
With total Marine Corps Exchange (MCX) sales for the 2012 holiday 
selling season up $90 million, or 8.3 percent from prior year, the 
exchange service will face some challenging comparisons for the 

fiscal 2013 holiday season.
 Anita Roberson, Branch Head, Merchandising, for the Semper Fit and Ex-

change Services Division, said that the exchange service had been “cautiously 
optimistic” prior to the season, and this approach paid off — Hardlines grew sales 
7.7 percent, Consumables increased 5.3 percent, and Softlines was up 13.3 percent. 

Last year’s success was even more remarkable since they came “up against 
the very successful grand openings in 2011  ... and 2012, including MCB Camp 
Pendleton, Calif., in May, which exceeded all expectations.”

2013 HOLIDAY SEASON
Looking ahead to the 2013 holiday season, Roberson said the MCX is planned 

flat against 2012 for the back half of the year.  
“We have realized the growth associated with the main store branding efforts 

across the MCX,” she explained. “This will be the first time in five years that we 
will not have any main store openings. We are looking forward to the growth that 
will come from our Marine Mart branding efforts, but are approaching the plan 
conservatively, as we are seeing significant declines in alcohol and tobacco product 
sales,” as well as force drawdowns, which, she said, “will also impact 
MCX business during the 2013 holiday season.”

“Now, more than ever, it is important to focus on exacting 
assortments, consistent in-stocks and a solid value story to 

ensure we are creating the best shopping experience possible for our patrons,” she 
continued. “Our customers expect and deserve an extraordinary shopping experi-
ence, and average is not good enough. We will strive to delight the customer at 
every touch point, and this takes detailed planning and preparation now in order 
to be successful. From the parking lot to the register, no detail can be overlooked 
to ensure our patrons receive the shopping experience they deserve.

“Transforming our supply chain — to streamline inventories, gain efficiencies 
in processes, and provide visibility and reporting to manage the business — is our 
top priority across all areas of MCX,” Roberson told E and C News. “Providing 
the buyers and replenishment analysts the capability of managing inventory more 
efficiently will positively impact sales and margin — ultimately providing a better 
in-store experience with better merchandise availability and faster merchandise 
movement to the selling floor. 

“We must ramp up our recruiting, hiring and training efforts for seasonal hires, 
and ensure that they are the friendly, helpful associates that our patrons have come 
to expect when they visit their MCX. We must make sure that the sales associates 
understand how important they are to the MCX. They are the front line!  

BUSINESS PARTNERSHIP SUCCESS
“We certainly appreciate all of our business partners. Every day, we see the 

impacts and results from initiatives that they have supported. We say ‘thank you!’ 
for your efforts. 

“Fast efficient flow of inventory from the back door to the floor throughout 
the day manages to the expectation that we should never be out of what 
the customer is looking for. Ingrained in the culture of the MCX is un-
derstanding first that we do have some of the most important customers 
in the world, and we strategize every day what we can do to make their 
shopping experience better and better.” –E and C NEWS
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In spite of strong headwinds for many retailers, Semper Fit and Exchange Services Divi-
sion Branch Head, Merchandising, Anita Roberson told E and C News that the exchange 

service has continued to make sales strides in 2013.
“Certainly, the growth that we continued to see in the first few months of 2013 was 

driven to some degree by main store branding efforts,” she noted. “We also have stellar 
performances against last year in several departments.  

“Ladies Accessories, Ladies Ready-To-Wear (RTW), Childrens, Men’s Activewear, 
Sports Nutrition, Sporting Goods, Outdoor Living and Pet Supplies are all trending well 
above their previous year numbers and have contributed to the growth of the business.  

“Finally, ensuring that planograms and space allocations continue to evolve — with 
changes to business trends and new items — keeps driving business across MCX.”
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