
tember Fitness book.” According to the buyer, “Some 
other additions to the assortment will include new items 
from brands including CORE organics, Protein Water, 
ElectroLife, and +Red Elixir energy drinks.”

TOP SELLERS
Through Independence Day, energy drinks dominated 

the top 10 best-selling non-alcoholic beverages in the 
MCX assortment, although as Cella reported earlier, 
water is doing very well, with one MCX proprietary 
water item topping the list.

MCX FYTD 2017 Top-Selling
Non-Alcoholic Beverages

BEVERAGE  SALES

1) MCX Razor Water (1 gal.)   $555,436
2) Monster Green (16 oz.)  $426,089
3) MCX Razor Water (0.5 gal.)   $421,885
4) Red Bull Original (16 oz.)  $340,310
5) Monster Zero Ultra (16 oz.)  $290,221
6) Red Bull Original (12 oz.)  $289,657
7) Red Bull Original (20 oz.) $287,811 
8) Monster Mega (24 oz.) $275,811
9) Maola Spring Water (1 gal.) $268.571
10) Xyience Cherry Lime (16 oz.) $218,285

Note: Through July 4, 2017. 
Source: MCX

STORE LEVEL PARTNERSHIP
Much of the success of the MCX’s non-alcoholic 

beverage assortment begins at store level. The category 
captain for the MCX beverage assortment is Pepsi/Dun-
ham & Smith. “They follow the direction and priorities 
that I set for each category, and then tailor that to each 
individual store’s needs and capacities,” Cella explained. 
“Optimum levels for beverages 
are maintained through the work 
and partnership of on-site man-
agement along with our vendor 
partners.”

The buyer added, “The best 
advice I have for store person-
nel is to maintain stock in the 
coolers and leverage the monthly 
promo and endcap schedules to 
increase sales.”  —E and C NEWS

Paced by increased interest in the water subcategory, 
the Marine Corps Exchange (MCX) continued to 
register significant sales volume in its non-alcoholic 

beverage assortment through early July.
MCX Non-Alcoholic Beverages and Spirits Buyer Joe 

Cella reported that fiscal year-to-date 2017 sales of non-
alcoholic beverages through July 4 — including water, 
soda, isotonics, energy drinks, juices and other items 
such as chilled coffee — were $18.5 million versus $19 
million during the prior year, or a decrease of more than 
2 percent.

“A combination of factors have influenced sales thus 
far,” Cella noted. “These include increased competition 
from food courts, and standalone restaurants being added 
on our installations. It is worthy to note that food sales 
are down 4.4 percent year to date.”

BUCKING TREND
Although some non-alcoholic beverage subcategories 

have been contracting, water isn’t one of them. Cella noted, 
“Consumer trends are shifting away from calorie-dense 
drinks like soda, which was down $200,000 in sales, a 
drop of 8 percent; juice, which was also down $200,000 
in sales, a loss of 15 percent, and iced tea, which was 
down $100,000 in sales, a decrease of 12.5 percent,” he 
explained. However, “Plain water showed an increase of 
$200,000 in sales, an 8-percent increase. This is significant, 
as the down-trending categories also happen to have 
higher unit retails than water.”

As water continues to grow in sales, the buyer said 
that sales of enhancer drops for water — products that 
provide a different taste and/or other attributes to regular 
water when added — are also growing in the assortment. 
“Drops for water — like Mio — are up in sales by 11 
percent thus far in fiscal 2017,” Cella noted.

CHILLED COFFEE
Another beverage subcategory also growing in promi-

nence in the MCX assortment is chilled coffee, which 
Cella said is “continuing to grow,” with year-to-date sales 
at $665,000, an increase of 9 percent.

With chilled coffee being such a hot commodity in 
the MCX non-alcoholic beverage assortment, Cella said 
in the coming months, MCX would be “building on the 
growth in chilled coffee by adding new cold-brew offer-
ings from Starbucks and Gold Peak nationally, as well as 
STōK or High Brew regionally.” 

ISOTONICS
Although the buyer told E and C News that the isoton-

ics category “continues to struggle,” he added that “the 
one bright spot” has been the Body Armor brand, “which 
has maintained its dollar sales while both 
Gatorade and Powerade have declined.” 

To capitalize on the popularity of the 
Body Armor brand, Cella said, “We are 
expanding the lineup with the addition 
of new ‘lyte’ options in 16-oz. and 28-oz.
flavors as well as new Body Armor Super 
Water with an electrolyte sports formula.” 

While Cella explained that the Body 
Armor product rollout has been ongoing, 
he noted that MCX is “officially debuting 
the new expanded assortment in our Sep-

‘Plain water showed an increase of 
$200,000 in sales [through July 4], 

an 8-percent increase. This is signifi-
cant, as the down-trending catego-
ries also happen to have higher unit 

retails than water.’
— Joe Cella, Beverages Buyer, Marine Corps 

Business and Support Services Division (BSSD) 

Cella

Keeping the Corps hydrated from boot 
camp to headquarters is the name of 
the game. A new Marine and his moth-
er hydrate at Marine Combat Training 
graduation, MCB Camp Lejeune, N.C.
PHOTO: COURTESY CHUCK KARO

With consumer trends continuing to shift away from calorie-
dense drinks like soda, plain water showed a sales increase 
of $200,000 in MCX stores, representing an 8-percent 
increase through July 4. A portion of this assortment at 

MCB Camp Pendleton, Calif.
MCX PHOTO

Ensuring Optimal Corps Hydration
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