
with sales up 3.4 percent and gross 
margin dollars up 3 percent.

We made some major changes to 
our fourth quarter promotional cal-
endar that really worked for us. First, 
we pursued our customer’s holiday 
purchases ahead of “Black Friday” 

by emphasizing a major three-day sale in mid-November. 
Then, we launched a four-day sale beginning the Sunday before Thanksgiving 

and included “Sunday Only” specials, featuring several key items in softlines 
and electronics with competitively sharp prices. These events were a big win 
for us, and we drove major sales increases each day of the sales.

Also during November and December, we were mindful to balance our 
compelling prices with protecting the bottom line. For example, we recognized 
that if we promoted our key brands in activewear and apparel at 25-percent off, 
our unit sales would have to increase on average 250 percent just to break even 
with the same gross margin dollars we generate at our everyday prices. That’s 
an uphill battle that we chose not to fight. Since many of the key brands we of-
fer in our stores are such a good value to our customers at our everyday prices, 
we knew we could offer compelling promotions without giveaway-type prices. 

Throughout the fall season, we focused our efforts on promoting the key 
trending branded merchandise, building our sustainable businesses, and driving 
our healthy initiative by promoting “Fit Forward” merchandise.

On fiscal 2014 final quarter growth …

There are several merchandise categories which had major improvements 
over the prior year. Our Coast Guard logo departments had a great fall season. 
Coast Guard logo apparel sales were up 15 percent versus the prior year and 
Coast Guard logo hardlines had a 27-percent sales increase! These results were 

due to successful changes made to the assortments. 
Coast Guard logo branded fashion and mom-and-dad apparel generated 

the biggest increases. The majority of the increases in CG logo 
hardlines came from toys, a Coast Guard children’s book series 
and some other new key items. Additionally, sales this fall at our 
recruit store at the Coast Guard Training Center in Cape May, 
N.J., were up 75 percent.

The handbags and accessories category area was one of our 
most successful businesses in 2014, with a 42-percent sales in-
crease in the fall season. Our item analysis indicated that basic 
traditional styles and colors were driving our sales and resulting 
in the highest gross margin rates.  

We increased our auto-replenishment programs with our key ven-
dors and reduced our fashion buys. This change in strategy resulted 
in a sales increase and a major increase in gross margin. 

Activewear continued to lead the 
charge in our sales increases in 2014. 
Both men’s and ladies’ activewear ex-
perienced double-digit increases, 50 
percent and 24 percent respectively, 
in the fall season. 

On the factors Malbon Mikus credits for 
CGX’s fiscal 2014 success …

2014 was a very dynamic and exciting year at CGX! As the year started, our 
sales struggled during both the first and second quarters. By July, sales were 
down 3.0 percent. 

But starting in August, we gained some momentum and reversed the down-
ward trend. We achieved sales increases from August through November, with 
a very small 0.6-percent decrease in December.  

The good news is that overall, we were able to “move the needle” up from being 
down 3 percent in July to just being down 0.4 percent by the end of December. 

Another good news story was that we had increases in gross margin dollars 
every month in the third and fourth quarters through December. For example, 
although sales were flat in December, we were able to generate a 5.0-percent 
increase in gross margin dollars. November was a very high-performing month, 

S arah Malbon Mikus, named Chief Merchandising Officer 
for the Coast Guard Exchange (CGX) in October 2014, 
after serving as the Director of Merchandise since May 

2011, is encouraged by the exchange service’s performance 
during fiscal 2014. Various initiatives and changes that were 
instituted helped the CGX move past the fiscal year’s finish 
line in grand fashion, and she talks about these highlights, as 
well as taking that momentum and using it to move ahead with 
confidence into fiscal 2015.

CGX Coast Guard logo apparel sales, including at USCG Ex-
change Galveston, Texas, were up 15 percent versus the prior 
year during the fall 2014 season, and Coast Guard logo hard-
lines had a 27-percent sales increase during this time period.

‘We all know we are in 
challenging times in the 
military resale system for 
a number of reasons. CGX 
plans to work closely with 
the vendor community to 
come up with innovative 

ways to drive our business 
and improve the customer 

experience in 2015.’

— CGX Chief Merchandising Officer 
Sarah Malbon Mikus

CGX Chief Merchandising Officer Sarah Malbon Mikus

‘Moving the Needle’
 to 2015 Success
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experienced double-digit growth the past two years, and thankfully, we do not 
see this trend slowing down.  

We are placing emphasis on the core items through auto-replenishment and 
will continue to build the fashion business. Our increases in men’s and ladies’ 
shoes is also coming from our active shoes department, so we will promote Fit 
Forward merchandise in our print and digital advertising.

Coast Guard logo merchandise was one of our biggest success stories in fall 
2014, and we are intensifying this business in 2015. Our analysis revealed that 
our customers desire a higher level of new, fresh merchandise in this category, 
so we changed our strategy and increased the percent of fashion buys versus 
basic replenishment. 

The Coast Guard logo customer also responds well to name brands, and we 
will increase buys in the key brands, such as Under Armour and Nike, to gain 
some incremental sales.  

Coast Guard logo toys also sold extremely well in 2014, and we are increasing 
the assortment for 2015. We introduced Coast Guard action figures this year, 
and we sold out almost completely in a week, so naturally we are increasing 
our buys in this category. And we continue to sell the Coast Guard children’s 
book series, “The Adventure of Onyx,” along with the plush Onyx dog, and 
anticipate this to be one of the top unit sellers for 2015.

Ladies’ handbags and accessories are still experiencing aggressive sales 
and gross margin growth. We plan to add more designer lines to our assort-
ment. Dooney & Bourke is planned for a 45-percent increase, as it was our 
top-performing line in 2014. Dooney & Bourke and Mundi oversized wallets 
will continue to be key items in 2015.

The outdoor collections area has generated aggressive sales increases dur-
ing the past two years, and we see this category as having a huge potential for 
additional growth. We will be investing more open-to-buy (OTB) dollars with 
vendors in this category, and plan on expanding assortments and increasing the 
number of stores where this merchandise is offered.

Malbon Mikus’s message to associates and suppliers for 2015 …

We all know we are in challenging times in the military resale system for a 
number of reasons. CGX plans to work closely with the vendor community to 
come up with innovative ways to drive our business and improve the customer 
experience in 2015. We need to communicate often and share new ideas. Work-
ing together is the key to our success.

2014 was very challenging for CGX. We implemented a merchandising, 
merchandise planning, finance and point-of-sale (POS) system in one year! We 
appreciate the hard work of all the CGX associates that worked on this ambitious 
initiative. We are glad to have this huge initiative behind us, and look forward 
to reaping the benefit of our new systems in 2015.

For more, see www.eandcnews.com.
—E and C NEWS

We continue to fuel the growth by expanding the offerings to more stores 
and increasing our fashion buys to make sure we are offering new, exciting, 
and colorful styles to our customers. 

Men’s and ladies’ active shoes are aligned with the activewear apparel 
trend, and had a 5-percent sales increase. Among brands in ladies’ 
active shoes, Skechers has surpassed Nike as our number-one ven-
dor, with the Skechers “Go Walk” representing the majority of the 
business.

In December 2013, we added firearms to our CGX Chesapeake, 
Va., store, and sales have exceeded our expectations. This past fall, 
firearms sales increased 124 percent. We also sell firearms at CG 
bases in Kodiak and Ketchikan, Alaska, and are waiting for approval 
to open our next firearms department at CGX Mobile, Ala.

Prior to the fall/holiday season, we opened new stores at Elling-
ton Field in Houston, Texas; CGX Westhampton Beach, N.Y,; and 
CGX Galveston, Texas. Ellington Field is a new location; Galveston 
replaced a much smaller store, and Westhampton replaced a smaller 
store. All stores are generating double-digit increases.

Earlier this year, we implemented MI9, our new enterprise re-
source planning (ERP) system, and Maple Lake, our new planning 
system. These systems together vastly improve our replenishment, 
planning, and analytical capabilities. 

On the CGX’s “Fit Forward” healthy initiative campaign …

We launched “Fit Forward” as our CGX healthy campaign and plan to continue 
building on this initiative in 2015. We are incorporating Fit Forward across all 
relevant categories of merchandise, and use Fit Forward branding to highlight 
healthy choices in our expanded assortments, print and digital marketing, in-
store signage, and in-store events.  

We are seeing double-digit growth in most healthy categories, so the plan 
is to continue to expand the assortment to build on the positive sales growth 
with this program.

On CGX’s sales initiatives for fiscal 2015 …

We plan to continue building our sustainable businesses in 2015. This is 
a major priority for us. We anticipate that as we raise tobacco prices to parity 
with the local markets, this will have a significant negative impact on overall 
CGX sales and margin. Our initiative to build our sustainable businesses is 
critical to our success, and is necessary to offset the anticipated loss in sales 
and customer visits to CGX as a result of higher tobacco prices.

Again, we plan to capitalize on the success of healthy initiatives with a 
focus on the Fit Forward campaign. Most of the sales increases in 2014 were 
generated by Fit Forward-related merchandise. 

We will continue to expand assortments and market the program in a big 
way in 2015. We are placing major funding into our business with fitness brands 
like Under Armour, Nike, Jockey and The North Face this year. We continue 
to see very positive sales growth with these vendors, and plan on maximizing 
their business going forward.

Building business with our key brands that offer a clear savings and value to 
our customers is another top priority. The majority of the 2014 sales increases 
came from these vendors, so we will increase our buys, expand assortments, 
and add to additional stores to fuel growth.

Outdoor collections was one of our most successful businesses in 2014. We 
are planning for double-digit increases in 2015. The North Face, Columbia, and 
Carthartt are key players in the category. 

We had great success with opening price-point key items in the men’s apparel 
area this year. It is generally a challenge for CGX to develop a private label 
program because of our size, but we have found some vendors that are willing 
to work with us. We plan to expand the program in 2015.

On exciting 2015 products, programs and promotions ...

We are looking forward to another successful year in men’s and ladies’ ac-
tivewear, with brands like Under Armour, Nike, Jockey and adidas. We have 

CGX customer service, including at the CG exchange in 
Galveston, Texas, is paramount to the customer experi-
ence, and is instrumental in having patrons return to 
their local Coast Guard exchanges as destination stores.
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