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In April, on the heels of what she termed “a terrific 
March — up about 3.8 percent overall,” the Navy 
Exchange Service Command’s (NEXCOM) Chief 

Merchandising Officer (CMO) Tess Paquette spoke 
with E and C News about the changes that she and 
her team have recently implemented in the exchange 
service’s General Merchandise Group (GMG).

RESOURCES AND REPLENISHMENT
Against the background of changes in NEX-

COM’s Enterprise architecture and the 2005 rollout 
of the Oracle Retail Merchandising System (RMS), 
Paquette noted, “We have been evolving rapidly, and 
we’ve had a major transformation in how we replen-
ish our stores.

“Today, every single item that is on replenish-
ment is being managed here in Virginia Beach, Va.,” 
she noted. “To put it in perspective, the replenish-
ment transformation now comprises about 1.7 mil-
lion item locations; back in 2005 and 2006, the 
planning team was managing 50,000 item locations. 
That in itself is a massive shift, and it makes you 
wonder, ‘Are we leveraging our resources?’ ”

‘SIMPLIFY’
“Over a year ago, I took a step back,” she said, 

“and asked myself, ‘How can we transform to sim-
plify the retail operation so it is 
easy to execute, easy to under-
stand, easy for the vendors, easy 
for the stores, and, ultimately, so 
that it’s truly connecting and tak-
ing care of our customers — fo-
cused on the mission?”

CUSTOMER-CENTRIC
Paquette said she asked herself 

how she could “best configure the 
store experience — Why do we 
have three separate areas when 
two areas could be better aligned 
to fit the ways patrons shop?”

With the wealth of business in-
telligence and analytical tools now 
at NEXCOM’s disposal, “that we 
didn’t have even five years ago,” 

she continued, “we weren’t forced to have a traditional 
retail structure. What we needed were ‘captains’ to 
drive the vision and the creativity of the assortment, the 
in-store experience, and the marketing. 

“We also needed a group of people who could 
manage the replenishment, the 1.7 million items I 
spoke about, to ensure they are there when the cus-
tomer needs them.”

And to pull it all together, Paquette decided, “We 
needed to standardize all the processes.”

LEVERAGING RESOURCES
“When I think about restructuring, transforma-

tion and resource allocation,” she said, “it’s not 
about adding more billets; it’s about leveraging what 
you already own.” 

To lead merchandising and replenishment, Pa-
quette reported that she already had three experi-
enced vice presidents at hand — Softlines VP Barb 
Divjak, Hardlines VP Pat Igoe and Consumable/
Hardlines VP Art Burke.

Burke was chosen “to drive the supply chain, 
replenishment and planning,” and Igoe and Divjak 
were selected to handle two distinct areas that com-
prise the store experience, while two other VPs—
Michael Conner and Dan Desser — were tasked 
to handle Marketing Insights (MI) and Marketing 
Communications (MC), respectively.

STORE EXPERIENCE
“We’re trying to simplify the 

retail piece from a store perspec-
tive,” Paquette said, “and struc-
ture it by the way the customer 
thinks.”

For instance, the CMO ob-
served, “The home world used to 
be split up across two divisions. 
Those areas I allocated to one di-
vision, because we now are able 
to leverage more data and ana-
lytics, as opposed to the way we 

used to handle that in a more manual environment.”
Barb Divjak is the vice president of Merchandise 

Group 1 (MG1) — the merchandise group for apparel 
and seasonal categories. “Her focus is on all risk-related 
product,” Paquette said. “Everything she manages per-
tains to categories that we consider to be risk-related. 
The skill sets of that position are very focused on taking 
chances on very time-sensitive product.”

“Pat Igoe, the vice president of Merchandise 
Group 2 (MG2), is overseeing electronics and the 
traditional consumables areas that are very sensitive 
to velocity and units,” she explained.

ENERGIZED AND MOTIVATED
“What works particularly well about the new 

configuration,” Paquette said, “is that there is a 
strong correlation between all the categories these 
VPs manage and the way NEXCOM develops store 
layouts and strategy.” 

With the realignment in place, and fine-tuned 
over several months, Paquette concluded, “We’re 
seeing tremendous improvement — the data shows 
it’s working the way it was envisioned.”

But what perhaps may be more important, she 
pointed out, “is the energy of everyone who has been 
given more, or new, responsibilities. What Pat, Barb 
and Art have done has received so many positive 
comments from stores, it makes you feel good that 
people recognize in a short time, that the new level of 
energy has only been positive.” —E and C NEWS
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At store level, various 
categories have been 
reallocated among 

divisions with a view 
to simplifying them 

from a store perspec-
tive; structuring them 
around the way the 

customer thinks, and 
taking into account 

category groups that 
are time, risk, and unit/
velocity-sensitive. NB 
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