
Consumers are eating more snacks and 
on-the-go meals than ever — by some 
estimates about 2.35 snacks per day on 

average — and c-stores are taking advantage of 
the trends by expanding and re-organizing their 
snack and foodservice assortments. Van Par-
rish, markets director-Military for The McLane 
Company, spoke with E and C News about the 
company’s broad and contemporary portfolio 
of offerings; its distribution capabilities across 
the national stage, and the company’s support of 
Navy Exchange Service Command (NEXCOM), 
Marine Corps Exchange (MCX), Veterans Can-
teen Service (VCS) and Coast Guard Exchange 
(CGX) stores. 

E and C News: What are some of the innovative 
solutions that McLane may be able to offer 

exchange convenience stores?

Van Parrish: McLane has developed its own 
brand of expertise on foodservice, including produce 
and salads, which is a major differentiator in today’s 
c-stores. Foodservice means so many different things 
to different people. For some retailers and custom-
ers, “foodservice” can mean something as simple as 
serving cheese and crackers, while for others it could 
be preparing deli and sandwich items, for example, 
at a WaWa — which is a McLane customer — or at 
a Sheetz store — which is self-distributed.

McLane has developed a special process with 
which we can sit down with a retailer and help them 
define their needs when it comes to foodservice. 
From there, we can develop customized solutions.

We have sources for all of types of foodservice 
products, whether it’s pizza, chicken, roller grill, 
onion rings, cheese sticks and other appetizers, to 
egg rolls, mini tacos, corn dogs and potato wedges, 
as well as coffee, deli, sandwiches, and so on. There 
are many examples at the McLane website and at 
McLaneKitchen.com. It all depends on what the re-
tailer has the desire and or commitment to implement.

Not only can we deliver, but we also serve as 
the retailer’s consultant to help develop solutions 
that fit any need they might have. From hot dogs to 
Buffalo chicken, McLane can offer retailers a wide 
range of offerings. 

At trade shows, people are anxious to sit down 
with our product director for that segment, Holly 
Veale, because of her vast expertise in c-store and 

foodservice sales.
Foodservice is the main area where convenience 

stores can grow and expand. This crosses into pro-
duce as well — we can do as little as they need, or 
expand into more developed programs. 

E and C News: AAFES, specifically, is revamp-
ing its Express stores — if called on, could you 

support that type of initiative?

Parrish: Absolutely. And that’s what we’re 
constantly talking to them about. If they choose to 
go with McLane on a much broader scale, we can 
bring fresh items, produce and salads, while keeping 
the product mix consistent in all stores. When they 
decide to go with the program, we have the ability 
to carry that everywhere we need to. 

All of McLane’s equipment is tri-temperature. 
The vast majority of them are 53-foot trailers. We 
can handle frozen, chill and ambient as well as dry 
groceries. Our trailer walls all move, so we can adjust 
them as needed depending on the type of customer. 
We’re in the right locations; we can provide those 
solutions and we do it well and efficiently. 

E and C News: How about meeting the need 
for new and exciting c-store offerings? 

Parrish: Yes, I think that that is part of what 
they are trying to do — to create an environment 
in those stores that is going to draw consumers in 
versus going off base. If the experience becomes 
stale, the shopper is not going to go back. 

They also have to be looking for new, healthier 
products that meet the needs of their consumer where 
appropriate. Exchanges have to address a broader 
range of product preferences because they have a 
mobile group of patrons who may come from any-
where in the U.S. and even overseas. 

E and C News: When it comes to sources, how 
many are in-house McLane solutions and how 

much is outsourced?

Parrish: I would say the vast majority of them 
are in-house McLane solutions — that doesn’t mean 
to say they are all control label or house products. 

We use many name-brand 
favorites such as Oscar May-
er and Ball Park franks, to 
name a couple of favorites. 
These are solutions that we 
put together where we may also work with a part-
ner or lead vendor who brings the expertise in that 
particular category. 

JCX by Java City, for example, is McLane’s rec-
ommended coffee program — the company worked 
with us to develop our solution; however, we can 
support or customize other coffee programs for a 
specific retailer if desired. Take the Marines, for 
example, they use Java City but they have their 
signature coffee, branded specifically for Marines

As far as category management and develop-
ment is concerned, we have the McLane Center for 
Category Innovation — formerly known as McLane 
Lab Store — which allows us to work closely with 
retailers on their planograms using McLane data. 
We can look at c-store volume, and other classes of 
trade and industry data to analyze what’s selling, and 
discuss category focus with the retailer to determine 
if any of the items in other classes of trade might 
make sense for their consumers.  

E and C News: How does McLane approach 
the need to optimize in-stocks?

Parrish: It’s a good question. It’s always a bit of 
a moving target. Obviously, we want the exchanges 
to be in stock as much as possible. Part of how we 
do that is we deliver to every exchange at least once 
a week. In many of those stores, we deliver multiple 
times a week. About 50 percent of the stores are on 
a once-a-week delivery, about 40 percent are twice 
a week and 10 percent may require three times a 
week delivery. 

Another part of the solution to maintaining high 
in-stock is providing the opportunity for that retailer 
to get another delivery in a few days. Maybe they 
are running out because they’ve had a big demand or 
some unexpected troop movement has caused their 
sales to spike. With McLane, it’s a short turnaround 
from when they place the order to when they get 
it. For example, if we get the order and we bill it 
on Wednesday night, we then load Thursday and 
deliver Friday. 

We also have one of the industry’s strongest, 
most well developed replenishment systems for all of 
our warehouses. By having warehouses nationwide, 
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Fresh, Tasty, and in 
Stock at Every Base

Military resale distribu-
tors like McLane Co., 
are practiced in the art 
of keeping bases small, 
large, and/or remote 
in stock, for example, 
here at Yuma PG, Ariz.
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we have 20 grocery distribution centers spread out 
all over the U.S. — and we are building a 21st in 
Findlay, Ohio — which means we are physically 
close to those stores.

On top of that, we have a centralized procure-
ment system — a lot of that is done automatically. 
We also have individual buyers that monitor the 
replenishment systems to make sure that we main-
tain at least a 98.5 percent service level. Often it is 
better than that.

Additionally, for key items and top-selling items, 
we also use vendor-managed inventory (VMI). One 
example is candy: we’re linked up with the major 
manufacturers — they see our movement in total, 
and they see it quickly, so they can replenish our 
distribution centers quickly with additional inventory. 

Typically for the big sellers we have the volume 
and inventory capacity in place to support the spikes 
in demand for the majority of those items with ex-
isting inventory.

E and C News: How can McLane help military 
resale with distribution and logistics frequency 

on a national scale?

Parrish: When it comes to logistics, McLane 
delivers nationwide to pretty much every town you 
could ever think of at least once a week. 

We cover all of CONUS. We also have the abil-
ity to support container shipments, whether it be to 
Hawaii or other OCONUS destinations. However, 
nationwide, our equipment is everywhere where it 
needs to be on a regular basis. 

When it comes to supporting whatever category 
it is, as long as the volume is there, there’s no reason 
why we couldn’t support it. 

E and C News: Is McLane able to fulfill to tiny 
and/or isolated exchanges?

Parrish: Absolutely. We understand that that is 
the nature of the business and you look at the overall 
customer. We understand that part of serving the 
military is that there will be Training Area Stores 
that are only open when training is going on. We 
have built  that into our delivery solution. 

Ideally, like any wholesaler, we would want big 
orders delivered everywhere, but that’s not reality. 
All of our military exchange retailers have small 
and large volume stores and we work with them to 
accommodate the individual stores’ needs.   

E and C News: What differences do you see 
between military and civilian c-stores?

Parrish: Across the military, the need can be 
pretty broad and ranges from stores that have a much 
wider selection of groceries such as “housing area 
stores,” to true c-stores that feature quick grab-and-
go type solutions.

We have the ability to customize planograms for 
all of those different formats.

E and C News: What do you notice with regards 
to service branch-specific formats such as NEX 

Depots and Troop Stores?

Parrish: NEXCOM fleet stores, for example, 
have periods when the ships are out and the business 
is off, but when the ships come in, then you have 

huge spikes. If they’re going to be placing larger 
orders, they give us as much notice as they can, on 
a need-to-know basis, so we can gear up with mak-
ing sure those stores are stocked up. We have such 
a broad range of customers that we typically carry 
whatever is needed to fill those orders.

E and C News: How about the VCS?

Parrish: VCS has some stores that do not take 
a delivery every week, because they’re supporting 
outpatient clinics and other locations where that 
type of frequency is not needed. The bottom line is 
that we have the ability to create a delivery solution 
that works for them and are prepared to adjust as 
their retail formats change as well.

E and C News: What about an out-of-the-way 
place like Wallops Island, Va.?

Parrish: We deliver there now. We work with 
the local division, which works through the chal-
lenges because they know it’s the right thing to do 
for the overall business. 

We work with all the security challenges that go 
along with getting on to a military base. It’s really a 
local process working with each base and military 
group. Security protocols can change overnight, and 
we’re used to that. 

We train our drivers to ask questions about changes 
in the delivery process and routines while they are 
making deliveries; that way we are not caught by 
surprise by changes to the rules. There may be pieces 
of the base access equation that you do nationally, 
but most of it is better managed locally.
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