
On the CGX Merchandising Division’s
successes during fiscal 2013 …

We consider our electronics performance one of our greatest success stories 
in 2013. Although we only had a 1 percent increase, we were very proud of 
those results, considering most retailers experienced double-digit decreases.  

Sam Bishop is our electronics buyer, and she was new to this category in 
2013. Sam made significant changes in the assortment, focusing on a younger 
demographic. We expanded our assortments in headphones, mobile Bluetooth 
speakers and accessories, which resulted in positive sales trends in all these 
categories. We increased the Bose presence in all stores and capitalized on the 
sales of the Bose SoundLink Mini. 

Also, major changes were made in the television assortment, focusing 
on the core models from industry leaders Samsung, Sony and LG. We had a 
32-percent increase in TVs in December as a result of a much-improved as-
sortment and a better in-stock position.  

Computer sales showed a 9-percent increase, and the addition of the Ama-
zon Kindle line was a major contributor to this increase. Overall, tablets ex-
perienced a 34-percent increase and continue to grow in market share in the 
computer category.  

Apparel is another category that continues to be a major win for us. We 
have seen double-digit growth for the past three years. 

Ladies apparel had a great year, with a 13-percent increase in sales and a 
14-percent increase in gross margin dollars. Activewear fueled these increases 
with a sales lift of 157 percent and a gross margin dollar increase of 175 percent.  

We added the brands Jockey and adidas to the assortment and expanded 
Jockey as our opening price point to several fleet, 
student, and convenience locations that had not 
previously carried any ladies apparel.  Jockey now 
ranks No. 2 in gross margin dollars in the ladies 
apparel department!  

We expanded our auto-replenishment program 
with Under Armour and Nike and introduced these 
lines into several new locations, resulting in healthy 
increases in both of these brands. We had a very 
successful year with The North Face, which had 
a 15-percent increase in sales. We plan to explode 
this brand in 2014!  

Men’s apparel did not have a sales increase in 
2103, but as result of refining assortments to cus-
tomer demographics and better inventory, we took 
more money to the bottom line, with an 11-percent 
increase in gross margin dollars. 

Handbags and shoes continue to be major growth 
categories for CGX.  Handbags achieved an 11-percent 
increase in sales and a 14-percent increase in gross 
margin dollars. In step with the activewear apparel 
increases, women’s athletic shoes increased 70 per-
cent and men’s athletic shoes increased 17 percent. 
Although children’s shoes are a small percentage of 
our business, sales increased 32 percent last year.

We introduced Elf on the Shelf in the gift de-
partment and had tremendous success, resulting in 
a gross margin of 35 percent and a 94-percent sell-
through at regular price. We engaged our customers 
with Elf on the Shelf via Facebook, and the stores 

Better then ever! The Coast Guard’s recently rebuilt store at CGAS Cape Cod, Mass., leads the way with the new Coast 
Guard MarketPlace concept, adding fresh produce and sandwiches to CGX’s diversified assortment of consumables, 

hardlines and softlines.
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Despite having a multi-
tude of new initiatives 

and system rollouts on the front 
burner, Coast Guard Exchange 

(CGX) Chief Merchandising Officer 
(CMO) Sarah Malbon Mikus and her headquarters and 
store-level teams never lose sight of the fact that they 
deliver the exchange benefit to the men and women of 
the Coast Guard and Homeland Security, among other 
eligible government patrons.

During the past three years of guiding the CGX’s mer-
chandising operations, Malbon Mikus has reshaped many 
of the exchange service’s product offerings and improved 
the shopping experience, with not only a keen eye for 
innovation and differentiation, but also with a view to 
keeping the business on a sustainable tack. 

 The “newness” is far from over. Get ready for more 
retail fireworks as CGX goes live with upgraded merchan-
dising and planning systems, an expanded eCommerce 
assortment, and a full slate of store renovations in 2014!

CGX Director of Merchandise Sarah Malbon Mikus
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A ‘Very Busy Year’ Ahead

Mikus



tastes vary from region to region. We maintain our coffee selections based on 
our stores’ customer preferences.

We have also seen an increase in appliances geared for a healthier lifestyle. 
Indoor grills are popular for low-fat cooking options. Juicers and blenders are 
also doing well, as customers start to realize that juicing is a quick and easy 
way to incorporate fruits and vegetables into their diet. We have had great suc-
cess with Ninja brand blenders, and we plan to roll this product out to more 
locations as part of our healthy food initiative.   

To keep on trend with fitness and recreation, we have put together a special 
order catalog for our sporting goods department. All stores have full-color 
catalogs of kayaks, paddleboards, home fitness gym equipment, bicycles and 
surfboards. These items take up too much floor space and require too much of 
an inventory investment to maintain an assortment in our stores. Before this, 
these types of items were not accessible to the smaller stores. Now with this 
special order program, we have a “win-win” situation for everyone.

In our Coast Guard logo category, the trend is camo, camo, and more camo. 
Our camo hat, supplied by Top of the World, is our No. 1 best-selling hat. We 
sold 2,214 units in 2013, and expect this to be a key item for 2014. Our camo 
apparel collection had a 70-percent sell-through at 41.6 percent, and we will 
expand this collection into more doors for 2014.  

Tervis Tumbler sales were up 181 percent in 2013, with inventory down 7 
percent in units. We are placing our top-selling designs on auto replenishment 
and purchasing one time buys (OTB) — NFL/Breast Cancer/Christmas — 
and promotional regional buys — state flowers/colleges; Back to School/Duck 

Dynasty — and expect sales increases to continue.
Craft beer, flavored malt beverages and super 

premium beer are driving sales in the beer catego-
ry. Premium and super premium wine continue to 
represent the sales growth in the wine category. The 
hottest categories in spirits are Scotch whisky, fla-
vored bourbon and whiskies, and premium tequila. 
The continuous introduction of new items keeps this 
category exciting and gives the customer a reason 
to buy. 

On fiscal 2014 sales goals and 
other objectives …

2014 is going to be a very busy year for CGX! We 
are continuing to expand our eCommerce assortment, 
implementing a new enterprise resource planning 
(ERP) system, and continuing with our aggressive 
rollout of store renovations … all while our buyers 
are challenged with managing very broad product 
categories.   

We are going live on our new merchandising sys-
tem, MI9, this month and will begin implementing 
our new planning system, Maple Lake, in May 2014. 
As I am sure you know, implementing one of these 
systems is challenging enough, so you can imagine 
how stretched our team is this year implementing 
two systems back-to-back. 

These new systems will vastly improve our re-
plenishment, planning and analytical capabilities and will achieve efficiencies 
in our current workflow.  Our merchants and stores are very excited about the 
enhancements these systems will offer! 

Our efforts to renovate our stores continue. In January 2013, we opened a 
new store in Petaluma, Calif. Now, we have remodeled CGX locations in all 
five training centers of the Coast Guard and completed this in five years. We 
renovated our flagship store in Chesapeake in August 2013. We are opening 
a new store at the new Department of Homeland Security headquarters at 
St. Elizabeth’s in Washington, D.C., this month, and will open new stores in 
Galveston and Houston, Texas.

We are planning sales conservatively in 2014 with a 2.7-percent increase.  
We expect the reduction in Coast Guard active duty personnel, sequestration, 
and a very challenging retail environment to pressurize sales in 2014.

held in-store events to tell the story — and the customers loved it!
Previously we only carried firearms in the Kodiak and Ketchikan, Alaska, 

stores. We added firearms to our flagship store in Chesapeake, Va., in December 
last year, and had a very positive result with our customers.  We project this 
category to be in the top 10 departments in Chesapeake in 2014.

A rebound in the housing market spurred a 12-percent sales increase in the 
major appliance category. We are expanding the pet supplies assortment in our 
stores since it is a weekly traffic driver, and sales increased by 11 percent. We 
had a Pet Parade and Pet Costume Contest for Halloween, and sales skyrocketed 
for this event. We are planning on a similar event for 2014. 

On hot product categories and 
changing shopper preferences …

We launched our “Fit Forward” healthy initiative in 2013, and we antici-
pate significant sales increases in activewear apparel, activewear shoes, fitness 
equipment and healthy food, snacks and drinks.  

We expanded the number of stores that are carrying active apparel and 
active shoes, and we are increasing our basic replenishment assortments and 
our fashion buys.  

We are seeing 30-to-40-percent increases in our healthy snacks category 
after we performed a category scorecard, and made some major changes to our 

assortment. We are currently testing a national, fresh Grab-and-Go vendor, and 
have had good success with the sandwich and wrap category.  

In 2013, we focused more on our younger customer by placing a focus on 
reworking our headphone and accessories categories, and we will build on those 
successes in 2014. As a result of the addition of more in-ear and sport styling, as 
well as the addition of new higher-priced lines, our sales experienced a 75-per-
cent increase for the third and fourth quarters, with inventory levels remaining 
unchanged. 

Bluetooth speakers are also a product line our younger customers gravitated 
to. With the addition of a “good, better, best” strategy, and price point ranges 
of $40 to $279, we plan to satisfy varying customer demographics.  

We continue to see increases in the single-serve coffee category. This has 
been a growth category for us for several years. In some cases, customers’ 

The CGX’s headquarters merchandising and store staff have a knack for filling even some of the largest retail spaces with 
willing customers, such as here at CGX Chesapeake, Va.
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brand message to our customers through our print, electronic and social media, 
and in-store communication.

On the CGX MarketPlace collaboration 
with DeCA ...

We are operating two CGX MarketPlaces at Cape Cod, Mass., and Cape 
May, N.J., and our partnership with the Defense Commissary Agency (DeCA) 
has been a tremendous success. 

CGX MarketPlace is unique because we offer our large assortment of “regu-
lar” exchange softlines and hardlines, in addition to groceries. Through our 
partnership with DeCA, we’re able to offer a large assortment of grocery items 
at prices lower than the competition.  

We do not have plans to open any new MarketPlace stores in 2014.

To CGX associates and industry …
I am so fortunate to work with such a dedicated and passionate team at 

CGX! We all are very fortunate to work for dynamic and progressive leaders 
who operate with integrity every day in the workplace, and who truly care about 
their associates and patrons.  

Fiscal 2014 is going to be a challenging year for all CGX associates, but we 
will work closely together as a team to accomplish our very aggressive agenda!

Our vendor partners play a critical role to our success, and we appreciate all 
the support they provide! We rely on our vendors to help us stay on top of emerg-
ing trends in the industry and to assist in managing our business accordingly.  

Thank you for being a partner to help us deliver the well-deserved benefits 
to our men and women in uniform and to their families!

—E and C NEWS

On merchandising, sales strategies and 
promotional programs for fiscal 2014 …

As merchants, we are on a constant journey to evolve, innovate and main-
tain a competitive edge by differentiating ourselves in the market.  Continuous 
improvement, and building a sustainable business model, are critical to our 
future success.  

We will continue to spend a great deal of time analyzing the metrics of our 
business to identify the key drivers to the successes and failures. We will capi-
talize on what’s working well and will use lessons learned from our mistakes 
to minimize them going forward. We will translate our analysis into action and 
execution … hopefully translating to an increase in sales and profitability!  

Our Fit Forward healthy initiative will be a major focus in 2014. We are 
incorporating this initiative across all relevant categories of merchandise and 
will highlight it with expanded assortments, print marketing, in-store signing 
program, and in-store events.

Increasing our e-Commerce business will be critical to our sales growth 
in 2014, and we will be adding new categories and expanding our overall web 
assortment.  

We will continue to place emphasis on branded merchandise, merchandise 
that is trending in the marketplace on which we can offer a recognizable savings 
to our customers.  

We are intensifying our Under Armour, Nike, adidas, Jockey and The North 
Face business in 2014. We have seen very positive sales growth with these ven-
dors and plan on maximizing their business going forward. 

We are focusing on increasing profitability by focusing our assortment on key 
items and high-velocity items, streamlining the selection, and reducing inven-
tory to increase turnover. We will strive to be innovative and “first to market” 
to test new items, providing an exciting in-store experience for our customers. 

 Our marketing efforts will continue to focus on delivering a consistent CGX 




