy, and plan merchandise, 
for both the Web store and brick-and-mortar NEX 
locations at the same time, although the processes 
are different. Our consumer technology products 
dominate the Web store sales. We look forward to 
further expansion of our Web business. We are look-
ing at alternate methods of fulfillment that will en-
able us to expand our assortments and better serve 
our customers. 

Her message for NEXCOM’s
associates, buyers, district managers, 

staff and suppliers …
As challenging as external economic factors are, 

please know that you are in good hands. We have 
many great and exciting initiatives in product offer-
ings, promotions and pricing. We have a tremendous 
focus on forecasting and fill rates to ensure we have 
the right quantities of products in the right locations. 

If all of us remain true to our mission every day 
— to deliver quality goods and services at a savings 
— we will be successful in fiscal 2013 and beyond.

—E and C NEWS

to report these additional metrics look very good. 
Although vendor fill rates require a constant effort 
to maintain, we are taking a hard line on vendor fill 
rates, since in-stock rates are too important. In-stock 
is always our top priority. We need to be in-stock ev-
ery day at every store at 95 percent or better.

On developments from the 
reorganization of NEXCOM’s General 

Merchandise Group (GMG) …
The automotive and hardware departments tran-

sitioned to Merchandising Group 1 (MG1) to align 
with lawn and garden, toys and sporting goods. We 
welcome our new department, sports nutrition, in 
MG2, in fiscal 2013. Sports nutrition, a consumables 
business, has been expanded to include other well-
ness categories, such as vitamins. 

We moved the pet business within MG2 into an-
other division, which includes household supplies, 
personal care, greeting cards, stationery, books and 
magazines, and health and baby care. Pet prod-
ucts are major footstep drivers. We moved the pet 
business to balance workload and responsibilities 
amongst our merchandise divisions. 

On fiscal 2013 goals …

Our 2013 budget is planned with a 3-percent 
sales increase. Our business strategies to achieve 
our sales goal range from health and wellness initia-
tives to social media pursuits. 

We are developing a health and wellness zone 
with expanded product categories. We define this 
concept as “A Better You.” We are collaborating 
with our Brand Governance Team to develop a 
brand message and value proposition for the “A Bet-
ter You” program. 

As discussed earlier, we are expanding our pet 
business, again, working with our Brand Gover-
nance Team to develop a brand message for the pet 
business, and we are developing and launching a 
fresh food program to provide healthy food options 
for our customers. 

We are reviewing our store segmentation assort-
ments and planograms. Our objective is to deliver a 
better shopping experience in our small stores. Using 
our new store groups — advertised stores, small stores 
and specialty stores — and our store profile data, we 
will develop appropriate planograms, combination 
planograms and specialty planograms. 

We are collaborating with our sister exchange 

services to expand our private 
label product offerings. We 
anticipate developing joint 
promotions with our sister ex-
change services and sharing 
information on these promo-
tions and products on a regular 
basis. 

We are pursuing a digital 
book program to be available 
in our Web store, and we are 
expanding nutrition and well-
ness products in our Web store. 

We are working on social 
media strategies for new prod-
uct launches and new book 
launches, as well as expand-
ing our social media contests, 
product promotions and fun experiences for our pa-
trons. 

To assist with our many initiatives, we are work-
ing on developing synergies between our business 
intelligence tool, Quantisense, and industry data, 
i.e., Nielsen and NPD, to develop standard reports 
and processes to gain deeper consumer insights and 
business efficiencies for assortment rationalization, 
advertising, marketing and daily productivity. 

On realizing success in the field …

We work closely with our store partners. Our 
stores are vital to our success as we are to everyone’s 
success. The stores drive the ultimate customer expe-
rience, and it is our responsibility to give our stores 
all the support they need to make our customer expe-
rience exceptional. 

Our stores provide vital insight and feedback, and 
our stores are brilliant at executing merchandising 
strategies. For example, just recently, we launched 
a merchandising concept of “Strike” Points. Our 
Strike Points program places emphasis on designat-
ed products in our sales flyers. Our stores translate 
these Strike Points on the floor via product presenta-
tion, thus creating a great synergy between featured 
flyer products and in-store focal point areas when 
customers shop our stores. 

On the new supply chain dynamic 
with Merchandising Group 3 …

The reorganization of the NEXCOM Merchan-
dising code [groups] has been very successful. Our 

‘No one achieves greatness alone. I believe teamwork is the key to success. I 
communicate our goals and my vision with my team regularly and seek their input 
on how to reach these goals together. I place great emphasis on developing and 
maintaining strong relationships with all our partners, both internal and external.’

— NEXCOM Vice President Merchandising Group 2 Pat Igoe

sports nutrition, candy, and personal care were 
among the hottest categories for NEXCOM in 

2013. WRNMMC Bethesda, Md.
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