
Planning for a new din-
ing facility at MCB Camp 
Lejeune, N.C., quickly be-

came an opportunity to be in-
novative about customer service 
rather than simply transplant 
the status quo.

HP-128, a.k.a. “The Chicken 
Shack & Southern Grill by So-
dexo,” opened recently to Ma-
rines serving at Camp Lejeune, 
and features a convenient drive-
thru window for the mess hall’s 
customers.

Director, Food Service Division 
for MCI East-MCB Camp Lejeune 
Charlie Cone had a simple idea: 
bring military dining into the 
21st century by building a facility 
that supports the expectations and brand 
experience of young service members.

Chicken Shack & Southern Grill 
opened in September 2011, replacing a 
mess hall built in 1942, and has more in 
common with a restaurant than an aver-
age military dining facility. The seating is spa-
cious, everything is brightly lit and walls are hung 
with pictures of water sports and a few televisions.

In addition to the new furnishings, service mem-
bers have a choice of two serving lines offering a 
variety of dining options. “The biggest hit for the 
chicken shack is the gas chamber chicken,” said 
Cone. “It’s a chicken breast marinated with hot 
sauce, fried, taken out and re-marinated and grilled 
with cheese on top and then put between two buns.”

BREAKFAST
Nutritional benefits were also in mind when cre-

ating the Chicken Shack. In particular, there was 
a concern that many Marines skip breakfast after 
physical training, which could negatively impact 
their performance.

To encourage breakfast participation, a breakfast 
bowl component was added to the drive-thru. “Ma-
rines are constantly on the go,” Cone said, adding 

that the drive-thru is con-
venient for them.

BRAND DEVELOPMENT
Once the facility planning was underway, 

it was up to the base’s foodservice contract servic-
es provider, Sodexo, to create a brand identity that 
would embrace Cone’s vision.

To create the brand, Sodexo began Chicken Shack 
with a menu that is designed to be highly acceptable 
to customers’ taste preferences. Marketing also is 
customized to the USMC culture with bold, tongue-
in-cheek taglines.

“In conducting focus groups with young Marines 
over the years, a key message that always underlies 
the surface is the importance of creating concepts, 
environments and service methods tailored to the 
generational expectations as well as different MOS 
[Military Occupational Specialty] schedules,” said 
Suzanne Snyder, senior director of brand manage-
ment at Sodexo.
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The Chicken Shack & Southern Grill by 
Sodexo at MCB Camp Lejeune features 
a convenient drive-thru window for 
customers and a contemporary menu.
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