
T he Marine Corps Exchange (MCX) con-
tinues to be a valuable retail resource and 
support function for the Marine Corps. It is also 

an exchange service that is more focused than at any 
time in the last decade on catering to its “Core Ma-
rine” customer. The MCX’s Cheryl Lemmon, branch 
head, Merchandising, pulls back the curtain on the 
exchange service’s business mission to grow sales and 
enhance the assortment while helping Marines “get 
stuff done.”

E and C News: What strategies, tactics and new 
initiatives will MCX employ to reach plan goals in 
the new fiscal year?

Lemmon: One major initiative we launched 
last year is “STOW,” which relates to holding prod-
uct in our regional distribution centers (RDC) 
to improve in-stocks and customer satisfaction. 
We identified key items/categories and worked 
with vendors to develop replenishment models to 
maintain adequate inventory levels in our RDCs. 

Prior to our Logistics Transformation initia-
tives, we were mostly direct to store with some 
consolidation. Having product in our coastal lo-
cations readily available to ship to sites allows us 
to overcome issues such as long lead times, poor 
vendor fill rates, high unit minimum requirements 
and bulky items that are difficult to store in back 
rooms. We are also able to take advantage of sea-
sonal and key-item buys in bulk, and allocate 
when goods are needed in the stores. 

This initiative will also improve annual store 
turnover by reducing inventory levels held on 
site, keeping safety stock further upstream and 
accessible to all commands to adapt to unforeseen 

training and troop movements.  
“The Last 50 Feet” is a holistic view of what 

our customers see and experience. Whether it 
be door-to-shelf, apparel processing, “5S” disci-
plines (based on the Japanese “sort”, “set in order”, 
“shine”, “standardize” and “sustain” methodology) 
in the back room, or making sure our windshield 
solution is acceptable at our gas stations, we are 
identifying roles and responsibilities upstream 
and downstream that impact delivering our brand 
experience to our customers. This is truly a col-
laborative approach between headquarters, our 
district team, and the commands we support.

E and C News: What were MCX’s top categories 
by dollar volume and percentage growth in fiscal 
2017? What categories or subcategories do you 
expect to thrive in 2018?

Lemmon: Nutrition, and food for fuel, is an 
important part of Marines’ daily lives and rou-
tines. Food was a top dollar-volume category at 
$55 million for the MCX in 2017.  

The frozen category has grown to $5.9 mil-
lion in sales, up 2 percent from last year. This is 
very impressive considering the department has 
been trending down the last three years. We are 
expecting the category to continue to grow this 
year, as we have focused on providing new brands, 
a wider selection of healthy prepared meals, and 
more grab-and-go sandwiches and desserts.  

Not far behind was our non-alcoholic beverage 
category, where energy drinks continued to grow 
and made up 37.3 percent of the total business, 
with water at 14.4 percent. With the rollout of 
our private label MCX Razor water on the east 

coast, we expect 
to see even more 
growth in this area.  

Another top cat-
egory for 2017 was 
tobacco, with $39.8 
million in sales and a 
5.8-percent increase. 
Although the major-
ity of the dollar in-
crease was due to the 
Department of De-
fense (DoD) pricing 
policy change, ciga-
rettes drove the busi-

ness, with premium 
cigarettes dominat-
ing. Cigars are up 
with non-premium as the leader, and smokeless 
continues to increase year over year.  

The commercial military category finished at 
$37.2 million in sales volume with a 2.8-percent 
growth. The increase in commercial military 
was the result of a specific strategy to focus on 
this business specifically, to include better store 
communication and collaboration, fine-tuned as-
sortment and replenishment models, and strong 
vendor relationships. 

Footwear’s success can be attributed to the 
Bates Lites boot and the introduction of the Dan-
ner Reckoning boot.  

Military logo had a 5-percent sales growth, 
with great performance in hardlines logo items, 
up 9 percent with double-digit increases in home 
office, serveware, luggage and wallets.  

In the hardlines division, top sales volume 
came from the electronics department. Within 
audio/video, the top drivers were tracking/fitness 
devices, with Apple and Garmin pushing sales up 
60 percent, followed by Bluetooth speakers and 
headphones. Apple also dominated in computers, 
driving 56 percent of the business.  

Gaming also continues to gain momentum, 
and we have expanded monitors to include gam-
ing monitors. Monitor sales are up 105 percent 
compared to last year with the addition of the 
LG and Acer brands. 

Outdoor had sales growth at 7.9 percent due 
to barbecue and specifically, the Yeti brand, even 
with inventory struggles. 

As we march into 2018, we are excited for 
growth in a number of categories. 

In the consumables division, sports nutrition’s 
top projected subcategory for growth — up 30 
percent — is ready to drink (RTD) supplements 
and protein drinks on the go, as well as protein 
and energy alternative snacking.  

Marines love a great-tasting energy snack, and 
increased growth will be seen in brands such as 
Lenny & Larry protein cookies and Celsius drinks.

In keeping up with trends, in the non-alcoholic 
category, we will have a broader assortment of 
kombucha teas from Kevita, and will start carrying 
the Boxed Water is Better brand as well as cold 
brew coffees from STōK and High Brew.   

Cosmetics will start 2018 with a planned in-
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crease of 6.1 percent, with the growth coming from 
customer loyalty shifting from one traditional 
brand to variety and an assortment of different 
brands. Customers are interested in newness, and 
we are adapting to this by adding to the assort-
ment.  New color brands include Makeup Forever, 
and a color update to our current Anastasia line 
with projected sales of $600,000. We are also add-
ing new skincare brands to include Algenist and 
Peter Thomas Roth. 

In the hardlines division, we expect to see con-
tinued growth for audio/video including fitness 
devices and home automation, such as Amazon 
Alexa products, Google products and Ring security.  

Sporting goods is planning a 4.6-percent in-
crease driven primarily by tactical. The increase 
will continue with planogram implementation in 
full swing and RDC STOW to help merchandise 
flow resulting in better in-stocks. Our number-
one resource for tactical backpacks, Sandpiper of 
California, has been a great partner, and sales are 
growing tremendously. 

In the softlines division, young men’s is plan-
ning a 6.2-percent increase in 2018, with active 
being the real driver, to include Under Armour 
and Nike for our Core Marine. 

We will be introducing the UA Rock collec-
tion this spring. Denim continues to be a strong 
category, with Levis leading the way. Workwear 
inspired collections such as Carhartt and Patri-
otic apparel from Grunt Style are trending right 
now, and we are maximizing these at multiple 
locations. This year, the shoes category is plan-
ning a 5.5-percent increase, and will offer new 
brands to include Steve Madden, Karl Lagerfeld, 
Puma and Hunter. 

Our thriving category, with even more op-
portunity to grow, is military logo. We are ag-
gressively going after the logo opportunities we 
have at our recruit locations as well as our school 
locations at the Federal Bureau of Investigation 
(FBI), Drug Enforcement Administration (DEA), 
etc. This will continue, and we have planned an 
8-percent increase for this year.  

We are excited about our new personalized 
Frame Kiosk program available at recruiting de-
pots later this year. We expect phenomenal sales 
with these on family days during graduations. We 
are testing souvenir logos promoting state and 
location themes — such as California, Onslow 
Beach and San Diego — on tees, hats and sweats.    

Other continued growth in logo will include 
wall décor, expansion of stainless and Tervis Tum-
blers, and a deeper concentration on building our 
backpack program with bigger multipurpose bags.  

E and C News: How do you plan to apply Marine 
life-stage merchandising in Main Stores and, if 
applicable, Marine Marts?

Lemmon: Through our Retail Experience In-
novation (REI) project, we have learned how to 
better support all stages of a Marine’s life, from 
early and mid to late. We have found that these 
should be considered when addressing the needs 
of our Marines and creating a loyal customer.  

We have identified a few concepts to explore, 
and will deploy pop-up shops in the main ex-
change initially, with the ability to phase into 
our bigger troop stores.  

The pilot of our first pop-up shop will be at 
MCAGCC Twentynine Palms, Calif., for “Barracks 
Basics.” New to military life, many Marines are 
living away from home for the first time, and 
could use help with furnishing their barracks 
room as their new home. These early Marines 

look to authority and expertise, and this is where 
the MCX will take charge! These shops will have 
cross merchandising, from towels and trashcans 
to pillows and hangers.    

At the end of the day, our Marines just want to 
“get stuff done (GSD)” that is required for duty, 
and we want to do more to meet their needs, with 
a larger share of their potential spending. As we 
are better tuned to this GSD business, we can en-
able Marines with trusted brands they will value.

E and C News: In the spirit of “staying one step 
ahead” of Marines and their preferences, what 
are some of the new offerings you will bring to 
Marines in 2018?

Lemmon: The REI project shows our early- 
and mid-Core Marines are living in the barracks 
and participate in weekly field day cleaning. Using 
the barracks pop-up shop concept, we will take 
advantage of this steady business by creating a 
“field day cleaning kit.” This will include all the 
basic cleaning items bundled together at a savings 
so Marines can GSD.  

Another concept we are exploring will be all-
in-one rack and bunk bedding. This would include 
sheets, a pillow and a comforter as a value bundle.

Both concepts are truly targeted to ease the 
check-in experience, simplify the purchasing pro-
cess … and most of all? To return time back to 
our customers.
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The energy snacks assortment, 
such as this one found at MCB 
Camp Pendleton, Calif., is expect-
ed to expand during fiscal 2018.

As the MCX learns how to 
better support all stages of 
a Marine’s life, from early 
and mid to late career, it 
is identifying concepts to 
explore, including pop-up 
shops at main exchanges, 
with the ability to phase 
these concepts into its 

bigger troop stores.
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‘We are identifying roles and responsibilities upstream and downstream 
that impact delivering our brand experience to our customers. This is 
truly a collaborative approach between headquarters, our district team, 
and the commands we support.’ — Cheryl Lemmon, Branch Head, Merchandising, 

Marine Corps Business and Support Services 
Division (BSSD)
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