
With greater than one-third of non-
alcoholic beverages and beer volume 
sales in Marine Corps Exchange 

(MCX) locations occurring during the 
summer time frame, this period is an all-
important one for the yearly bottom line 
of the beverage area. 

The MCX hopes to keep this activity 
at a high throttle during summer 2011, 
providing the most popular brands to cus-
tomers and offering significant promotions 
to bolster their impact.

Two headquarters-based beverage buy-
ers are responsible for seeing to it that 
summer beverage sales continue to provide 
the wherewithal to quench patrons’ thirsts. 
Wayne Barrett handles beer and related beverages, 
and Kelly Knuuti covers non-alcoholic beverages.

ACTIVE MONTHS
The four summer months — June, July, August 

and September — are extremely important ones for 

the exchange service.
Barrett said that beer sales during this four-month 

span are 34.9 percent of yearly beer volume, reflected 
in the increase in beer sales during these months, 
which are, on average, 8-percent higher compared 
with the other months of the year.

“Can sales are much 
higher during the sum-
mer, since you are able 
to take them to the beach 
and other places that do 
not allow bottles,” Barrett 
reported. 

Another trend he 
noted involved what 
are known as “progres-
sive adult beverages” 
(PABs), alcoholic bev-
erages including malt 
beverages and alcoholic 
teas. These, Barrett said, 
have sales that are higher 
in the summer compared 
to the other seasons, “with 
sales rising 15 percent to 
25 percent.”

Knuuti reported that 
the MCX does about 38 
percent of its non-alco-
holic beverage business 
for the year during these 

summer months.
“We do see a spike in water, tea and 

isotonics during the summer months, 
particularly in our East Coast locations,” 
Knuuti observed. “On the East Coast, iso-
tonics and water more than double what 
they sell in the fall and winter months. 
West Coast sites see about a 25-percent 
increase in isotonics and a 20-percent 
increase in water.”

PROMOTIONS
Promotions help these items to surge 

in sales during the summer. “Promotions 
are important to the business as they help 
to increase purchases and the quantity 

bought by patrons,” Knuuti noted. “Customers may 
buy two items when advertised this way instead of 
one.  It adds excitement for the customers and brings 
in additional customers who weren’t originally going 
to purchase a drink.”  

For carbonated soft drinks (CSD), Knuuti said 
the promotional lift varies by the item, “but we see 
around a 25-to-50-percent increase in volume dur-
ing promotions. CSD 12-packs tend to see a much 
higher lift of around 75 percent to 90 percent of an 
increase in volume.”

Barrett emphasized that “Independence Day, 
July 4 and Labor Day, Sept. 5, are key beer-selling 
periods during this trimester. These weeks provide 
a lift between 8 and 15 percent, depending on the 
store format.”

In order to spark sales during this period, Barrett 
said that beer manufacturers provide dealer loaders 
— such as coolers and grills — to create excitement 
around the displays. “They also offer instant redeem-
able coupons and mail-in rebates on salty snacks and 
barbecue essentials to help increase the total ring,” he 
explained. “These displays create incremental volume 
by showcasing items that you need for your outdoor 
activities and barbecues.”

On the non-alcoholic beverage side, Knuuti said 
the MCX’s Memorial Day ad — running from May 
25 to the actual holiday on May 30 — will promote 
a “Cruise into Summer” promotion sponsored by 
Quaker brands Pepsi, Gatorade and Frito-Lay. 

“The giveaway consists of a seven-day cruise for 

Quench Patrons’ Thirsts

MCX beer sales during the summer months 
are an average 8-percent higher than they 

are during the other months of the year.
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‘West Coast sites see about 
a 25-percent increase in 

isotonics and a 20-percent 
increase in water.’

 — MCX Non-Alcoholic Beverages Buyer 
Kelly Knuuti

Barrett Knuuti
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line extensions of Twisted Tea. In addition to Origi-
nal and Sweet, the line has added Raspberry, Half 
and Half, and Sun Tea to its assortment. Also, Kona 
Brewing is introducing Koko Brown in Hawaii and 
on the West Coast.   

TEAMWORK
Although the summer months are traditionally 

busy months for beverages at MCX stores, both Bar-
rett and Knuuti agree that this high level of success 
can be attributed to the teamwork that exists among 
headquarters, beverage suppliers and store-level 
personnel.

“All beer is direct store delivery (DSD), so store 
managers work with the beer sales representatives 
to ensure the store has ample supply of beer items to 
satisfy the needs of their patrons,” Barrett observed. 
“Store managers review the monthly promo calendar 
to see what items are being featured so that additional 
inventory can be purchased to meet the anticipated 
sales increase.  

“We do monitor our best sellers on a regular basis 
to insure that they are in stock,” he continued, “and 
our beer vendors do an excellent job in keeping the 
top sellers in stock.”

On the non-alcoholic beverage side, Knuuti said 
that the bulk of this business is handled as DSD. 
“Therefore, the drivers take care of ensuring their 
products are well stocked,” she explained. “We moni-
tor our inventory levels on top sellers to ensure we 
have an optimal level of days of supply by location 
on these high-volume sellers.” 

In order to keep in stock on the most popular items, 
a handful of these items are on auto-replenishment, 
Knuuti observed, “and we are currently increasing 
these levels based on current trends and last year’s 
summer analysis.” 

She added that most of the MCX commands pull 
their Gatorade items through Navy distribution centers 
(DC). “We are working with the Navy and Quaker 
to ensure we have adequate inventory for the spring 
and summer months.” —E and C NEWS

and MCAS Iwakuni, Japan, and 
we rolled them out to MCB Ha-
waii (Kaneohe Bay) in April,” 
she explained.

Knuuti said that currently, the 
MCX has only one Razor Water 
SKU, the 24-oz. size, available 
to commands on the East Coast. 
“This SKU is the No. 1 water at 
HBMC Henderson Hall, Va., and 
No. 2 at MCCS South Carolina,” 
she pointed out. “We are work-
ing on distributing other sizes 
through our East Coast distribu-
tor, and we expect that the other 
sizes will do very well.”  

Additional top-selling non-
alcoholic beverages in the MCX 
assortment during the summer, 
said Knuuti, include Monster 
Green and Lo-Carb (16-oz. and 
24 oz.); Mountain Dew (20 oz. 
and “Big Slam” 1 liter); Arizona 
Pre-Priced 99-cent teas, “specifi-
cally the sweet tea and ‘Arnold 
Palmer’ varieties”; Glacéau 
SmartWater (1 liter); Gatorade 
(32 oz.); Powerade (32 oz.); Red Bull (16 oz. and 
12 oz.); Coke (20 oz.), and Dr Pepper (20 oz.). 

NEW PRODUCTS
Numerous new additions to the beverage assort-

ment will vie for MCX shelf space with more es-
tablished items.

BEER, PABS
“Since PABs are hot right now with consumers, 

the market is being flooded with new entrants,” Bar-
rett said, and this subcategory, as well as beer, will 
experience a number of new products that should be 
in gear by the summer.  

These products will include a few new entries 
from Diageo, including Smirnoff Ice Cherry Lime 
and Jeremiah Weed cans. “Jeremiah Weed is geared 

toward young males, MCX’s core 
consumer,” he noted. In addition, 
Diageo is adding Guinness Foreign 
Extra Stout to its lineup.

Barrett said that MillerCoors 
will be introducing MGD Lem-
onade and Pabst will be adding 
Blast by Colt 45 in Blueberry/
Pomegranate, Strawberry/Lem-
onade, and Grape and Raspberry 
Watermelon flavors.

Anheuser-Busch will be intro-
ducing Margaritaville PABs, in 
Spiked Tea and Lemonade, and the 
company will also be adding Shock 
Top Raspberry Wheat; Alexander 
Keith’s Nova Scotia Style Lager, 
and Pale and Brown Ales. In addi-
tion, Landshark will be offered in 
a 16-oz. can and Stella Artois will 
be available in a 440ML (14.9-oz.) 
chalice can, which allows users 
to enjoy this beverage at outdoor 
occasions.

Boston Beer will be adding 

two with airfare included from any Carnival port in 
the U.S.,” she explained. “The ad features Gatorade 
32-oz. drinks and Pepsi 12-packs. All entries will 
be web-based, which means no pads or entry boxes 
for the stores.”  

Another significant non-alcoholic beverage promo-
tion earmarked for the summer months is the “Super 
Summer Slam” promotion, which will be featured 
from June 1-5. Knuuti told E and C News that this 
promotion will feature Monster Energy Drink’s mili-
tary-exclusive cans and Dr Pepper/Snapple 12-packs.  

Yet another MCX summer promotion is “Star 
Spangled Savings,” which is slated for June 29 to 
July 5, encompassing the July 4 celebration. Knuuti 
said this event will promote Glacéau Vitamin Water, 
Gatorade 32-oz. drinks, and Coke 12-packs. 

“In conjunction with our ads, we will also be 
promoting month-long specials on various lines such 
as Vita Coco, Red Bull and Rockstar,” she noted.

BEER, PAB UNIT SALES
Barrett said that the top-selling beers by unit 

volume during the summer months — as well as 
during the other months of the year — include Bud 
Light; Coors Light; Miller Lite; Budweiser; Corona 
Extra; Samuel Adams; Bud Light Lime; Heineken; 
Yuengling Traditional Lager; Busch Light; and Pabst 
Blue Ribbon.

Among the most popular PABs in the MCX as-
sortment during the summer months, noted Barrett, 
are Mike’s Hard Lemonade and Smirnoff Ice.

NON-ALCOHOLIC BEVERAGE UNIT SALES
In non-alcoholic beverages, Knuuti said that the 

MCX’s top 75 unit-volume sellers make up 50 percent 
of the total business in unit volume during this span.

The top sellers by unit volume include private 
label Razor Water 1-gallon and half-gallon sizes, 
which Knuuti reported are the exchange service’s 
No. 1 and No. 4 best sellers by units, respectively, 
during the summer months. They comprise almost 
80 percent of the MCX’s total Razor Water business 
on the West Coast.

“These two SKUs are only sold on the West Coast 

Beer sales in MCX stores during the summer 
months of June, July, August and september 

are 34.9 percent of yearly beer volume.
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New Non-Alcoholic 
Beverages

A number of new non-alcoholic beverages will be making their way to MCX 
store shelves by the summer.

Among them, MCX Non-Alcoholic Bev-
erage Buyer Kelly Knuuti reported that 
Monster has created two special graphic 
cans that feature a soldier in camouflage 
with a rifle, and the camouflage on the can 
changes color from winter camo to summer 
camo, depending on the temperature of 
the can. 

Currently, the two top sellers in this 
new item are Original Green and Lo-Carb, 
both 16-oz. sizes. “These are military exclu-
sive and have flow-through UPCs,” she not-
ed. “This means that the UPCs don’t change 
from the original or everyday UPC.”
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