
Coming from mainly a retail softlines background, 
new Marine Corps Exchange (MCX) Divisional 
Merchandise Manager (DMM), Consumables, Bob 

McLaughlin said that one of the recurrent lessons learned 
in his pre-MCX career is “the importance of being first to 
market with newness and doing it right.”

McLaughlin, who succeeded Teresa Peck (now the 
Branch Head, MCX Field Operations) in this role, believes 
he has an extremely talented and dedicated team that 
makes this happen.

“Relationships play an important part in being success-
ful in retail, and the vendor community has been very sup-
portive of the Marines. I want the vendor community to 
know that at the MCX, we are open to new ideas and to 
products that will grow our business and theirs. I know 
not everything is going to work, but we will not be able to 
sustain growth if we keep repeating what we have always 
done. Our customers are young, and they are willing to try 
new things, and our job is to be sure that we provide the 
excitement and newness for them.”

SALES PERFORMANCE
McLaughlin reported that the MCX’s fiscal 2011 con-

sumables business, through December, was trending up 
1.8 percent, with grocery sales up 4.3 percent. He felt that 
growth would continue to come from such areas as health 
and beauty aids (HBA), non-alcoholic beverages and food 
through fiscal 2012. 

“In 2012, we will be looking to grow our Marine Mart 
business and making capital improvements to bring each 
store ‘on brand,’” he noted, adding that new planograms were 
slated to be rolled out for grocery and snacks in January. 

CONSISTENCY
“We need to create consistency from base-to-base, 

making the stores easy to identify and shop. We will be 
tailoring our assortments to a finer level by site, to the de-
mographic that shops at those sites. We have remote sites 
where our Marines have just a few minutes to run in and 
grab a bite, and we have to be sure that what they want is 
there and in plentiful supply. 

“The buyers must continue to communicate with the 
divisional sales managers and store managers to be sure 
we have the assortment right for each site. 

“We will also be working on standardizing our food bar 
presentations throughout the MCX, with the ultimate goal 
of every Marine knowing that their Marine Mart will have 
what they are looking for.”

PROMOTIONS, ADVERTISING
Noting that promotional ac-

tivity is expected to parallel the 
prior year for 2012, McLaugh-
lin added that “MCX will con-
tinue to use endcap space for 
new item launches and continue 
to feature our ‘Xtreme value’ 
items to illustrate our everyday 
savings compared to outside 
retail to our Marines and their 
families.”

CLEANING, HBA
“Cleaning is an essential category for the Marines, as 

they have to always keep their barracks spotless for their 
weekly inspections,” McLaughlin said. “Implementing 
planograms and continuously updating assortments with 
seasonal items continues to drive the business in 2011. In-
creased holiday buys help create an additional ‘impulse’ 
buy for our patrons.”

In cleaning and HBA, McLaughlin noted that the 
trend is for smaller packaging and higher concentrations 
of products to help alleviate distribution costs from ven-
dors, such as in laundry. He expects this trend to continue 
through 2012.

GROCERY/SNACKS
Looking at grocery and snacks, McLaughlin noted that 

the trends in this category are convenience and extended 
flavor profiles. “Most patrons shopping our stores are 
looking for something to consume, either back in the office 

McLaughlin

‘Relationships play an important part in being successful 
in retail, and the vendor community has been very sup-
portive of the Marines. I want the vendor community to 
know that at the MCX, we are open to new ideas and 
products that will grow our business and theirs.’ 

— MCX Consumables DMM Bob McLaughlin

‘Doing it Right’
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MCX Fiscal 2012
Hot Growth Areas

At-A-GlAnce

• Health and Beauty Aids (HBA)
• Non-Alcoholic Beverages 
• Food
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BEVERAGE REFRESH 
“Beginning in early 2012,” said MCX Consumables DMM Bob McLaughlin, “we will refresh all of our top site-specific planograms, which constitute 70 per-

cent of our total business,” he said. “Once these 30 planograms are completed, we will have standard planograms created for the remaining stores.”
This month, “We are running Monster 4-packs at $5.99 and Pepsi 12-oz. 12 packs at ‘four for $11’ in our MCX ad running March 

7-20,” he noted.
The DMM added that the MCX also has planned numerous unadvertised promotions in 2012 on various lines 

such as Gatorade Prime 01 and Recover 03, Monster, Naked Juice, Odwalla, Red Bull, Rockstar, and Vita 
Coco.

“Based on the success of planograms in HBA and food, we are developing them 
for non-alcoholic beverages in 2012. We’re very excited about that and 
cannot wait to see the positive sales impact it will have. It will help allevi-
ate missed opportunities with our assortment.”

In January, Rockstar launched two new energy drinks: Coconut Wa-
ter energy drink and Xdurance, an endurance energy drink. “We think 
both products will do extremely well for us, especially with all the ex-
citement in coconut water, and we expect them to perform as well as 
Rockstar’s recovery item they launched early last year,” the DMM said. 

“Monster came out with flavor extensions of its Rehab line in No-
vember/December 2011, and the original Rehab item hit our top 10 in 
both units and retail a few weeks after it launched,” McLaughlin noted. 
“We hope to see similar results with the Rehab items, specifically with 
their new protein product. Our Marines love protein and energy drinks, 
so a combination product is expected to be a very hot item for us.” 

The  MCX  has  also  recently  added  two  new  Naked  Juice  protein 
products — Banana Chocolate and Mango — “which we expect 
to do very well, as Naked Juice has done phenomenally with our 
Marines,” McLaughlin said.

In the beer category, sales of beer in cans have performed well 
in MCX stores, and McLaughlin said that the increase in the num-
ber of brands in cans will increase during fiscal 2012, and space will 
be increased as planograms are updated.

Promotions and the Big Game 
go hand in hand at MCAS 

Miramar, Calif., Marine Mart.

sure that sales continue to rise in 2012.
“We will start with the implementation of our re-

vised BFY planograms that were scheduled to be re-
leased in January,” McLaughlin explained. “Keeping 
the momentum going requires the addition of new 
items which we have done with this new assortment.”  

NEW ADDITIONS
With the new planograms that began to rollout in 

January, several new items were picked up to be in-
cluded in the assortment, including ConAgra’s Slim 
Jim “Dare” line (see E and C News 2/11).

In the chilled category, the DMM said, “We add-
ed Lunchables with Fruit, which we anticipate to be 
a big seller, as Lunchables account for 40 percent of 
our Kraft chilled business and are overall top sellers 
in the category. For the frozen grocery, we just added 
Hot Pockets ‘Snackers,’ which are bite-size versions 
of the popular hand-held stuffed sandwiches.”

In the candy department, Hershey’s Jolly Rancher 
Crunch ‘n Chew is a new addition to the MCX as-
sortment. Slated for a January debut, this is a candy 
with a hard shell surrounding a chewy center. “Her-
shey’s anticipates this will be a popular launch, and 
we will be adding the single-serve package and the 
theater box into our planograms,” McLaughlin said.

Another new addition to the MCX Marine Mart 
assortment is Wrigley Morph, which the DMM de-
scribed as having flavor-changing beads that “morph” 
from one flavor into two. In addition, Skittles Riddles 
and Starburst Gummi Burst Duos were added to the 
assortment in December and are part of the exchange 
service’s planograms.

—E and C NEWS

experienced a significant 110-percent sales increase 
through December.

BOOKS, STATIONERY
In stationery, “OfficeMax has been a huge suc-

cess for the MCX,” McLaughlin said. “They offered 
a solution to increase sales, turnover, profitability, as 
well as streamlined distribution.” 

The DMM explained that prior to OfficeMax, 
“Several suppliers were in the mix, the assortment 
was not unified and fill-in was spotty. OfficeMax 
provided markdown support for deletes, provided 
point-of-sale (POS) materials, advertising support, 
and created planograms specific to the MCX. 

“The result was an assortment that not only car-
ried our top sellers, but also included industry best 
sellers that prior to this relationship we did not carry 
in our assortment. We also were able to put all the 
items on replenishment.”

OfficeMax products generated more than $2.7 
million in sales during fiscal 2011, a nearly 96-per-
cent increase from the prior year’s $1.38 million in 
activity. 

However, McLaughlin reported that traditional 
categories — books, magazines and Hallmark cards 
— are flat or down in sales to the prior year. “Footage 
is currently being analyzed to increase the space for 
the top categories and reduce the space for the down-
trending categories,” he noted.

“BETTER FOR YOU”
MCX’s nearly two-year-old planogram featur-

ing “Better for You” (BFY) choices has seen sales 
growth on items in the planogram, and McLaughlin 
said the exchange service is taking measures to en-

or immediately after purchasing. ‘Spicy’ flavors — 
in everything from beef jerky, to chips, snacks, and 
ramen noodles — are also important to our patrons.” 

Among the hot product subcategories catering to 
the “convenience” trend is jumbo jerky, which is cur-
rently popular in many MCX stores. “This is another 
trend we are responding to,” McLaughlin said. “This 
segment of jerky is up 26 percent to the prior year, 
and we recently added more facings and entire sec-
tions of jumbo jerky to our planograms.”

McLaughlin said that chips dominate the top sell-
ers in the food category, and newer item introductions 
are meeting the patron trend preferences for extended 
flavor profiles in snacks (see E and C News 2/11).

He emphasized that merchandising candy and 
snacks by usage occasion has become a key focus 
area. One example involved close coordination with 
vendor partner The Hershey Co. to develop specif-
ic planograms. According to McLaughlin, the new 
planograms have gained double-digit acceptance at 
the first two launch sites — MCAGCC Twentynine 
Palms, Calif., and MCB Quantico, Va., — and roll-
out to other stores is under way.

Premium varieties and jumbo bagged candy have 
seen double- and triple-digit increases, respectively. Fun-
size candy has also prospered, and patrons have respond-
ed favorably to category promotions in those areas.

TOBACCO
In tobacco, the DMM reported that sales through 

December have decreased 5.5 percent, with cigarette 
sales down by $2.7 million and fewer cartons being sold. 

“MCX trends mirror the national market, and 
fewer adults are smoking,” he said, adding that an 
alternative tobacco product, smokeless tobacco, has 
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