
Fueled by double-digit sales increases in fiscal 2011, 
the Marine Corps Exchange (MCX) was ready for 
more successes during this year’s Back-to-School 

(BTS) period.
Karen Macdonald, stationery buyer for the Semper 

Fit and Exchange Services Division, reported that fiscal 
2011 sales in the stationery/school supplies depart-
ment increased 25 percent from the prior year, with 
$3 million in activity. The mid-summer BTS period 
accounted for 20 percent of that activity. 

SUCCESS FACTORS
“The largest contributing factor to our success in 

the 2011 season was our partnership with OfficeMax 
that began in April for our stationery/school supplies,” 
Macdonald noted. “OfficeMax manages the inventory 
in the stores, and this partnership has allowed us to have 
up-to-date planograms, with in-stock rates at 95 percent, 
for key items, providing for a successful sales year.”

Macdonald said that commodity items, such as 
paper, pens and “Marine-use items like waterproof 
notebooks,” are traditionally the MCX’s top-selling 
products in the stationery/school supplies area, and 
helped to lift sales during fiscal 2011.  

“Writing supplies accounted for 35 percent of our 
sales in 2011, paper was 17 percent, adhesives were 16 
percent, and art supplies were 10 percent,” she noted.

Macdonald told E and C News that in 2012 the BTS 
period “is really about the core items for the student, 
and commodities always dominate this season, and 
will do so again this year.”

Although traditional items will continue to be 
popular, the buyer said  MCX has added some “fun” 
items for 2012, including products based on Angry 
Birds, a popular strategy puzzle video game; Wild 
Notes from Crayola, a standard-looking notebook that 
comes with a special pen that allows for changing-color 
ink during writing; and Zipit pencil pouches, which 
resemble monsters’ faces and have numerous zippers 
and compartments to carry pencils, pens and other 
school-related items.

“Our first BTS ad, which ran from July 11-24, 
focused more on the college student with electronics 
and other key items needed to set up a home away 
from home, as well as basic school supplies,” she 
said. “The second ad, from July 25-Aug. 7, offered 
a younger focus with the basics: stationery supplies, 
lunch boxes, Hanes, etc.”

BTS FOCUS
 “As part of our branding efforts, we give guid-

ance to the stores on visual impact and merchandising 
standards,” Macdonald noted. “BTS is usually set in 
the stores’ seasonal swing area to make it easy to find 
and navigate to. We also do not remove or modify 
our day-to-day stationery set to accommodate BTS 
items; they are merchandised almost as a destination 
shop concept.  

“Many of these items turn quickly, and we need to 
ensure the stores have a recovery and restocking plan 
to keep us in business. The BTS business is extremely 
competitive, and we want to ensure we have what our 
MCX customers need the first time.”  

This is particularly crucial for military families, 
who often move from base to base as part of the life-
style that they live, work and go to school in. 

“We also coordinate with local schools and have 
supply lists on hand to ensure customers purchase 
the right items,” Macdonald said. “Many families 
are moving during this time, and it’s helpful to have 
the list right there, even if they haven’t completed the 
enrollment process at their new school.”
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‘Many of these items turn 
quickly, and we need to 
ensure the stores have a 
recovery and restocking 

plan to keep us in 
business. … We want 

to ensure we have what 
our MCX customers 
need the first time.’

– Semper Fit and Exchange 
Services Division Stationery Buyer 
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MCX Stationery

Surging Sales
  Meet Patrons’ Needs

A Back-to-School (BtS) display at MCAS Cherry point, N.C.,  
focuses on school supplies, backpacks and other related items.




