
E and C News: NEXCOM has continued to 
put a great deal of effort into building a “com-
plete branded shopping experience.” Why is this 
so important?

Paquette: Our objective was to create an emo-
tional connection with our customers and differenti-
ate ourselves from other retailers. The NEX branding 
effort encompasses an integrated approach in how 

we communicate to our customers through the vari-
ous touch points they encounter throughout their 
shopping journey. 

Using words, images, colors, and other graphic 
elements — including lifestyle photos that relate to 
the Navy and communicate “Navy-ness” in print, 
digital and in-store — accomplishes this connection. 

At the same time, our operations team further 
enhanced the in-store experience with physical im-

provements including wider aisles, depart-
ment signs, directories, and redesigned 
checkouts and customer service desks.

During recent in-store interviews with 
customers at NAS Oceana, Va., customers 
felt the store was warmer and more invit-
ing, comfortable, and attractive. They par-
ticularly liked the Navy photos and murals 
— for example, the focus on heritage and 
pride — and felt it made the NEX store 
unique. At NS Norfolk, Va., customer 
acceptance of the new branding has also 
been very positive. 

We feel confident that we have 
achieved our branding goal of creating a 
unique and compelling NEX shopping ex-
perience that can rival other retailers and 
help build loyalty. 

E and C News: Are you looking at 
expanding on such projects as “Family 
Branded Zones” which grew 69-percent 
through last November over prior year? 

Paquette: We recognize that enhanc-
ing the shopping journey has a great influ-
ence in how long our shoppers stay in our 
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For any retailer, preparing and execut-
ing successful strategies and tactics 
for the holidays is more than chal-

lenge enough. For military exchanges, the 
bar is raised higher: They must also deliver 
a compelling savings “benefit” to patrons 
— in not just one area but across a wide 
range of channels and categories. At the 
same time, they must generate an earnings 
dividend that allows them to both reinvest 
in new and renovated stores and also sup-
port Navy Morale, Welfare and Recreation 
(MWR) activities on base.

In this exclusive interview with E and C 
News, Navy Exchange Service Command 
(NEXCOM) Senior Vice President (SVP) 
and Chief Merchandising Officer (CMO) 
Tess Paquette explained how NEXCOM 
continues to meet and exceed those expecta-
tions, and has plans to do so again this year. 

Defining the Keys to Holiday 
And Year-Round Success

Paquette

The NEXCOM “complete branded 
shopping experience” incorporates 
strong Navy-specific themes that rein-
force patrons’ sense of “belonging” to 
a welcoming and exclusive club where 
they can “Purchase W/Pride,” for ex-

ample, here at NAS Oceana, Va. 
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E and C News: Please tell us a little about how 
headquarters teams and store managers will de-
termine purchasing quantities of holiday inven-
tory.

Paquette: For our top-tiered stores, there is a 
collaborative process with our store operations team 
and store senior management. 

For this coming year, we have decided to host a 
back-third planning session with all of the divisional 
store managers to discuss specific tactics in execut-
ing our back-third strategies. I believe this will be 
essential in maximizing results and delivering what’s 
best for our customers.

—E and C NEWS

tempt to go after share of wallet before the Black Fri-
day season, so this year we decided we’re going after 
the back third of the year (October-January) with ag-
gressive programs and promotions. 

We will be able to communicate our strategies 
and tactics with our store management team in Sep-
tember when we host our back third planning ses-
sion. 

E and C News: Do you have any message 
about collaborative efforts with vendor partners 
entering the run-up to the holiday season? 

Paquette: We are fortunate to have solid partner-
ships with our vendor community. The growth of our 
top line is directly attributed to the exceptional col-
laboration that our buyers, divisional merchandise 
managers (DMM) and general merchandise manag-
ers (GMM) have with each of our key vendors, along 
with the support provided in-store.

The joint innovation with the vendor community 
has demonstrated positive results for all parties in-
volved, and most importantly it has resonated with 
our customers.

I’m pretty sure each of our buyers has begun to 
initiate or continue their dialogue in finalizing their 
strategies for the back third of the year. With the 
pending opening of our WRNMMC Bethesda, Md., 
store  — slated to open in November — we will con-
tinue with our solid growth.

E and C News: What are your expectations for 
NEXCOM online sales this year? 

Paquette: While the Navy Exchange online store 
generated $2.33 million during the holiday period, an 
87.9-percent increase from a year earlier, we are still 
in the initial “crawl” phase of our eCommerce store. 
Our current platform limits our ability to aggressively 
go after this channel, but www.mynavyexchange.com 
still allows us to test the water in the key categories 
where we need to be. 

stores as well as how many items they place in their 
basket. 

The Procter & Gamble test [of Family Branded 
Zones] was created to simplify the journey for men 
and women buying things for themselves or buying 
things for their family. We have done qualitative and 
quantitative research, and plan to move forward with 
this concept in our top-tiered stores and some of our 
fleet-concentrated environments.

E and C News: To what do you attribute 
NEXCOM’s holiday success last year?

Tess Paquette: NEXCOM’s holiday sales in its 
store network totaled $286.03 million, a 6.8-per-
cent increase over prior year in 2011. To accomplish 
that, we’ve maintained a clear focus on being “top 
of mind” for holiday shopping needs by developing 
solid merchandising strategies that resonate with 
giftable or self-purchase needs, and supporting them 
with an aggressive marketing campaign. 

Our customers know and expect that we will have 
the merchandise they want at a savings. 

E and C News: What are your expectations for 
the end-of-year 2012 holidays? 

Paquette: Retail performance is still slated to 
meet its objectives for fiscal 2012. While our port-
folio of business may be shifting, there is enough 
growth in key categories to offset the decline in cat-
egories that are experiencing significant drop-offs in 
activity.

E and C News: What is most important for 
store managers, merchandisers and store support 
personnel to know as they enter the run-up to the 
holiday season?

Paquette: The months of November and Decem-
ber represent over 20 percent of our total sales. We 
recognize that our competition is making every at-

‘This year we decided 
we’re going after the 
back third of the year 

(October-January) 
with aggressive 
programs and 
promotions.’

— NEXCOM SVP and Chief 
Marketing Officer Tess Paquette

Physical improvements including wider aisles, 
department signs, directories, and redesigned 
checkouts and customer service desks enhance 
the shopping journey and have a great influ-
ence in how long NEXCOM shoppers stay in 
their local stores, as well as how many items 

they place in their basket. NAS Oceana, Va.

Patrons, such as these at 
NS Great Lakes, Ill., flocked 
to Navy exchanges dur-
ing the 2011 end-of-year 
holidays, propelling sales 
almost 7 percent higher 
than the prior year period.
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