
• FORT LEE

The Defense Commissary Agency (DeCA) named 
Robert E. Comer program executive officer (PEO), 

effective April 21. He had been acting PEO since the 
Program Management Division was created within the 
Information Technology (IT) Director-
ate during DeCA’s fall 2012 headquar-
ters organizational refinement.

According to the agency, Program 
Management is designed to help the 
agency align its business needs with 
the right IT systems that integrate with 
other DeCA and Department of De-
fense (DoD) processes and systems. 
Comer’s office will lead the acquisition 
of DeCA’s new Enterprise Business 
Solution, which entails a moderniza-
tion of supply chain and retail business 
processes. 

“Bob has been an integral part of 
our 21st century transformation to 

eliminate resource-intensive and redundant 
systems that do not improve our business 
processes,” said DeCA Director and Chief 
Executive Officer (CEO) Joseph H. Jeu.

“With his selection as the permanent PEO, I am 
confident we will move forward to imple-
ment business solutions that help shape 
the commissary benefit of tomorrow.”

FRONT-END EXPERTISE
Before joining the Program Manage-

ment Division, Comer served for eight 
years as program manager for the Com-
missary Advanced Resale Transaction 
System (CARTS), DeCA’s front-end 
checkout system. In 2004, this system 
represented what the agency said “was 
the best in grocery technology” because 
of its reliability and automated cash man-
agement capabilities. From 2004 to 2008, 
Comer helped see it through its testing 

and deployment to the agency’s worldwide commis-
sary network.

Prior to joining DeCA, Comer served numerous 
assignments with the U.S. Army after being commis-
sioned a second lieutenant of ordnance in 1981. As a 
captain, he joined the Army Acquisition Corps and 
went on to serve in a variety of program management 
roles associated with the Abrams Main Battle Tank, 
Bradley Fighting Vehicle, Army trucks and watercraft 
before retiring from active duty as a lieutenant colonel 
in 2003.

His awards and decorations include the Legion of 
Merit; Meritorious Service Medal; Army Commenda-
tion Medal; Army Achievement Medal; the Honorable 
Order of Saint Barbara (a military honor society for 
Army Artillery); and the Honorable Order of Saint 
Christopher (a military honor society for members of 
the Army Transportation Corps).

NEXCOM Names 
Bower DMM

• VIRGINIA BEACH

The Navy Exchange Service 
Command (NEXCOM) 

announced John Bower as the 
new divisional merchandise 
manager (DMM) responsible 
for several of its Merchandise 
Group 1 (MG1) categories, in-
cluding jewelry (fine, consign-
ment and costume), watches, 
sunglasses, handbags and ac-
cessories. 

Bower succeeds Michael 
Patch, who retired from 
NEXCOM’s General Mer-
chandise Group (GMG) on 
April 30 after a 13-year career 
with the exchange service.

According to a NEXCOM 
spokesman, Bower, who has 
been the DMM for women’s, 
girls’, boys’ and infant and 
toddler apparel for the past 
six years, will retain these re-
sponsibilities as he takes on 
Patch’s former areas. 

Prior to his work with 
NEXCOM, Bower had a 27-
year career with Peebles De-
partment Stores, where he was 
a general merchandise man-
ager (GMM).

In another personnel shift, 
Stephen Gay was named buyer, 
young men’s classifications and 
swimwear. He had been the 
buyer of men’s basics, tailored 
and luggage. He succeeds Ron-
ald Reid, who became Navy 
Pride buyer, succeeding Lisa 
Matthews, who now handles 
sporting goods (see E and C 
News 3/13).

AAFES Names 
Skibo SVP, 
Business 

Development
• DALLAS

The Army & Air Force Ex-
change Service (AAFES) 

named Dr. James E. “Jim” Skibo 
senior vice president (SVP) of 
Business Development, effec-
tive May 10. In early May, the 
exchange service noted that the SVP Europe Region position 
is being “repurposed to the new SVP Business Development,” 
although for now, the two positions will exist simutaneously, 
“commensurate with current mission requirements.” 

Skibo, who had been the vice president (VP) of Business In-
telligence (BI), now leads this new directorate, which, according 
to AAFES Director and Chief Executive Officer (CEO) Thomas 
C. Shull, will be responsible for “spearheading value-enhancing 
business development initiatives for the organization.”

Edward Bouley, SVP of the European/Southwest Asia Region, 
is slated to move to the Western Region as SVP, effective Aug. 3, 
2013. When Bouley takes up the reins of the Western region, VP 
Michael Gerth is slated to become the Europe/SW Asia Region’s 
senior civilian executive. 

 “Despite the desire to repurpose a position, current opera-
tional requirements dictate a need for both the SVP position for Business Development as 
well as the SVP for the European Region to continue concurrently,” explained Susan Simone, 
the Exchange’s SVP of Human Resources. “The Exchange is a flexible organization that of-
ten adjusts to changing mission requirements. Additional developments will be addressed in 
upcoming Executive Announcements,” she added. 

Skibo, who has a PhD in Human and Organizational Systems, brings a wealth of knowledge 
to his new role. In addition to his BI experience, he has served in a number of other execu-
tive capacities with the Exchange, including director, Sales Directorate (SD) Support and VP, 
Marketing and Advertising.

“Additional developments will be addressed in upcoming Executive Announcements,” 
Simone noted.
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or lower price, tax-free.”
 For up to two weeks after purchase, according to the Exchange, “a price dif-

ference of less than $10 is matched on the spot, and pricing discrepancies greater 
than $10 are matched with a current local competitor’s ad. Of course, in either 
scenario, products must be identical.”

The Exchange Catalog and shopmyexchange.com also match lower prices 
(including shipping and handling) from other online retailers on identical items 
available for sale and delivery in the customer’s area.

Complete details regarding the Exchange’s price matching policy as well as 
exceptions can be found at http://www.shopmyexchange.com/CustomerService/
priceMatch.htm.

• VIRGINIA BEACH

With a growing percentage of shoppers checking 
online sources to see if they can find a better price 

for a product they were considering buying, the military 
exchanges continue to build awareness of their price 
matching policies. 

Most recently Navy Exchange Service Command 
(NEXCOM) voiced its commitment to “offering its 
customers low prices every day.” 

As part of that pledge, the Navy Exchange has made 
a significant change to its Price Match Policy. The NEX 
will now match prices to Walmart.com, Target.com, 
Amazon.com, BestBuy.com, Sears.com, ToysRUs.com 
and BabiesRUs.com.  

“We expanded our Price Match Policy to be more 
responsive to our customers,” said NEXCOM Chief Executive Officer (CEO) Rear 
Adm. Robert J. Bianchi, S.C., USN (Ret). “More people are shopping online for 
their purchases and we want to assure them that they can get the same price at 
their NEX, so we are now matching major online retailers.”

The qualifying competitive online price may be presented on a mobile device 
such as a tablet computer or smartphone. If the price difference is $10 or less, 
the price will be matched on the spot. No proof is required. If the lower price on 
one of the online sites listed above is more than $10, the price may be verified by 
a NEX associate or supervisor. 

As before, NEXCOM says it will continue to match the regular, everyday shelf 
price or advertised price in a local competitor’s current advertisement.  Custom-
ers should present the advertised price in the form of a printed advertisement or 
displayed on a mobile device such as a tablet computer or smartphone.

Army & Air Force exchAnge Service
 • DALLAS
The Army & Air Force Exchange Service’s “We’ll Match It!” program is also 

ensuring military shoppers pay the lowest price possible.
Exchange senior enlisted advisor to the Director, Chief Master Sgt. Tony 

Pearson, USAF, has been promoting the message during his visits to bases around 
the world. During a recent visit to Eglin AFB, Fla., Pearson urged anyone with 
exchange privileges to take advantage of the Exchange’s price-matching policy. 
He told airmen, “Anyone who provides the Exchange with a flyer or photo and 
price of an item found off-base, can buy the item at the Exchange for the same 

mcx Price match guarantee
• QUANTICO

On both the Marine Corps Community Ser-
vices (MCCS) and MyMCX.com websites, 

the Marine Corps Exchange (MCX) offers a price 
match guarantee on any competitor’s current 
advertised prices on any identical items.

According to MCX Branch Head, Logistics 
and Corporate Communications Jennifer Ide, “In 
an effort to deliver a branded service experience, 
for over a year, MCX has been empowering as-
sociates to do what it takes to take care of the 
customer they are helping. If that means honor-
ing a price match to an Internet price, then that 
is what we do. The only exceptions are matching 
to auction websites or if the items are refurbished, used,  etc. Find a lower 
price and we’ll match it.

 “Just as our customers serve their country proudly, we strive to return 
the favor,” said Ide. MCX has prepared the following responses to its 
patrons’ “common questions”: 
 —  “Did you find a better price than the MCX? Let us know where and 

how much and we’ll take care of the rest. Items must be identical in 
size, brand and model number.

—  “Did we just mark an item down on price right after you bought it? 
Let us know within 14 days of your purchase and we’ll refund you 
the difference.

—  “Did you discover something in the Exchange Online Store that was 
cheaper? If it wasn’t a custom order from overseas, which are specifi-
cally marked as such, we’ll match the price.

—  “Did you come across an ad from another retailer promising a certain 
quantity for a certain price? We’ll match not only the price, but the 
quantity.

—  “What about percent-off and dollar-off ads? We are unable to match 
exact percentage and dollar-off promotions; however, we will match 
the final price (excluding tax).”

   The MCX said it does have some exceptions to price matching, 
and these were of the type that are typical of most price matching policies:

—  Double and triple coupons
—  Clearance items or closeout prices
—  Going-out-of-business sales
—  Items required to receive competitor’s gift cards
—  Competitor’s private label price promotions
—  Gasoline
—  Special orders
—  Firearms
—  Store and vendor rebates
—  Commissary prices
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Exchange senior enlisted advisor to the Director, Chief Master Sgt. Tony Pearson, USAF 
(left), shown here during a recent visit to Eglin AFB, Fla., has been promoting AAFES’s 

“We’ll Match It” price match policy message during his visits to bases around the world. 
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Military Exchanges’ Price Policies
More than a Match for Online Retailers




