
ket basket analytics, we have demonstrated this approach has 
been successful in driving higher basket size, both in units and 
in dollars,” Igoe said.   

MARKETING PLANS
Igoe told E and C News that NEXCOM is refining its mar-

keting plans for print and digital engagement, and continues 
to “evolve” its end cap program in Tier I-II stores, with the 
goal of “validating the appropriate duration and frequency as 
well as placement of high profile items on focal end caps.”   

Igoe noted, “We have a high emphasis on private label 
product development as we continue our cooperative efforts 
with our sister exchange services with the Exchange Select 
brand. We also have a new private label program in the works 
in the Snacks area. Our focus is on leveraging the equity of the 
Exchange Select brand, driving speed to shelf for new items 
and increased share of private label business across the zone.”

Igoe said NEXCOM’s continued emphasis on fill rates is 
another critical step in its 2014 strategic plan. “Over the last 
few years we have completed a lot of research on shelf level 
out-of-stocks causes. Vendor ‘unfilled’ continues to show on 
the top of the list as a primary cause,” she said. “Our buying 
teams and DMMs have been working very closely with the 
industry on correcting these issues. We appreciate the support 
of our vendor partners in achieving optimal fill rates to maxi-
mize our  — and their — business and avoid disappointing 
our most deserving customers.” —E and C NEWS

Among the key focus areas for the Navy Exchange Service 
Command’s (NEXCOM) Consumables, Health & Beauty 

and Household Division for fiscal 2014 is its expanded rollout 
of “A Better You,” a program that extends an umbrella over 
sports nutrition, fresh sandwiches, fruits and salads, healthy 
snacks, nuts, sugar-free candy and healthier beverages.

“We are aligned with the Navy’s 21st Century Sailor, 
Healthy Base Initiative (HBI) and Department of Defense 
(DoD) programs to encourage good health and fitness, to 
provide improved quality of life and enhanced military readi-
ness,” said Pat Igoe, vice president (VP), general merchandise 
manager (GMM), Consumables, Health & Beauty and House-
hold, NEXCOM.

HEALTH AND HOUSEHOLD NEEDS
NEXCOM’s focus in the health and household needs area is 

about delivering value to its patrons on items that are everyday 
needs. “The core fundamentals are to provide a competitive 
breadth of assortment at a savings; be first to market on new 
innovative product, along with optimizing inventory levels to 
ensure products are in-stock,” Igoe said.

The goal of the health and household needs categories is 
to drive traffic with the expectation 
that it would lead to repeat trips and 
purchases, particularly in product ar-
eas where customers make multiple 
purchases a year. “Through our mar-

‘A Better You’ Breaks Out
As far as A Better You is concerned, said NEXCOM’s 

Consumables, Health & Beauty and Household VP/GMM 
Pat Igoe, the exchange service’s objective is to provide its 
patrons with better choices, and to communicate the various 
products that fall under the A Better You umbrella. “A Better 
You highlights a wide selection of carefully selected products 
that support our customers’ well-being and health goals,” 
she said. “A Better You products are displayed prominently 
and attractively and identified with signage to make it easy 
for customers to see the products.” 

The early returns on A Better You have been encourag-
ing, according to Igoe, who pointed to the strong initial 
placement the program has generated. “We are working 
on communicating product benefits, as well as tying the A 
Better You product categories together into one program 
in all locations through presentation elements, signing and 
marketing.”  

Igoe observed that NEXCOM patrons are “well above” 
the acceptance curve regarding healthy eating and healthy 
living. “The Navy lifestyle embodies wellness, fitness and 
readiness,” she said.   

Igoe said district and general managers enthusiastically 
greeted the A Better You program when it was presented 
to them in August 2013. “Our store managers see this is 
a cornerstone growth opportunity for our organization,” 
she noted. “Our store management teams embraced the 
program and are eager to execute the program in stores.”

Patrons Embrace 
     ‘A Better You’ Program

According to Pat Igoe, NEXCOM’s GMM and VP Consumables, Health & Beauty and Household Division, 
Navy Exchange patrons are “well above” the acceptance curve regarding healthy eating and healthy living.

Igoe
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