
kids starting at $7.99 that appeal to our Navy families. 
We’ve expanded offerings of “Trend Right, Price Right” 
apparel in fashion separates and dresses in ladies, and 
screen tees, knit and woven tops and denim in men’s, 
with price points from $7.99 to $24.99 that speak to our 
younger generation shopper. 

We introduced our weekly “WOW” savings initia-
tive, and have seen tremendous excitement about the 
additional value and savings the WOWs offer, especially 
in our center-core businesses. A strong partnership with 
Anne’s House of Nuts allowed us to develop North Star 
(also in a joint venture with the Marine Corps Exchange 
(MCX)), our exclusive line of private label snacks that 
focus on healthy and natural options. It has gained rapid 
popularity with shoppers of all ages.

The “A Better You” program has created positive 
growth for the business, which allows us to maintain 
dividend support to Navy Morale, Welfare and Recre-
ation (MWR) programs and is in direct alignment with 
Navy’s initiative to promote fleet and family readiness. 

For example, we’ve intensified our activewear and 
outdoor apparel assortments; rolled out 5.11 Tactical 
apparel to 53 locations; grown assortments in sports 
nutrition, hydration, digital fitness and fitness equip-
ment, tactical, pet and private label snacks; sponsored 
multiple in-store nutrition and fitness events with spe-
cial appearances by industry experts; and opened two 
new locations in Jebel Ali and Romania to support our 
forward-deployed servicemembers.

We are also excited about our ability to offer several 
new, exclusive products and experiences to Navy custom-
ers. The NEX is first among the military resale channel 
operators to offer the prestigious American Girl brand to 
shoppers. We launched our Navy Star Diamond program 
this year, a beautiful line of Gemological Institute of 
America (GIA)-certified diamond solitaires designed 
and cut exclusively for the NEX. 

We were ranked as the No.-1 
electronics retailer in 2014 by a 
leading national consumer maga-
zine, a direct result of the major 
restructure of our electronics 
business to improve the in-store 
shopping experience for custom-
ers. Last year, we also launched a 

E and C News: During the past year, what are 
some of the things you feel that NEXCOM has 
gotten right for the Navy/Navy Family customer?

Rear Adm. Robert J. Bianchi, SC, USN (Ret.): We 
had a busy 2014, and it was all about our customers! 
Let me share with you a few of our most noteworthy 
accomplishments. 

We developed several great initiatives over the course 
of the last year geared specifically to supporting our 
Navy families and the 21st Century Sailor and Marine, 
namely our Low Price Guarantee, “A Better You,” and 
private label programs that stretch across multiple cat-
egories of merchandise.

Our opening price point merchandise and private 
label program are the result of strong partnership with 
our vendor community to develop exclusive low-price, 
affordable offerings in support of Navy families trying 
to live within a budget. 

We now offer new opening activewear price points 
in the Jockey brand, developed exclusively for Navy, 
as well as Fila in men’s and ladies and Champion in 

Focus on Mission, Customers,
Quality and Savings

Rear Adm. Robert J. Bianchi, SC, USN (Ret.), NEXCOM Chief Executive Officer (CEO)

Bianchi

Emblematic of NEXCOM’s 
“success at sea,” new dé-
cor inside the rebranded 
ships store aboard the USS 
Eisenhower (CVN-69), one 
of 32 newly branded and 
merchandised ships stores 

in the fleet.

N avy Exchange Service Command (NEXCOM) Chief Executive Officer (CEO) Rear Adm. 
Robert J. Bianchi, SC, USN (Ret.) is all about the Navy mission and the customer. And as 

members of the resale community also know, he’s all about improving NEXCOM’s retail, food 
and services, uniform, lodging and ships store offerings. Today, more than ever, that means 
bringing eligible patrons a more seamless omni-channel “one stop” shopping experience. One 
that is unmatched outside the gate in terms of it broad range, service and value.

Bianchi also discusses his CEO focus areas, the new era of cooperation between resale enti-
ties on base, and the balancing act of providing compelling value to eligible patrons, while sup-
porting the Navy mission, retention, and dividends to Morale, Welfare and Recreation (MWR).

‘The current level of 
governance by the Navy 
has resulted in finan-
cially viable MWR and 

NEX programs that have 
high customer satisfac-
tion. I believe it is very 

important that there is no 
dilution to the services’ 
oversight of the quality-

of-life programs.’
— Rear Adm. Robert J. Bianchi, SC, 
USN (Ret.), Navy Exchange Service 

Command (NEXCOM) Chief 
Executive Officer (CEO)
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and software to all our locations worldwide. This 
two-year initiative involved training approximately 
11,500 associates on a new customer-facing system 
that provided increased security and functionality.  

Looking at 2016, my five focus areas won’t change 
because I believe they set a solid foundation for 
the global enterprise. However, I will update the 
specific goals under each of the five areas, remov-
ing the ones we have accomplished and replacing 
them with new goals. 

As I have said in the past, we are on a solid course 
and steadily moving forward. If we remain on this 
path with a continued focus on our mission and 
goals, we will achieve our objectives and remain a 
critical element in sustaining the quality of life of 
our Sailors, their families and our Navy as a whole.  

E and C News: What is actually at stake 
for NEXCOM patrons when it comes to the 
impact of potential consolidation scenarios 
proposed by the Boston Consulting Group 
(BCG) Military Resale Study, Military Com-
pensation and Retirement Modernization 
Commission (MCRMC) and the Department 
of Defense (DoD)? 

Bianchi: The final BCG Report is currently being 
reviewed by DoD and at this point, I can’t comment on 
the specifics of the report or any potential outcomes.  

As your readers know, consolidation discussions 
are nothing new and as we have always been, we 
remain fully engaged in any of these discussions about 
the potential risks to the important quality-of-life 
benefit we work very hard to deliver every day. We 
know through surveys that military families highly 

new e-commerce site with improved navigation and 
expanded assortments, and have seen double-digit 
increases in online sales.

In addition, Navy Clothing Textile & Research 
Facility (NCTRF) conducted a Navy sizing cor-
relation study to gather data to determine if there 
is a correlation between the Army data previously 
collected and data on Sailor uniform sizing. This 
will help provide a more accurate and up-to-date 
snapshot of the size and shape of today’s Sailors. The 
information we gathered could lead to new updated 
sizing patterns for uniforms, organizational cloth-
ing and personal protective equipment, which will 
improve fit, appearance and comfort for Sailors in 
the future. The next phase of the study consists of 
the development of a new Navy sizing system and 
an eventual update to Navy master patterns.

Finally, our Ships Stores Program successfully 
implemented the fleet’s newest point-of-sale (POS) 
retail system, Retail Operations Management (ROM) 
version 3 (ROM 3), in 10 ships stores. ROM 3 is 
providing ships, deployed and performing local 
operations, with an updated system to order and 
receive merchandise from multiple vendors, track 
and manage inventory, record a range of financial 
transactions and perform in-depth reporting.

Recently, the USS Mitscher (DDG-57) and USS 
Oscar Austin (DDG-79), both ROM 3 ships, returned 
from extended deployments utilizing this POS retail 
system. Success where it counts — at sea!

E and C News: What are some of the things 
NEXCOM’s supply chain partners have done 
well in the past year?

Bianchi: In May 2014, we introduced our Jockey 
$9.99 ladies activewear program. Jockey was selected 
to make this exclusive product for us based on the 
fact that they are a well-known brand for quality and 
value, as well as their strong performance history 
relative to fill-rates, sales and gross margin. 

Jockey also works with us to merchandise each 
delivery differently, focusing on the core silhouettes 
but changing up the colors, trims and details. Jockey 
supports our advertising with co-op [money] based 
on receipts. This collaboration allows us to offer a 
tremendous value to our customers in athletic ap-
parel that aligns with our “A Better You” program.

In addition, members of the McLane Co. team 
participated in a Rapid Improvement Event (RIE) 
focused on improving order total fill rates. A cross-
functional team consisting of key merchants and the 
McLane Co. representatives spent two days review-
ing the entire category review process as well as 
the weekly auto-replenishment process. The team 
ended the session with several action items that will 

drive efficiencies, better fill rates and in-stocks go-
ing forward.

E and C News: What are your CEO’s objec-
tives for the remainder of fiscal 2015 and 
into 2016?

Bianchi: My five CEO focus areas for 2015 are: 
• Delight our customers to create advocates; 
• Take care of our associates, both today and 

tomorrow; 
• Perform to our financial plan and continually 

improve business processes; 
• Maximize Sailor personal readiness and strength-

en our Navy family connection; and, 
• Collaborate with MWR, military resale partners 

and Navy commands to reduce costs and increase 
effectiveness.

We are continuing with our branding efforts in 
our stores, ships stores and Navy Lodges. We opened 
our newly branded Student Store in Charleston, 
S.C., on April 1. We are finishing up renovations 
and branding and anticipate opening NEX Memphis, 
Tenn., on Nov. 12, followed shortly thereafter by 
NAS Lemoore, Calif. 

Looking into 2016, we expect to finish the renova-
tions/branding at NAS Jacksonville, Fla., the Little 
Creek Exchange, JEB Little Creek-Fort Story, Va., 
and NPS Monterey, Calif., as well as a lobby expan-
sion project at the San Diego Navy Lodge.  

In addition, we have branded and merchandised 
32 ships stores. My goal of branding 17 ships has 
already been met for 2015! However, my team con-
tinues to move forward to brand even more ships 
stores for the remainder of the year. 

We are planning to install branded monument 
signs in front of our Navy Lodges as we upgrade 
them. Navy Lodges in Mayport, Jacksonville and 
Key West, in Florida, as well as Navy Lodge Kings 
Bay, Ga., will have these signs installed by the end 
of this year. 

We are finishing our deployment of Oracle point-
of-service (ORPOS) in our overseas locations. We 
rolled it out to all our locations in CONUS last year. 
So far this year, it has been successfully deployed 
to our locations in Guam, Japan, Singapore, Spain, 
Italy, Dubai, Greece, Bahrain and Djibouti. 

With the implementation of stores at NEX Roma-
nia (NSF Deveselu) and NS Guantanamo Bay, Cuba, in 
September, we have fully rolled out new POS hardware 
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 ‘We are on a solid course and steadily moving forward. If we remain 
on this path with a continued focus on our mission and goals, we will 
achieve our objectives and remain a critical element in sustaining the 
quality of life of our Sailors, their families and our Navy as a whole.’

— Rear Adm. Robert J. Bianchi, SC, USN (Ret.), Navy Exchange Service Command (NEXCOM) 
Chief Executive Officer (CEO)

Multiple store departments, ranging from athletic apparel to 
“Fresh To Go” foods and beverages, are now integrated into 
NEXCOM’s “A Better You” grouping of categories, including these 
shown here, highlighted by signage at NS Mitchel Field, N.Y.
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value the exchange benefit they have today, and do 
not want to see changes to this benefit. Any type of 
consolidation could limit the ability of the military 
exchanges to execute the numerous programs we 
have in place today to support the communities we 
serve. Any potential negative impact to the current 
benefit is a real concern for us.  

I also truly believe in the value of the connection 
the exchanges currently have with our respective 
military branches. Sailors and their families have 
told us that they recognize the connection of NEXs 
with their service. The current level of governance 
by the Navy has resulted in financially viable MWR 
and NEX programs that have high customer satis-
faction. I believe it is very important that there is 
no dilution to the services’ oversight of the quality-
of-life programs.

We will continue to work with Navy and DoD 
leadership as they review and make decisions re-
garding the most recent studies. In the meantime, 
we remain committed to delivering the highest level 
of customer service, quality goods and services at a 
savings to our military members and their families 
and supporting Navy MWR.

E and C News: What, if any, are some of 
the positive directions that could be explored 
which might yield additional efficiencies be-
tween exchange and commissary organiza-
tions?

Bianchi: The CEOs of the military exchanges 
and the Defense Commissary Agency (DeCA) have 
participated in a Cooperative Efforts Board (CEB) 
for many years now. This board allows us to discuss 
important issues affecting all of us and develop con-
solidated and cooperative responses and plans. This 
cooperation has long benefited the entire military 
resale community and most importantly, our military 
members and their families. 

top priority; and I believe our customer satisfaction 
surveys and online feedback comments tell me that 
we’re constantly evolving and improving to better 
serve them into the future. And so, in our retail 
merchandise categories, we will continue to focus on 
emphasizing savings, value and convenience within 
our assortments to meet the needs of the various 
demographics we serve.  

Strong opening price points and quality products 
in home and electronics categories for our single 
Sailors and young Navy families are an important 
initiative as we enter the back third of 2015. Growing 
key categories in our “A Better You,” “Low Price 
Guarantee,” private label and web businesses, as well 
as creating a fluid omni-channel experience for our 
patrons, will also be of primary importance. We are 
working diligently on the creation of a new “Baby 
Zone” to enhance and simplify the shopping experi-
ence for our military parents, with concept testing 
and roll out scheduled to begin next fiscal year.  

Our focus in services departments will be on 
expanding existing businesses and developing new 
ones to support our vision of providing a seamless 
“one-stop” shopping experience for our single Sail-
ors and Navy families. This is where the NEX truly 
differentiates itself from the competition. 

No other retailer — anywhere under one roof — 
can match the range or the prices of the services that 
we offer our customers day in and day out. Where 
else can you get a haircut, drop off your dry clean-
ing, have a garment tailored (by the way, by the most 
expert tailors in the industry!), purchase new glasses, 
have lunch, wire money to mom, then enjoy a spa 
treatment all in one shopping trip? It just isn’t pos-
sible outside the gate (for more, see story page 10).

We developed the “Fresh to Go” program to sup-
port our “A Better You” program. The CONUS-wide 
product assortment in our NEX Mini-Marts and fleet 
stores consists of fresh-cut fruit, salads, sandwiches, 
wraps and snack packs. We see this program growing 
significantly as we continue to respond to our Sailors’ 
changing lifestyles and their demand for healthy and 
affordably priced fresh and healthy food choices.

E and C News: Is there anything you would 
like to say to NEXCOM’s supply chain part-
ners and NEX associates? 

Bianchi: I’ve said this many times in the past, 
but I’ll say it again because it’s so important: our 
vendors truly are our partners. They put our custom-
ers first and do so much to contribute to their quality 
of life. They do this by supporting our customer 
appreciation weekends, grand opening events, in-
store promotions and product demonstrations and 
giveaways, just to name a few. We truly couldn’t 
deliver on our mission without their support.

None of what we have accomplished this past year, 
or what we will accomplish during the remainder 
of this year, could be done without our associates’ 
hard work and dedication. I am constantly amazed 
at, and grateful for, what they do each and every 
day to take care of our military members and their 
families. It’s an honor to lead such a fabulous team! 

NEXCOM has been proudly serving our military 
members and their families for 69 years, and I firmly 
believe we are well positioned to continue delivering 
this key non-pay benefit far into the future!

—E and C NEWS

Even as recently as 2014, 
we saw many successes of 
these cooperative efforts, 
including more than $50 
million in “Exchange Se-
lect” private label sales; 
more than $2 million in gift 
card cross-acceptance and 
more than $660,000 in sav-
ings on cooperative indirect 
procurement costs. We will 
continue to work together in 
areas such as procurement, 
logistics, private label prod-
ucts and policy.

E and C News: How has tobacco price parity 
and alcohol deglamorization affected both 
NEXCOM sales and the dividend to MWR? 

Bianchi: As you know, any change in our sales 
affects our bottom line and ultimately our contribution 
to MWR. As a result, we are looking to put a greater 
focus on emerging businesses that support healthier 
options and DoD’s Operation Live Well, including 
fitness equipment, activewear, digital fitness, water 
and hydration, sports nutrition, private label snacks, 
pet and baby. We are hopeful that sales in these 
retail areas will help mitigate the losses from sales 
of tobacco and alcohol, and keep our contribution 
to MWR from being adversely affected. 

E and C News: How are new regulations and 
Executive Orders concerning federal minimum 
wages impacting NEXCOM quick-serve/fast 
food contract renewals and sales?

Bianchi: We have implemented Executive Order 
No. 13658, “Establishing A Minimum Wage for Con-
tractors,” as prescribed in the final rule issued by the 
Department of Labor (DoL). Through negotiations 
with our industry partners, we have successfully ne-
gotiated new and renewed contracts to provide food 
service for Navy Sailors and their families. Sales 
would only be directly impacted if we experienced 
a significant reduction in food outlets available for 
our patron. The success in renewing and awarding 
contracts has sustained our foodservice sales levels.  

E and C News: What are some of the key 
elements of NEXCOM’s vision for its future 
retail and services offerings?

Bianchi: Listening to the voices of our custom-
ers, and staying laser focused on their needs, is my 

NEXCOM’s exchanges and 
services are tightly integrated 
into the Navy mission, from 
here at SCSC Wallops Island, 
Va., to the West Coast, and 
from Spain and Italy to Ro-
mania, Bahrain, Dubai and 
the Pacific. NEXCOM CEO 
Rear Adm. Robert J. Bianchi, 
SC, USN (Ret.), presents the 
a 2014 Bingham Award to 
Wallops Island Commanding 
Officer Capt. John Robinson 

III, USN.
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