
On NEXCOM’s areas of focus 
through the end of fiscal 2014 and 

into 2015 …

Our focus is on delighting our customers by offering them the lowest 
prices and providing them with a world-class shopping experience.  Toward 
that end, we are continuing to roll out our new Oracle Retail Point of Service 
(ORPOS) system across the enterprise. 

In 2013, we successfully deployed ORPOS to 31 NEX locations in the 
greater Norfolk, Va., area, just in time for the start of the Navy Blue Holi-
day shopping season. In-store register training was given to over 500 store 
associates prior to each conversion. This system change also includes new 
hardware registers from Fujitsu. 

A few of the new features of the ORPOS system include touch screens; 
the ability to capture signatures on the PIN pad; a receipt bar-code that, 
when scanned, retrieves the original transaction(s) for returns; the ability to 
refund and sell in the same transaction; 14-day price adjustment automated 
with receipt; the ability to print gift and duplicate receipts; fast line-item 
voiding that doesn’t show on the receipt; discounts that can be applied in 

various types and combinations while printing all information for the customer; a faster discount 
process; and the ability to add a serial number to any item sold that displays on the customer’s receipt. 

Since January 2014, ORPOS has been successfully installed at NAS Pensacola and NAS Jack-
sonville, Fla., and NAS North Island and NB San Diego, Calif. We have planned an aggressive 
deployment schedule which will put the new system in all of our CONUS stores by the end of the 
year. Our overseas stores are scheduled to receive the new system in 2015. Our customers have told 
us that they appreciate the new features associated with this ORPOS system — it is enhancing their 
shopping experience!

From a customer savings perspective, we kicked off our brand new “Red, White and Navy Blue!” 
summer promotional campaign on Memorial Day, May 26. During this campaign, which will run 
through Labor Day, Sept. 1, customers will find great prices on the products they need for the summer 
including food, beverages, outdoor furniture, clothing and more. Customers will see the “Red, White 

From a new integrated and full-featured front-end point 
of sale (POS) system to enterprise-wide branding, the 

upcoming launch of a new web store, and business-driving 
“think-tank sessions,” the Navy Exchange Service Command 
(NEXCOM) is well underway with a flotilla of initiatives 
designed to improve the way business is done and make 
shopping easier, quicker and more pleasurable for the patron.

In this exclusive interview, the exchange service’s chief 
executive officer (CEO), Rear Adm. Robert J. Bianchi, SC, 
USN (Ret.), discusses not only the retail and services side 
of the benefit, but also bestows a calm and clear-headed 
perspective on the concerning issues of the day that have 
become such unsettling subjects of conversation for shop-
pers and the marketplace alike …
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Full Steam Ahead
Through 2014 ...

‘We are tackling 
[these] challenges 

head on, and we have 
infused a number 
of “disruptive” and 

innovative marketing 
tactics into our 

game plan to drive 
footsteps and 
increase sales.’
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(From left) Rear Adm. Robert J. Bianchi, SC, USN 
(Ret.), NEXCOM CEO, speaks with NSF Diego Gar-
cia’s supply officer Lt. Cmdr. Ron Valencia, SC, USN, 
and ships store officer Ensign Joshabel Lopez, SC, 
USN, during a visit to the ships store ashore there.
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we have infused a number of “disruptive” and innovative marketing tactics into 
our game plan to drive footsteps and increase sales. 

Earlier this year, I assembled all of our senior store and merchant leaders 
and asked them to participate in a business think-tank session focused solely 
on finding ways to drive business. Nearly 60 different ideas and concepts were 
put on the table, and we were able to narrow it down to a very targeted list of 
actions that could be executed quickly — within 60 to 90 days — along with 
a list of several “just do it” initiatives. 

One such idea was launched in April — our Wednesday “WOW” program 
—which was designed specifically to drive customers into our stores. Each 
Wednesday, we offer an item at an incredibly low price for that day only. For the 
rest of the sale period, that same item is still on sale, just not at the “WOW” price. 

The first official Wednesday “WOW,” a $99 Michael Kors handbag, was 
advertised in our April 9 NEX sales flyer. It was a huge success, with most 
stores selling out by noon. In total, we sold 2,496 handbags, for a 98-percent 
sell-through. 

This program is off to a great start, and I hope it continues to drive custom-
ers to our stores. You’ll see more of these “disruptors” in the coming months. 

On the concept of exchange and 
commissary consolidation, reportedly 

included in an Army & Air Force 
Exchange Service (AAFES) proposal to 

the Department of Defense (DoD) … 

First, let me say that I am not aware of any specific AAFES proposal for 
the consolidation of exchanges and the commissaries. But, I can tell you that 
I would not be a proponent of any consolidation efforts, because ultimately, I 

don’t believe any end product will deliver the same levels of benefit 
or customer value and support that we offer today.  

Of course, that is assuming such a consolidation is even viable 
and executable given the inherent risks, challenges and up-front costs 
required in such a venture.  

There are many players involved in all of the discussions on qual-
ity-of-life benefits: the services, DoD senior leadership, Congress, 
servicemembers and retirees. They all have a voice and a position on 
this issue, and we have not yet heard from all of them. 

In addition, as you are well aware, there is an ongoing Military 
Compensation and Retirement Modernization Commission (MCRMC) 
that has been chartered to provide input and recommendations to the 
President on issues of pay and non-pay benefits.  

As such, at this point in time, until all of these variables are fac-
tored into the overall equation, I think it’s speculation to comment on 
what the future may hold. However, I am staying actively engaged in 
all conversations on these topics, and regardless of what decision is 
made with respect to the resale benefit, I am positioned to support my 
Navy leadership and our Sailors and their families in maximizing the 
value of the non-pay benefits they so richly deserve.  

and Navy Blue!” theme throughout our sales flyers and in our stores.  
We will also continue with our branding efforts across the en-

terprise, including in our ships stores. Currently, the USS Theodore 
Roosevelt (CVN-71), USS Harry S. Truman (CVN-75), USS George 
H.W. Bush (CVN-77), USS Bataan (LHD-5), USS McFaul (DDG-74), 
the USS Ronald Reagan (CVN-76) and USS Carl Vinson (CVN-70) 
ships stores have been branded. The refresh provides a consistent 
NEXCOM design and merchandising packaging that is also present 
in NEXs and Navy Lodges.   

In fact, I received a very positive note from USS Bataan’s execu-
tive officer with an update after its ships store branding package was 
installed in January. With the improved visuals and product merchan-
dising, he reported a 70-percent increase in ships store sales, with 
over $9,000 in daily sales. The positive feedback is certainly good 
news for the crew, good for the supply department, and good for the 
ship’s morale, welfare and recreation (MWR) program!  

On NEXCOM’s transformation into a 
multi-faceted, omni-channel enterprise …

We are on track and excited to launch our new web store this summer. The 
new website will provide an online shopping experience that is on par with 
other top-of-the-line retailers. 

In addition to a contemporary look and feel, customers will find single sign-
on for log-in; mobile shopping from any device; enhanced product search and 
filters; online scratch-off savings; alternate product views with zoom; product 
ratings and reviews; live chat with customer service; product sharing via e-mail 
and Facebook, Twitter and Pinterest; gift registries; gift wrapping for online 
purchases; E-Gift cards with electronic delivery; and ship-to-store delivery in 
CONUS.

This is the first phase of a multi-year project. Additional phases will include 
the addition of Navy military clothing into the same shopping journey; collect-
ing email addresses at point-of-sale; and the ability of going online to verify 
that a NEX has quantities on-hand before the customer drives to the store to 
purchase an item.  

I think our customers are going to embrace these new features, and we are 
confident that we will see our sales increase online as a result.

 

On challenging moments during  
the last year …  

It has been a challenging and somewhat unsettling period due to a variety 
of internal and external factors. We are tackling these challenges head on, and 

NEXCOM CEO Rear Adm. Robert J. Bianchi, SC, USN (Ret.), 
tours the ships store ashore in Diego Garcia.

“Your Ship, Your Store:” NEXCOM has rolled out its unified 
branding message throughout the enterprise, to include 
ships stores. The USS Carl Vinson (CVN-70) is among the 

first to deploy the re-signed and redesigned fixtures.
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shop with us. We found that customers took advantage of this promotion, and 
that our basket size increased by nearly 60 percent. We anticipate doing more 
of these types of promotions later in the year.

On how fundamental changes to the 
commissary benefit could impact the 

Navy Exchange benefit …

It is a fact that our NEX stores that are co-located with commissaries are 
dependent on the foot traffic generated by commissary shoppers. During the 
government shutdown last year, NEXs experienced an average of a 20-percent 
decline in sales. I think that if the commissary dropped to a 10-percent savings 
rate, there would be a drastic reduction in customers going to the commissary, 
which, in turn would reduce the number of customers shopping at the NEX.

While we certainly don’t know what the ultimate outcome of the com-
missary budget deliberations might be, here at NEXCOM, we continue to be 
laser-focused on developing categories of businesses that will drive traffic into 
our stores as well as grow our online presence. We recognize that the resale 
footprint is being challenged today, and we are working aggressively to position 
our stores to remain viable and relevant to our patrons.  

CEO Bianchi’s message to headquarters, 
field and store personnel and to 

NEXCOM’s industry partners …

There’s no doubt that this past year has presented NEXCOM with many 
challenges. But, as always, our associates and our vendor partners worked very 
hard to ensure our customers received the same quality products and services 
as they always have. They put our customers first. 

In collaboration with our vendor partners, we were able to give away 1,000 
NEX $100 gift cards during our Navy Blue Holiday event. They were there for us 
during our customer appreciation weekends, Sailor of the Year and grand opening 
events, and the list goes on and on. Our vendor partners are an essential part of the 
quality-of-life benefit we provide to our customers. We couldn’t do it without them!

And I can’t say enough about our 14,000 associates worldwide. Even with 
all the challenges presented to them, some of which impacted them personally, 
they persevered and continued to provide PREMIER customer service to our 
customers and guests. They truly are the best of the best! I am so honored to 
lead such a fabulous team! —E and C NEWS

 
On the importance of the 

NEXCOM dividend to Navy 
MWR activities, and Second 
Destination Transportation 

(SDT) funding’s role in 
supporting savings to patrons 

overseas …

NEX dividends have always been a key enabler for Navy MWR 
programs, and now, more than ever, I believe they are vitally impor-
tant in light of the fiscal pressures being exerted on the appropriated 
funds allocated to support MWR.  

Historically, the infusion of NEX dividends into MWR programs 
has allowed them to operate without generating a loss. Moreover, 
providing an MWR dividend is a key part of our dual mission to 
provide quality goods and services at a savings while supporting 
MWR programs. 

With respect to SDT funding support, we must not lose sight 
of its purpose, which is to ensure our overseas servicemembers 
and families have access to U.S. goods at prices comparable to 
their U.S. counterparts. NEXCOM receives about $45 million an-
nually for SDT. 

As you know, in many overseas locations such as Guantanamo Bay, Cuba, 
and Djibouti, Africa, there are no outside-the-gate retail alternatives. I cannot 
begin to imagine what it would mean for these families if we were unable to 
support them. Clearly, any SDT reductions will affect our ability to provide 
the current levels of support to our forward-deployed Navy families. 

Statutory language requires that exchange merchandise be shipped overseas 
using appropriated funds, so the use of NEX non-appropriated funds as a sub-
stitute is not authorized. Therefore, I cannot draw any real conclusions as to 
the impact on MWR dividends from elimination of SDT funds, other than to 
say that if we are unable to support families at the current levels, it will result 
in a loss of top-line sales, which will negatively impact NEX profitability and 
therefore, MWR dividends.  

However, I am pleased to say that the Department of the Navy (DoN) has 
been very supportive of funding our requirements for SDT, because I believe 
they truly understand the importance of providing this quality-of-life benefit 
to our overseas Sailors and families.   

On AAFES reportedly looking to expand 
its online shopping to include veterans, 

and whether this is something that 
NEXCOM would also consider …

The NEX online shopping site, myNavyExchange.com, is part of the portfolio 
of quality-of-life benefits we deliver. It is a benefit available to all authorized 
military exchange shoppers. NEXCOM does not have any plans to request or 
propose any changes to the criteria for authorized customers. However, we will 
certainly evaluate and respond to any proposals or initiatives presented to us 
by DoN or DoD leadership.

As a very visible way of driving more patrons into, or back into, our stores, 
at the beginning of the year, we lowered prices on nearly 240 household items 
our customers use every day such as laundry detergent, bleach, fabric soften-
ers, paper towels and bath tissue. We want customers to know that when they 
shop their NEX, they will find these essential household items at everyday low 
prices that will help them save money. We are already seeing that our “new 
lower price” strategy is bringing both current and new customers into our stores 
to shop more often.

Another thing we’ve done is that for the first time, in April, we ran a Military 
Star Card (MSC) promotion that gave current cardholders 5-percent off their 
purchase of $100 or more if they paid with their MSC. For years, we have given 
10 percent off the first day’s purchase to customers who open an MSC account. 
This new promotion allowed us to thank our loyal MSC users for continuing to 

NEXCOM CEO Rear Adm. Robert J. Bianchi, SC, 
USN (Ret.) (right) presents the 2013 Carlson Award 
to Margaret Massie, general manager, Navy Lodge 
Oceana-Dam Neck, Va., and Capt. Christopher 

Chope, USN, commander, NAS Oceana.
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