
based on the sales volume 
of each store,” the buyer ex-
plained, adding that through 
June, MCB Camp Lejeune, Va., 
was the leader in logo sales, fol-
lowed closely by MCRD Parris 
Island, S.C., MCB Camp Pendle-
ton, Calif., MCB Quantico, Va., 
and MCRD San Diego, Calif.  

She continued, “Selection 
is also based on base-specific 
needs, such as battalion T-shirts 

for a recruit-based store or specialized tees 
or hardlines for an infantry or air station.”

In addition, Gallo noted that MCX head-
quarters “supports various commands through-
out the year with logo merchandise for their 
local events, to include the MCB Camp Pendleton, 
Mud Run (see story on p. 6), the MCAS Iwakuni, 
Japan, Friendship Day and MCAS Beaufort, S.C., 
Air Show. Later this summer, we will be testing 
California logo-decorated T-shirts in our MCRD 
San Diego Exchange.”

Another test of this merchandise that the MCX 
has recently undertaken is Nike sportswear for 
men, and Gallo said the test was a success, with 
62 percent sell-through during a four-week span. 

“Based on that performance we plan on reor-
dering and expanding the col-
lection,” she noted.  

TOPS FOR RECRUITS
“Of the 72,000 units sold 

in hardlines, 36,000 units were 

toiletry kits, duffels and gar-
ment covers, which cover the 
needs of recruits both during 
and after boot camp,” Gallo 

noted. “The other 36,000 units cover esprit de corps 
items like decals, key chains, tees and magnets. 
These items represent Marine pride and make great 
souvenirs for not only new Marines, but also for 
their parents, so that they may display pride of 
their Marine’s accomplishments.”

Sales are being spurred on by several hot items 
in this assortment. “Stainless drinkware continues 
to be a strong performer,” Gallo noted. “Wooden 
plaques with Marine sayings and logos are popu-
lar in home décor, and hats — whether baseball, 
boonies or truckers — for all age groups and cat-
egories — men’s, ladies and kids — continue to 
be strong and reliable categories.”  

Gallo said that in softlines, the Proud Family 
military series for T-shirts, and the MCX’s “clas-
sic” $19.99 USMC hoodie sweatshirts and $9.99 

USMC T-shirts, “remain best sellers.”

NEW ITEMS GRADUATE
The MCX’s emblematics, logo and 

souvenir assortment is constantly be-
ing updated to meet customer needs. 
Gallo said that during the fall, “We 
are adding a personalized picture 
frame program for graduations or 
special occasions. Patrons will be able 
to build these on the spot and take 
them home. Working with a kiosk, 
the customer can pick background 
color, designs and sayings, and then 
print to add to a desired frame in 
stock, pay for it and take it home. 
We plan on this generating $500,000 
in sales at two sites — MCRD Parris 
Island and MCRD San Diego, to start.”

In addition, also during the fall 
time frame, “We also look forward to 
‘gearing up’ in team sports as well as 
celebrating our 242nd Marine Corps 
birthday” with some new items.

—E and C NEWS

There’s no such thing as a 
former Marine. Whether 
retired, veteran or active duty, 

once a Marine, always a Marine. Marine 
Corps Exchange (MCX) stores serve this 
community with more insight than any 
stores outside the gate. As such, they are 
ready with a mix of hardlines, softlines, 
emblematic and souvenir merchandise 
that highlight the exceptional level of 
pride shared by those who have served 
in the Corps, their parents and other 
eligible patrons.

Barbara Gallo, buyer of military logo 
items for MCX stores, reported that through June, 
fiscal 2017 sales volume in the logo area was $6.73 
million, an 8.23-percent increase versus prior year 
sales of $6.22 million. Gallo noted that the fiscal 
2017 year-to-date figure is also 4.5-percent over plan.

THE SELECTION 
“The breadth and depth of merchandise is 
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Gallo
The MCX emblematics, logo 
and souvenir merchandise as-
sortment includes such items as 
pillows, plush animals, and picture 
frames, such as these displayed at 
MCAGCC Twentynine Palms, Calif.

The breadth and depth of mer-
chandise in the MCX emblematics, 
logo and souvenir merchandise 
assortment is based on the sales 
volume of each store, including 
MCAGCC Twentynine Palms, Calif.
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