
On NEXCOM’s pioneering ef-
forts in military resale store and 

shopper segmentation…

Our buyers have embraced the needs 
and wants of our shopper using our shop-
per segmentation information. We value and 
recognize that we need to be responsive to 
what they expect from us through various 
stages of their career and life. By applying 
additional science, merchandise assortments 
are becoming more tailored to the shopper 
dominance of their specific store. 

We are largely an organization of small 
and varied-sized stores with different shop-
ping intentions. By viewing each merchan-
dise group uniquely across clusters of similar stores, we will focus assortments 
more closely to the customer profile for that merchandise group within similar 
stores. This moves away from assorting a whole store based on its general clas-
sification. 

In addition, both the buying staff and marketing team continue to create more rel-
evant promotions and marketing messages that connect our customer to their NEX. 

On progress toward bringing NEXCOM’s new distribution 
center online …

The construction of our new 350,000-square-foot state-of-the-art Northeast 
Distribution Center (NEDC) in Suffolk, Va., is progressing according to plan. This 
impressive new facility offers many benefits including increasing our productivity 
through the reduction of steps in receiving, packing and shipping; the ability to in-
crease the amount of material handled while leveraging costs through automation; 
the ability to handle more merchandise than is currently being delivered to NEXs, 
which will lower our corporate cost structure and relieve congestion in NEX back-
rooms; and finally, increasing productivity through a more efficient layout and 
racking configuration. The first movement of merchandise to the new facility took 
place on July 17. NEDC locations in Norfolk will be completely moved by early 
October. A ribbon cutting for the new NEDC is being planned for Oct. 26.

On other new initiatives and objectives …

The other big initiative this year is the grand opening of our new 150,000-square-
foot, two-story NEX at Walter Reed National Military Medical Center (WRNMMC) 
in Bethesda, Md. With a targeted grand opening of Nov. 10, all hands will be on 
deck to fixture and assort this store to the latest design plans focused on the custom-
ers in that part of Washington, D.C. This flagship facility will support the wounded 
warriors and hospital staff at WRNMMC as well as military members and their 
families living and working in the surrounding area. Construction of this state-of-
the-art and green-friendly location is moving along, and we are excited to see our 
customers’ reaction to this big, beautiful new store.

On NEXCOM’s ongoing branding efforts …

We will continue to refresh our stores during their scheduled renovation. How-
ever, we are making every attempt to touch all of our larger stores, student, fleet 
and uniform stores in the next couple of years. 

With its retail sector reflecting growth of 1.4 
percent over prior year and services generat-
ing a 2.6 percent increase, the Navy Exchange 

Service Command (NEXCOM) is holding a steady course 
through stiff economic headwinds. It’s a vector that NEX-
COM Executive Vice President (EVP) and Chief Operating 
Officer (COO) Michael Good anticipates will hold for the 
balance of the year. Although commodity fluctuations, such 
as a 5.5-percent decline in gasoline prices, have temporari-
ly flattened out the overall sales curve, the Navy Exchange’s 
retail operations remain healthy. NEXCOM’s committment 
to adjust and ensure its offerings and services are relevant 
to the Navy, and Navy patrons’ needs, form the foundation 
of its strategy to deliver the benefit …

NEXCOM Executive Vice President and Chief Operating Officer Michael Good

Good

NEXCOM’s Customer-Centric Benefit: 
Relevant and Connected

NEXCOM COO and 
EVP Michael Good 

updates industry and 
military resale par-

ticipants at the 2012 
Exchange Roundtable 

in Norfolk, Va.
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Restructured GMG Reaps 
Multiple Rewards…

“The restructure of the NEXCOM General Merchandise Group,” says 
NEXCOM EVP and COO Michael Good, “has paid off in more ways than 
one. We have consistency in how we tackle the science behind our busi-
ness ... whether it is developing ‘go to market’ strategies or understanding 
gaps and managing the components of our supply chain. 

“In addition, this has helped with creating better in-store vision through 
individual champions of each shopping zone. All this supports our custom-
er-centric thinking about how we approach delivering a benefit. 

“Also, this has allowed better integration in marketing. We are truly think-
ing omni-channel in how we message throughout the NEXCOM enterprise.”



meet quarterly to review progress, and individual working groups meet monthly. 

On the return of Rear Adm. Robert J. Bianchi, S.C., USN 
(Ret.) to lead the NEXCOM mission …

It is great having Mr. Bianchi back at the helm. Because he was a previous 
NEXCOM Commander, it made the transition back into the job an easy one. 
Since he already knew what we did and how we operate, it was just a matter of 
getting him up to speed on what has happened since he was last here. 

NEXCOM’s mission has always been and will continue to be to provide qual-
ity goods and services at a savings, and to support Navy morale, welfare and 
recreation (MWR). Our focus didn’t waver in the months before Mr. Bianchi’s 
arrival and it hasn’t since he took the helm. We are here for one reason – to pro-
vide a benefit for our military members and their families. We take pride in that 
mission and we’re continuing to stay that course.

On Secretary of the Navy (SECNAV) Ray Mabus’ 21st 
Century Sailor and Marine Initiative …

As a key component of the Department of the Navy, NEXCOM fully supports 

In May, we held a focus group at NEX Oceana with 46 customers to get their 
input on the new store branding, which included new store signage, wider aisles 
and Navy photos on the walls in various sections of the store. These custom-
ers had very favorable comments on our new store branding initiative. Patrons 
see and understand the connection to the military and enjoy seeing the enlarged 
Navy photos in the store. They felt the store was lighter, more inviting and they 
enjoyed shopping there. These were the responses we were hoping to receive, 
which provided validation that we are moving in the right direction. 

On social media, NEXCOM’s new web presence and 
other ways that NEXCOM is bringing the exchange 

benefit to its patrons … 

Our social media strategy remains focused on engagement tactics to drive 
NEX as a top-of-mind solution for our patrons. Our myNavyExchange.com site 
offers customers an assortment of merchandise and services that might not be 
available in a smaller NEX store in their market. In addition, customers can use 
this site for product research — tires, for example. Customers can look up prices 
for over 6,000 tires instantly. They can find tire prices by make and model of their 
car, tire size, price, or brand name and compare the features and benefits. This 
will enhance and support sales at our brick-and-mortar locations.

On cooperative efforts with sister exchanges and the 
Defense Commissary Agency …

The exchanges continue to have a robust partnership in identifying and ex-
ecuting cooperative efforts. With DeCA joining the exchanges in the Coopera-
tive Efforts Board (CEB), we have an effective mechanism to oversee our efforts 
across all the military retail entities. 

We’ve had many success stories in the areas of cooperative efforts in con-
tracting and logistics over the years, and we are concentrating our efforts in 
these business areas. A couple of new merchandising areas the exchanges are 
reviewing include the expansion of our private label brand Exchange Select to 
additional items, as well as researching execution of joint merchandising buys, 
mainly related to seasonal items. 

The leadership of the military exchanges and DeCA have a firm commitment 
to pursue collaborative efforts to the maximum extent. The CEOs and directors 

NEXCOM’s ‘tech-savvy’ patrons have 
responded positively to the latest in 
consumer electronics shopping ex-

periences available in Navy Exchange 
stores. NAS Whidbey Island, Wash. 

Navy Marine Corps Relief 
Society (NMCRS) Presi-

dent, Adm. Steve Abbot, 
USN (Ret.) (left), presents 
NEXCOM Executive Vice 
President, Chief Operat-
ing Officer Michael Good 

with a distinguished service 
award in recognition of the 
NEXCOM’s support for the 
NMCRS’s quality-of-life pro-
grams on behalf of Sailors 

and Marines.

‘The leadership of the military ex-
changes and DeCA has a firm com-

mitment to pursue collaborative 
efforts to the maximum extent. The 
CEOs and directors meet quarterly 
to review progress, and individual 

working groups meet monthly.’ 
— NEXCOM EVP and COO Michael Good
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SECNAV’s 21st Century Sailor and Marine Initiative. As you know, part of the SEC-
NAV’s initiative has required NEXs, Marine Corps Exchanges (MCX) and ships stores 
tobacco prices match the most competitive price in the local community by the end of 
the fiscal year. We changed our prices of tobacco products effective Sept. 25. 

We are also supporting other key areas of the initiative, particularly as it pertains 
to nutrition. First, we’ve incorporated Fit Pick 35-10-35 nutrition standards in our 
vending machines. For snack products to meet the Fit Pick 35-10-35 nutrition stan-
dard the serving size must be less than 35 percent fat, less than 10 percent saturated 
fat and less than 35 percent of total weight from sugar (nuts and seeds excluded). Fit 
Pick nutritional criteria are based on the recommendations of the American Heart 
Association (AHA), 2005 USDA Dietary Guidelines for Americans and Alliance 
for a Healthier Generation. 

Also, in our branded food locations, we make sure there are healthy food options 
available for our customers to purchase. We plan to post nutritional information at 
our food locations similar to what is currently posted on our Internet page. 

For our overseas school lunch program, we follow the USDA’s nutrition stan-
dards so that our military children get a balanced and nutritious lunch. Finally, our 
Mini-Marts have expanded the selection of convenient and healthy foods they sell. 

To help spread awareness, we are periodically placing informational ads in our 
sales flyers on the initiative’s specifics. With over 500,000 sales flyers mailed week-
ly, it is a great resource to help educate our Sailors and Marines about this important 
initiative. We will use our social media resources as well.

On his message to NEXCOM associates staff 
and industry partners …

To our NEXCOM Enterprise associates, I just want to thank you for the work you 
do each and every day for our military members and their families. We couldn’t do what 
we do without each one of you doing your jobs. You are the face of the command to our 
customers. By providing PREMIER customer service, you are the reason they continue 
to shop their NEX and stay at a Navy Lodge. Keep up the great work!

I’d also like to thank our vendor partners for their continued support of our cus-
tomers. You’re there for us when we need you — whether it is having the newest 
products on our shelves, supporting customer appreciation events or store grand 
openings, or supporting our wounded warriors. Thank you for all you do to help us 
fulfill our mission and take care of our customers.

—E and C NEWS

‘We couldn’t do what we do with-
out each one of you doing your 

jobs. You are the face of the com-
mand to our customers. By provid-
ing PREMIER customer service, you 

are the reason they continue to 
shop their NEX and stay at a Navy 
Lodge. Keep up the great work!’

 — NEXCOM EVP and COO Michael Good

Good presents Jennie Zack, Program Management 
Analyst, Telecommunication Program Office, with 
NEXCOM’s “Associate of the 1st Quarter” plaque.

Partnerships with in-demand fashion purveyors 
and the rollout of store-within-store retail formats 
continue to complement and enhance NEXCOM’s 
efforts to create a compelling shopping experience. 

NAS Whidbey Island, Wash. 
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