
assortments to the SKU level by store.  
The result has been a consistent increase in retail 

sales, margin, and gross profit. We continue to lever-
age the ERP to increase our automated replenish-
ment program and manage our markdown strategy.  

As we look forward, we plan to grow our virtual 
footprint by partnering with Mi9’s new e-commerce 
platform. In addition, we believe we have an op-
portunity to further engage our customers with our 
stores and associates using an integrated customer 
relationship management (CRM) tool from Mi9. 

The result from our Customer Satisfaction Index 
(CSI) survey showed us that our customers who are 
the most engaged with CGX online and in stores are 
the most satisfied. They visit our stores more often 
and are most likely to recommend CGX to their 
friends that are also authorized patrons. 

We look forward to launching the new CRM 
program in 2017 to deepen the engagement of these 
customers who reward us with the highest scores 
and highest sales. 

Beyond the information technology (IT) systems, 
we plan to grow our brick-and-mortar footprint by 

E and C News: How has the CGX adapted 
to changes in the size and footprint of the Coast 
Guard? What is big Coast Guard asking you 
to prioritize as you deliver the benefit?

John Reiley: The size of the Coast Guard has not 
had a major impact on our business model. Because 
47 of our 64 stores are some form of a convenience 
store, we are well positioned to deliver the benefit 
to our members.  

The biggest change is the modernization of the 
Coast Guard fleet, which has moved assets from one 
base to another. Again, because of our size, we are 
nimble and able to respond to the changing needs 
of the Coast Guard relatively quickly. 

As the Coast Guard continues to modernize, we 
are asked to adjust to the changing needs of our 
patrons and to ensure we protect the benefit over the 
long term. To protect the benefit, we have prioritized 
our capital projects to focus on the CGX facilities at 
bases with growing populations.  Additionally, we 
have made a commitment to expand both our virtual 
footprint in e-commerce and our brick-and-mortar 
footprint of stores over the coming years.

E and C News: How do you balance driv-
ing sales and savings versus delivering a per 
capita dividend? How are CGX dividends 
distributed across the Coast Guard to keep 
Morale, Well-Being and Recreation (MWR) 
benefits fair and even?

Reiley: At first glance, it may appear as if the 
balance between driving sales and savings versus 
delivering a per capita dividend are mutually ex-
clusive. In reality, we have been able to success-
fully exceed our sales and profit goals at CGX for 
several consecutive years by delivering savings to 
our customers, and therefore provide a stable per 
capita dividend to the Coast Guard.  

Our foremost goal for all of us at CGX is to 
provide outstanding customer service. That service 
includes having the merchandise our customers want 
at a price our customers find very competitive. 

By focusing our merchandise assortment and 

pricing strategy on the feedback we receive from 
our customers, coupled with the data from our Mi9 
Retail ERP system, we have continued to drive prof-
itable sales, resulting in a sustainable dividend now 
and into the future.  

The per capita dividend itself has been at $50 
for the past several years. The dividend amount is 
reviewed and approved annually by our Board of 
Directors. The distribution is actually based on the 
Personnel Allowance List (PAL), which is maintained 
by the U.S. Coast Guard.

E and C News: What are some of the newest 
initiatives CGX has been pursuing this year? 
What is on the docket for next year?

Reiley: In 2013, CGX began rolling out our Mi9 
Retail ERP system, a new enterprise resource planning 
(ERP) system. We completed the rollout in summer 
2014. We’ve spent a lot of time and effort analyz-
ing data that previously had been unavailable to us. 
The data mining has allowed us to create category 
scorecards and then drill down to really focus our 

With more than five years under his belt as Coast Guard Exchange (CGX) chief 
operating officer (COO), John Reiley has participated in numerous changes at 

store, region and headquarters levels that have improved the retail environment for 
patrons of the Coast Guard’s more than 60 CGXs. In this interview, Reiley explains 
how changes in fleet and asset positioning, and using data to match store assortments 
with customer needs, are driving sales and savings, as the CGX prepares to deepen 
customer engagement and expand its patron base during fiscal 2017 and beyond.
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‘Dedication and Devotion to Duty’

Reiley

Capt. Robert L. Whitehouse, USCG (left), commanding officer, Coast Guard Community Services 
Command (CGCSC) and CGX COO John Reiley (right) present a 2015 Performance Award to Store 
Manager Sandra Besse (center right) and Assistant Store Manager Ednali Serralta of CGX San Juan, P.R.



E and C News: With the current sales 
environment being what it is, how has CGX 
managed to swim against the tide and produce 
generally positive sales tallies in recent times?

Reiley: As noted earlier, the data available to 
our merchants and to our stores has been invaluable 
to us. We have been able to match customer needs 
with our assortments in every store. 

Of course, trying to manage so many differ-
ent assortments in our stores is a mammoth task. 
Again, leveraging the logic built into our ERP’s 
planning tool and automatic replenishment tool 
have allowed us to diversify our assortments to a 
much more granular level than ever before. Combine 
these assortment improvements with our “best in 
class” customer service score on the recent CSI, 
and we have a winning formula that resonates 
with our customers.

E and C News: Do you have any message 
that you would like to direct to store person-
nel and suppliers regarding CGX’s continued 
success and mutual accomplishments?

Reiley: Of course, the very simple message is 
“Thank You!” Our store associates are second to 
none. I could not be more proud of the work they do 
each and every day taking care of our patrons. Their 
dedication and devotion to duty are truly representa-
tive of the Coast Guard’s core values.  

As I said earlier, good customer service is also 
having the right merchandise at the right price. Our 
merchants certainly have a great tool with our new 
ERP. However, without the brokers, manufacturers, 
vendors, and entire military resale industry, we would 
not be able to achieve our recent financial successes 
nor would we be able to deliver the benefit to our 
members.    

I’m proud to be part of the team that serves the 
best customers in the world. —E and C NEWS

we have the ability to react much more quickly to 
the changing needs and desires of our millennial 
customers. 

However, just making changes to our assortment 
is only half of the job.  We have to communicate 
with our new customers and build trust with them. 
It’s clear that omni-channel retailing is the key to 
engaging these customers. We have to be able to 
communicate and interact with them on their terms 
and on their preferred apps and devices.  

While brick-and-mortar stores will always be 
relevant, clearly we have to be more than that for our 
millennial customers. If we can interact with them 
on their terms, we can build that trust and loyalty 
over the long term. 

opening additional “super” stores based on our 
Chesapeake, Va. model, beginning with our next 
large-format store in fiscal 2018. The purpose of 
both of these initiatives is to expand our patron base 
by reaching those who are currently outside of our 
retail sphere.  

E and C News: What are Coast Guard pa-
trons asking you for more of, or to do better 
on, in their CGX benefit?

Reiley: We just completed our most recent CSI 
survey. I am very proud to report that our overall 
CSI score was 85, and our outstanding sales associ-
ates in our stores received a score of 95, which CFI 
Group called “Top of Class.” 

These results validated much of what we thought 
we knew about our customers. That is, our custom-
ers are very happy with our people and our pricing.  

However, we have room to improve our assortment. 
Specifically, our customers want us to have a more 
robust consumable assortment. Beyond that, the Coast 
Guard in general is experiencing an issue delivering 
uniforms. Our customers clearly would like to see 
CGX play a bigger role with availability of Coast 
Guard uniforms both in our stores and on our web site.

E and C News: Since there are many more 
millennials in the CG, how are they responding 
to the brick-and-mortar stores versus CGX on-
line? How about when they have young families 
— do things change in the way they perceive 
the benefit as they grow older?

Reiley: We’ve learned that millennials do many 
things differently than their parents’ generation. It’s 
more than just how they shop; it’s how they think 
and how they interact with their environment.  

A recent study suggested that with millennials, 
you have eight seconds to make a statement before 
he/she is on to the next thing. Being the size we are, 
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‘At first glance, it may appear as if the balance 
between driving sales and savings versus 

delivering a per capita dividend are mutually 
exclusive. In reality, we have been able to 

successfully exceed our sales and profit goals at 
CGX for several consecutive years by delivering 

savings to our customers, and therefore provide a 
stable per capita dividend to the Coast Guard.’

 
— John Reiley, CGX Chief Operating Officer (COO)

CGX COO John Reiley (left) addressing CGX store managers at the exchange 
service’s Leadership Symposium, September 2016, Norfolk, Va.


