
premium in the retail environment, and we work with what we have to give the 
best assortment we can.” 

In-stocks can be a very important factor in the continuity of pets’ diets, 
health and their owners’ loyalty to a store, and Macdonald said that the MCX 
stays on top of this by making brand availability a prerequisite for success.

“We know how important having their favorite brands available is to our 
customers,” Macdonald said. “Our customers expect us to have what they need, 

when they need it. To that end, many of our pet products are on automatic 
replenishment, and fill levels are reviewed on a regular basis to make sure 
that we are keeping up with those wants and needs.”

Macdonald said that MCX’s vendors “are an integral part of determining 
the exchange service’s pet planograms. “With their assistance, and utilizing 
historical data, we are able to put together the most efficient planograms for 
each location,” she noted.  

TOP SELLERS, NEW ITEMS
The buyer said that pet food dominates category sales, with dog food “by 

far” the biggest producer. “Our customers love their dogs, predominantly 
larger breed dogs that require larger amounts of food,” she noted.

Macdonald said that six of the exchange service’s top 10 best-selling 
SKUs are Blue Buffalo products, “which are known for their quality ingre-
dients.” Solid Gold and Natural Balance branded items hold the other four 
places on the top 10 list.  

As far as new items being added to the MCX pet selection, Macdonald 
said, “New assortments for 2014 are just now coming out [in early April], 
we’ll see what the future holds. 

“Based on the recent Global Pet Expo — held March 12-14, 2014 at the 
Orange County Convention Center in Orlando, Fla. — everyone is getting 
into the ‘natural’ market, and this is expected to be our biggest winner this 
year,” she said. —E and C NEWS

Although the Marine Corps Exchange (MCX) does not carry a pet 
selection at all locations, the exchange service ensures a broad assort-
ment at locations where it has historically experienced strong sales in 

this category, featuring everything a Marine family needs for their pets.
According to Semper Fit and Exchange Services Division Buyer Karen 

Macdonald, the pet department is doing well in MCX stores, sporting a 
frisky 20-percent increase in sales during fiscal 2013, reaching $2.7 mil-
lion in activity. 

During the first month and a half of fiscal 2014, through mid-March 
2014, pet sales reached $392,000, up 13.3 percent.

“The biggest trend in the pet category continues to be the humaniza-
tion of our pets, including their diets,” Macdonald said. “This means that 
our pets are becoming perceived more as family members. As such, pet 
owners endeavor to provide the very best for their pets. We especially 
note the trend of purchasing foods that use meat as the first ingredient, 
are gluten-free, or are intended to address various ‘wellness’ concerns 
such as age and weight.”

MAXIMIZING SPACE, AVAILABILITY
With a pet selection limited to only certain locations, Macdonald noted that 

the MCX must maximize the display area that it has for pet products. 
“Because of the already limited space allocated to pet products, we have to 

be creative about the number of subcategories that we carry and with the mer-
chandising of those items,” she told E and C News. “We feature smaller displays 
with the maximum number of items to ensure a good variety and selection for 
our servicemembers and their families. We recognize that space is always at a 

Once a Marine Pet,
Always a
   Marine Pet

Not just pets: Marine K9s. Cpl. Kyle Click, a 
dog handler with the 3rd Marine Regiment, 
shares a moment with Windy, an improvised 
explosive device (IED) detection dog, while 

waiting to resume a security patrol.
MARINE CORPS PHOTO BY CPL. REECE LODDER

Young members of the Marine Corps family play with 
two dogs in the dog play area at MCB Camp Pendleton, 
Calif., Animal Shelter. USMC PHOTO SGT. VITALIY RUSAVSKIY
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