
‘Although all store types are increasing, we have seen the most 
growth in transactions in our main store category, which has 

increased 73 percent in the past eight years. In that same time 
frame, our average sale continues to grow year over year as well, 

so our traffic is stable.’ 
— Semper Fit and Exchange Services Division Merchandising Branch Head Anita Roberson

how we physically flow 
goods, which will help 
streamline our supply 
chain. We are already 
working toward inven-
tory reductions in our 
current warehouses and back rooms so that we are 
positioned correctly when we are able to transition 
to a regional distribution center (DC) model.  

All of the work that we have completed with 
Merchandise Financial Planning and Assortment 
Planning in SAS, as well as our current business 
intelligence solutions, Quantisense and Cognos 
reporting software, are providing us the ability to 
position inventories and pricing strategies correctly 
to drive sales and margin.  

We are looking forward to the implementation 
of SAS Demand Forecasting in the future to link the 

ON SUCCESSFUL AND REWARDING 
MOMENTS THAT THE MCX MERCHANDISING 
TEAM EXPERIENCED DURING FISCAL 2013 …

Although the MCX is projecting to end 2013 
down to the previous year, we have had some fan-
tastic successes throughout the year.  

Our Softlines area will end 2013 up over last 
year in several categories.  Accessories has seen 
significant growth in Michel Kors handbags and 
watches, as well as Pandora jewelry. Our activewear 
departments have seen significant growth, specifi-
cally in Under Armour and Nike. The North Face, 
Ralph Lauren and Macy’s brands were definitely 
winners for the year.  

In consumables, Sports Nutrition was a “WOW” 
department this past year, picking up 18 percent 
over fiscal 2012, due to our partnership with Eur-
pac, as well as ensuring planograms are in place for 
all sites. Although electronics for 2013 has been a 
tough business, we have shown successes in matur-
ing specific brands such as Samsung and LG. We 
were also excited about the contribution the Amazon 
Kindle brand made to our business. 

I can’t say how proud I was of our merchandising 
team for the execution and results of the Thanksgiv-
ing Sale. Inventory quantities were positioned well, 
and our pricing was sharp. Sales ended up over 2012 
and provided us a great start to the holiday season.

Finally, we have made progress this year with the 
rollout of SAS Assortment Planning module from 
SAS Institute Inc. We are seeing great efficiencies 
in the businesses that are fully up and running — 
more efficient and effective inventories are leading 
to fewer markdowns and better gross margins in 
these departments. As we fully mature our assort-
ment plans, we should continue to see great results!  

ON WHERE THE MCX CURRENTLY STANDS 
WITH THE INTEGRATION OF RETAIL POINT-

OF-SALE (RPOS) SOFTWARE AND OTHER 
INITIATIVES …

Our retail point-of-sale (RPOS) software is 
scheduled to be fully implemented this year. Six 
commands are already implemented, and nine com-
mands are in the queue for implementation. This 
implementation has been anticipated for a few years 
and we are already seeing the benefits across the 
implemented commands. 

The number-one benefit is that we are providing 
our customers a more efficient checkout, as our ca-
shiers now have touchscreen capabilities and fewer 
manual transactions. We have the capability to run a 
larger variety of deals and promotions and also have 
more thorough and timely sales reporting.

Once we are complete with our 
RPOS implementation, we can then 
move forward with customer relations 
management (CRM), allowing us to 
provide a loyalty program which can 
then start to give us data for customer 
insights, customer analytics and tar-
geted marketing.  

Our Logistics branch is making 
significant progress in transforming 

The MCX’s “Better4U” healthy food con-
cept has already gained traction and sales 
growth by making healthy options readily 
available to exchange service patrons. In 
2014, the MCX plans on expanding the 
program throughout sporting goods, fit-
ness equipment and other departments. 

MCB Camp Pendleton, Calif.

Semper Fit and Exchange Services Division Merchandising Branch Head Anita Roberson is upbeat about the coming year. 
The Marine Corps Exchange (MCX) had numerous successes to point to in fiscal 2013, and the future looks sharp thanks to 
a slate of aggressive retail system changes on the menu in 2014.

Like the Marines it serves, the MCX approaches business as an organization on the front lines of the retail battlefield — after 
all, it literally is. Deployed MOS Marines run MCX operations in Afghanistan, while headquarters and store-level staff confront the 
toughest realities of delivering a benefit in the form of a compelling and competitive retail enterprise on the homefront and overseas.

Roberson
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ON NEW PROGRAMS SLATED FOR FISCAL 
2014 OR THE NEAR HORIZON …

The renovation of several of our Marine Marts 
will be underway for 2014. MCB Camp Lejeune, 
N.C.’s Gonzales and Wallace Creek Marine Marts, 
MCAGCC Twentynine Palms, Calif.’s Ocotillo Marine 
Mart, MCAS Beaufort, S.C.’s Laurel Bay Marine 
Mart and MCB Camp Pendleton, Calif.’s Country 
Store will all be impacted this year. 

In addition to the new RPOS, we are launching 
other tools that will make the jobs of our store as-
sociates and managers easier, freeing them up to 
focus on taking care of the customer.  

We have launched ConneXion this year. This is 
the newest MCX tool, which will manage the com-
munication of tasks and information between our 
headquarters office and the field. This will allow 
any communication that needs to go to our stores 
— whether it be a new planogram, a price change 
or a recall — a clear, consistent format that can be 
organized and tracked.  

We have also rebranded and launched our “Xtreme 
Value” program with a new look and logo. This gives 
our customer a new way to shop for value items. 

The program has expanded to include everything 
from endcap signage to large-scale table signs to 
promote our deepest discounts and best deals with 
a recognizable icon. The Xtreme Value logo guides 
customers to sales from print advertising to social 
media to the in-store displays.  

TO STORE ASSOCIATES AND VENDOR 
PARTNERS …

With the challenge of 2014 ahead of us, we 
realize that there will be many factors influencing 
how our business performs this year.  

This is the year to focus on making changes that 
will continue to creatively drive the business, con-
tinue to work on the value and savings perception, 
and continue to enhance the customer experience.  

Working together we will make this happen. 
Thanks for all you do! —E and C NEWS

merchandising pieces to the supply chain, providing 
us the ability to better forecast sales for key item 
planning and better accuracy of inventory positioning.   

ON SALES GOALS FOR FISCAL 2014 …

Sales in 2014 are planned to grow 3 percent over 
the prior year. Our Hardlines buyers have worked to 
strategize vendor and assortment changes to hope-
fully gain some business back during 2014 that was 
lost the previous year.  

A complete year in both ASUS and Amazon 
Kindle, as well as newness in gaming consoles 
with Xbox One and PlayStation 4, will help drive 
success in 2014. Our television assortments have 
been reenergized, with our key vendors offering new 
technology and key price points on key models.  

In Consumables, we anticipate continued growth 
in sports nutrition. We will be adding Bobbi Brown 
Cosmetics in the back half of 2014, and are antici-
pating that the additions of Aveda and Bumble and 
bumble will support increases in our cosmetics area.  

Softlines is looking for continued growth in acces-
sories, men’s and ladies ready-to-wear and activewear.

Our “Better4U” healthy food concept in our Ma-
rine Marts has already gained traction and sales 
growth by making healthy options readily available 
to our patrons. We are looking forward to 2014, 
when we will be expanding the program throughout 
the MCX in sporting goods, fitness equipment and 
other departments.  

ON MARINE CORPS-SPECIFIC FACTORS, 
MERCHANDISING TRENDS AND PATRON 

PREFERENCES …

We have several factors currently impacting 
MCX business.  Troop reductions are a given that 
will certainly impact our sales. The business strategy 
shifts in tobacco and alcohol will also have impact 
in 2014 and the out years. Declines in electronics 
categories, as well as music and video games, con-
tinue to impact our overall business.  

These factors, and many others, drive us to be 
more creative than ever in maximizing current busi-
nesses — and developing new ones — to offset 
impending shifts in MCX business.

With less frequent large deployment cycles, we 
are seeing the tactical gear business change dra-
matically. We are also seeing shifts in the trend of 
firearms sales. These changes will require a shift 
in emphasis in the sporting goods department to 
other categories such as fitness, which is currently 
trending well. 

Fitness is trending whether it is in Sports Nutrition, 
ready to wear, footwear, or in small electrics like the 
Vitamix and Ninja brands. We have definitely seen a 
transition in sales in healthy snacks and beverages. 

This will continue to influence our assortments in 
the Marine Marts as we start to deliver more healthy 
options for our patrons.  

ON THE BIGGEST AREAS OF CHANGE OR 
ADJUSTMENT FOR THE MCX IN 2014 …

We continue to see our transaction counts in-
creasing year over year.  Over the past eight years, 
we have seen significant growth. Although all store 
types are increasing, we have seen the most growth 
in transactions in our main store category, which 
has increased 73 percent in the past eight years. In 
that same time frame, our average sale continues to 
grow year over year as well, so our traffic is stable. 

Our military patrons continue to be more and more 
knowledgeable of the products they are shopping for 
before they enter the MCX. This certainly drives us 
to ensure our sales associates and sales managers 
have a good depth of product knowledge in their 
tool box, and that we continue to focus on product 
education and training so that they are comfortable 
with their interaction with the customer, no matter 
what the product is. 

Providing options for our sales associates has 
been a focus of our merchandising team over the year 
and will continue to be a priority throughout 2014.  

‘This is the year to focus on 
making changes that will 

continue to creatively drive 
the business, continue to 
work on the value and 
savings perception, and 
continue to enhance the 
customer experience.’

— Semper Fit and Exchange Services Division 
Merchandising Branch Head Anita Roberson

For fiscal 2014, the success the 
MCX has targeted for its tele-
vision assortment is tied into 
new technology and key price 
points. MCAGCC Twentynine 

Palms, Calif.
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