
Marine Corps Exchange (MCX) Food, Candy 
and Gourmet Items Buyer Ashley Davis 

has become very familiar with the distinct flavor 
preferences of Marines in her years of procuring 
snacks, confectionery and other foods. Marines 
may be renowned for their attention to detail in 
presentation and combat, but they also pay close 
attention when they recon the snacks and candy 
aisles.

 “New is exciting,” Davis noted, looking ahead 
to new items entering the assortment for fiscal 
2017. “New items for the food category tend to 
have a 90-percent sell through or higher, which 
tells me that Marines like to try new things.”  

Davis said that the flavor variety “is very im-
portant” in the snack category. “Marines like to 
have options, so we ensure that the unique flavor 
profile is available in as many categories as pos-
sible,” she explained.  

In the candy category, Davis noted, “Sour is a 
profile Marines can’t go without. Year over year, 
we continue to increase this footprint.”

The McLane Company and 
Coastal Pacific Food Distributors 
(CPFD) are two major distributors 
that supply the MCX with snacks 
and candy. Davis said that among 
the special orders for new or unique 
items that were supplied by these 
two companies during fiscal 2016 
were Hershey’s Snack Mix; Snickers 
Crisper; Krave Meat Bars; Brookside 
Bars; and Paqui Tortilla Chips.

BUSINESS MATTERS
While the entire food department 

in MCX stores is projected to record 
a 2-percent sales increase in fiscal 
2017 over the prior year, snacks 
(down 0.79 percent to $21.5 million) 
and candy (down 1.73 percent to 
$6.97 million) both suffered a slight 
dip in sales during fiscal 2016, as 
the Corps end strength continued 
to draw down to a force of around 
183,420 active duty members as of 
December of that year. But that drawdown may be 
over as the 2017 National Defense Authorization Act 
(NDAA) called for a slight increase in the number 
of active-duty Marines to 185,000 in fiscal 2017. 

PRODUCT AWARENESS, PROMOTIONS
“Numerous factors, such as new planograms, 

one-time buys (OTB), and promotions have helped 
drive sales,” Davis said, adding that during fiscal 

2017, “making consumers aware of the competi-
tively priced items and broad assortments we have 
available is key. Therefore, we will focus on strong 
advertisements and ‘email blasts’ to gain product 
awareness.”

Davis said that in 2017, the MCX is excited to 
roll out a power wing program, “which will allow 
us to offer newness from these categories. Power 
wings are a great tool that can help get those im-
pulse sales, especially during the holiday season.”  

In addition, Davis said that during peak selling 
seasons, “We will also increase the footprint of 
the snacks and candy categories by adding store 
displays and table presentations.”

Davis listed seven strong promotions that 
these stores conducted during fiscal 2016 — each 
encompassing a group of products purchased in 
multiples by the customer at a fixed price — with 
more coming during the new fiscal year (see chart 
at left).

SNACK, CANDY REVIEW
The buyer told E and C News that the most 

recent candy and snacks review was held in May 
2016. “During the review, we found some categories 
that could be increased and some that could be 
reduced,” Davis recalled. “There are currently two 
types of planograms: ‘Family’ planograms, which 
cater to the housing demographic, and ‘Troop’ 
planograms, that will contain specific Grab-and-Go 
items that Marines want while training.”
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MCX Fiscal 2016 Top 15 Snacks
By Units Sold

  Snacks Units Sold
 1)  Frito-Lay Flamin’ Hot Cheetos (3.5 oz.) 89,773
 2)  Frito-Lay Doritos Nacho Cheese Tortilla Chips (3.12 oz.)   81,135
 3)  Frito-Lay Doritos Cool Ranch Tortilla Chips (3.12 oz.) 65,965
 4)  Little Debbie Honey Bun (3.0 oz.)  65,233
 5)  Frito-Lay Ruffles Cheddar & Sour Cream Potato Chips  
       (2.62 oz.) 63,740
 6)  Planters Nut & Chocolate Trail Mix (6 oz.) 50,859
 7)  Frito-Lay Funyuns Onion Rings (2.37 oz.) 48,126
 8)  Frito-Lay Chester’s Flamin’ Hot Fries (4 oz.) 46,970
 9)  Slim Jim Giant Original Stick (0.97 oz.) 43,003
 10)  Frito-Lay Lay’s Classic Potato Chips (2.75 oz.) 42,594
 11)  Frito Lay Crunchy Flamin’ Hot Cheetos (8.5 oz.) 41,837
 12)  Frito-Lay Smartfood White Cheddar Popcorn (2.25 oz.) 40,933
 13)  Frito-Lay Doritos Spicy Nacho Tortilla Chips (3.12 oz.) 40,551
 14)  Frito-Lay Fritos Honey Barbecue Flavor Twists (4.2 oz.) 38,603
 15)  Frito-Lay Lay’s Salt & Vinegar Chips (2.75 oz.) 37,771

Source: MCX
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MCX Candy and Snacks

Flavor and Variety a Must
For Corps Snackers Davis

MCX fiscal 2016 candy sales — including sales registered at MCB Camp Pendleton, Calif. — dropped 
1.73 percent to just under $7 million. The exchange service hopes a new power wing program — rolled 
out to ramp up impulse sales — will help candy to vault back over the $7 million mark in fiscal 2017. 
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MCX Fiscal 2016 Significant 
Snack and Candy Promotions

By Units Sold
Promotion Units Sold
1) Mars King Size Candy Bars, 4 for $5   16,000
2) Hershey’s Single Candy Bars, 3 for $2   12,000
3) Tostitos Chips and Dips, 2 for $5 12,000
4) BiGS Sunflower Seeds, 2 for $3  10,000
5) Combos, 2 for $3 9,000
6) Nature Valley Bars, 2 for $1 8,000
7) Pringles, 2 for $3 7,000

Note: Units sold are rounded off. Source: MCX
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