
We are excited to report that our new 
North Star private label nut and snack mixes 
have had a great sell-through. This private 
label is a joint venture with the Navy Ex-
change Service Command (NEXCOM), and 
just after deliveries in the fall of 2014, has 
grown to 10 percent of our nuts and seed 
category.  

This is just one example of the continued 
effort on our merchants’ part to provide our customer healthier food options at 
a value. Stay tuned for more!

On the influence of specific store and installation retailing 
conditions and renovation projects …

Overall sales in our 17 main stores are impacted significantly for us when 
we have swings in performance for individual commands. This really drives us 
to focus on each individual command and the role that each plays in supporting 
the total. It really forces us to think “zero defect” when planning for each store 
and how critical each one is to the business. 

For 2014, our main stores performed much better than our Marine Marts.  
Impacts such as limited training rotations at our Camp Wilson Marine Mart 
at MCAGCC Twentynine Palms, Calif., can be enough to pull down the total 
command and/or the Marine Mart category for all of MCX. 

The sheer number of recruits going through either MCRD San Diego, Calif., 
or MCRD Parris Island, S.C., can swing the retail sales environment for the 
year for either command.

We are now underway with our seven-year refresh projects for our main 
stores. This will allow us not only to refresh the interiors and exteriors, but will 

On Roberson’s outlook for 2015 …
2014 was certainly tough for the MCX; however, several businesses that 

turned the corner during the holidays have continued to remain strong and are 
helping to shift the total trend of the business.  

Our softlines business is planned up 3 percent for 2015. Accessories, ladies, 
shoes, children’s, young men’s and ladies’ accessories outpaced the organization 
during the holiday season. We are planning continued growth in these areas 
going into 2015.

We are also looking to hardlines to gain back some of the business that we 
have lost over the past year. For example, the audio/video category started to 
see a shift in trend during the holiday season, and we are optimistic that this 
trend will continue.  

We have repositioned our vendor structure in televisions to ensure that key 
brands, such as Samsung, have sufficient inventories to support sales uptrends. 
We also have a current trend in sporting goods and home store categories such 
as domestics, luggage and small electrics. 

Both consumables and military clothing are very dependent on troop move-
ment, numbers and positioning. Certainly, consumables are impacted greatly in 
the Marine Marts due to rotations and classes, and military clothing is impacted 
purely by the current number of troops purchasing.

Although we continue to plan year-over-year drops in tobacco, businesses 
such as sports nutrition, cosmetics and pets continue to surface 
as opportunities to drive sales to improve total consumables cat-
egory plan.  We are looking to consumables to drive an increase 
in 2015 over the previous year.   

At this point, early in 2015, we are still not seeing a positive 
trend in the military uniform business, and are aggressively 
working on right-sizing the inventory to manage the business 
as efficiently as possible.  

On MCX’s “Better4U” healthy products
 initiative …

The strength of the Better 4 U program continues to grow. 
For 2014, we increased 23 percent in sales over the previous 
year, selling not only additional depth in existing categories, but 
also expanding categories such as fresh food offerings.  

Healthier eating is not a trend with our customer; it is a lifestyle 
that many Marines and their families now live every day, and 
we must offer them the healthier choices they are looking for.  

Anita Roberson, head of Merchandising for the NAF Business and Support 
Services Division (NAFBSSD), which oversees the Marine Corps Exchange 

(MCX), is guardedly optimistic about fiscal 2015, which the organization sees 
as a year of transition, as the MCX begins a seven-year main store refresh and 
launches a revamped logistics and distribution system.

On the shelves and fixtures, Roberson looks to continued strength in core softlines 
categories, new opportunities in sports nutrition, cosmetics and pets, right-sizing 
in military clothing, and reinvigorated sales in trending hardlines areas.

MCX is embarking on a “seven-year refresh” of its main stores 
encompassing store interiors and exteriors with updated de-

partments and fixturing. MCB Camp Pendleton, Calif.
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give us the opportunity to update departments and fixturing based on changes 
to business and trend.  

For 2015, our main store refresh projects will begin for MCAS Cherry 
Point, N.C., MCB Quantico, Va., MCAS Miramar, Calif., and MCAS New 
River, N.C. We certainly work to minimize impact to the business operations 
through a phased renovation. 

2015 will also include the renovation of the Laurel Bay Marine Mart in South 
Carolina, the Country Store at San Onofre at MCB Camp Pendleton, Calif., the 
Marine Mart at Camp Smith in Hawaii, the MCAS Cherry Point Marine Mart at 
Roosevelt Boulevard, and the Mag 29 Marine Mart at MCB Camp Lejeune, N.C.  

On 2015 sales and initiatives …
With our seven-year refreshes for our main stores, we are excited to have the 

opportunity to update our floor layout and product selections to accommodate 
new trends in merchandise and how it is presented on the floor.  

As our men’s athletic business has continued to mature with brands ranging 
from Under Armour to The North Face we have a great opportunity to grow 
our ladies’ athletic business as well. Better-defined floor space, as well as more 
depth in brands, will continue to develop these categories.

Additionally, we are re-engineering our electronics floor set as we move 
into the refreshes to better align to how the electronics customer shops today. 
Opening up the department with more table and demo space, as well as defining 
shopping areas by category in addition to brand, will lead to a positive customer 
experience in MCX. 

We still have the opportunity with several Marine Marts to get them up to the 
brand standard that has been defined. We are working toward placing them in the 
queue to ensure that they all are touched over the course of the next few years.  

On product lines and promotions expected to  
resonate with Marines and their families …

The rightsizing of our electronics assortment and brands, both in televisions 
and in audio, are critical to our success. Ensuring that we are priced to the com-
petition in these areas means a lot as far as our pricing integrity to our customer.  

Continuing to drive the “Xtreme Value” program, and drive the correct items 
into the program, is also key for the year. Value and price on key items such as 
razors, batteries, energy drinks and snack foods that are purchased frequently 
by our customers is also critical.

On developing a more “shoppable” approach …   
Our Customer Satisfaction Index (CSI) continues to show that customers call 

out convenience as the primary reason for shopping MCX. We are excited to report 
that our 2014 CSI scores rose another point to a score of 80. The convenience 
of shopping one location for all products that our new stores and remodels have 

provided our customer, as well as the ease of navigating our new stores, have 
definitely had a positive impact on our customers’ experiences in our exchanges.

Our merchants work very closely with our vendor partners to make sure 
that we are providing our customers the best selection and value possible. For 
2015, we are working with our merchants to execute a critical deep dive on 
our current vendor structure. We are evaluating the brand performance and 
balancing the insertion of new brands into our assortments that are trend-right 
for our customer while protecting basic product that our customer expects to 
find day in and day out in MCX.  

On the view ahead …  
2015 is truly a year for change for MCX. As we look forward, 2015 is also 

a very promising year. Our regional distribution center (DC) initiative is top of 
mind for all business units for MCX. The efficiencies and savings that MCX 
will gain through this launch will move us years past where we are today. 
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The consumables category in MCX stores is very dependent 
on troop movement, numbers and positioning, with consum-
ables greatly impacted in Marine Marts, such as this one at 
MCB Quantico, Va., with changes to rotations and class sizes.

Roberson says the MCX has re-
positioned its vendor structure 
in TVs to ensure that key brands 
have sufficient inventories to sup-
port sales uptrends. MCAGCC 

Twentynine Palms, Calif.

‘Overall sales in our 17 main 
stores are impacted significantly 

for us when we have swings 
in performance for individual 

commands. This really drives us to 
focus on each individual command 

and the role that each plays in 
supporting the total. It really forces 

us to think “zero defect” when 
planning for each store and how 

critical each one is to the business.’

 —  Anita Roberson, Head of Merchandising, NAF 
Business and Support Services Division (NAFBSSD)
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