
store managers would, of course, be ordering product 
to complement their displays.”

Cella added that the Army & Air Force Exchange 
Service (AAFES) “is an invaluable partner, supply-
ing us with our non-alcoholic beverages for MCAS 
Iwakuni, Japan.”

The buyer noted that Gatorade was among the 
top-selling brands during the promotional time frame, 
with Gatorade (32 oz.), Gatorade Prime and Gato-
rade Recover particularly strong standouts. Other 
top sellers in this area included Monster Energy 
Drink Singles (12 oz. and 16 oz.); Xyience Singles 
(16 oz.); and Pepsi (12-oz., 12 packs).

with the latest opportunities as they become avail-
able,” Daniel noted. “Inside of these brand/options, 
we look for chances to connect our customer base 
to key elements in the line.” 

A series of popular national brand brews from 
Anheuser-Busch, Corona and MillerCoors topped 
the MCX best sellers. 

Daniel noted that MCX customers will have a 
wider assortment to choose from for the 2015 Big 
Game, as the exchange service has expanded the 
“Craft, Cider and Flavored Malt Beverage (FMB)” 
sections based on its growth this year. Among the 
craft brews Marines will find on MCX shelves are 
Sam Adams, and India Pale Ales (IPA) from Sweet-
water and Goose Island. Infused Crafts have also 
penetrated the assortment and include Leinenkugel 
Berry Weiss, Summer, Orange and lower-alcohol 
seasonal shandys, Samuel Adams Winter Brew 
and various “variety packs” from Leinenkugel and 
Samuel Adams.

Among the new FMB’s in MCX stores are Redd’s 
Strawberry and Wicked Ales and Bud Light Rita 
extension with Cranberry.

Cider has also added a fresh flavor option to meet 
Marine Corps customer demand. Offerings include 
Smith & Forge, Angry Orchard Crisp Apple and 
Brokenstraw Beverage Johnny Appleseed.
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NON-ALCOHOLIC BEVERAGES
“We believe that our Marines and their fami-

lies enjoy the Super Bowl promotions, in 
particular at the locations that are able to create fun 
and interactive displays,” said MCX Non-Alcoholic 
Beverage Buyer Joe Cella.

Leading up to the 2015 contest, the MCX runs 
its annual Super Bowl Ad and Sale Event from Jan. 
22 to Feb. 2. 

“We are sharing an ad page with Food Buyer 
Ashley Davis that we are calling ‘Super Snack Bowl,’ 
featuring super pricing on snacks and drinks our 
Marines and their families can enjoy while watching 
the game,” Cella said. 

STRATEGY, ORDERING
According to Cella, most of the non-alcoholic 

beverage vendors had their internal 2015 strategy 
meetings midway through to the end of September, 
“and typically presented items for the promotion in 
October. However, we have already reached out to 
several vendors to run some ideas past them. 

BEER

Marine Corps Exchange (MCX) 
Beer Buyer Rich Daniel related 

to E and C News that the MCX’s as-
sortment experiences a good lift in 
beer sales to qualified patrons during 
the period leading up to the Big Game. 
“Like most major events and seasons, 
we see the traditional pick-up in busi-
ness,” he noted. “This is an event that 
has an elastic effect for a two-week 
period, consisting of the week prior 
to and the week of the Super Bowl.”

As of early October, Daniel said that the ex-
change was finalizing the details for the holiday 
season, and was currently “crafting the elements” 
for the January-to-March time frame, including the 
Big Game period in late January and early February.

“We will participate with all national and related 
regional sale pricing and promotions,” Daniel said. 
“Our endcaps and stack-outs will be reflective of 
the prioritized brands that are the most meaningful 
to our customers. We also ensure our partners can 
provide tastings as a part of our new-item launches 
and big-brand pushes during the period.”

The MCX had “a firm grip,” Daniel said, on 
promotional specifics, “and with our on-demand 
inventories from mandated state distribution, we 

“We finalize our promo-
tional package by the first 
week of this month, and the 

stores will complete their ordering two weeks prior 
to the start date of the ad. All of our products are 
delivered on a weekly basis at a minimum, with many 
locations receiving delivery two times per week.”

Cella said that the MCX does not push quantities 
to stores per se, since all items fall into the direct 
store delivery (DSD) category. “However we do di-
rect end caps, which in turn requires ‘x’ amount of 
product,” he noted. “Additionally, since we encourage 
our stores to go above and beyond, where possible, 
to create exciting Super Bowl-related displays, the 

will begin to see goods arrive by week one 
and two of January.”

LOCAL COORDINATION
Although brand priorities are set at the 

centralized buying office at MCX headquarters 
in Quantico, Va., “At the local level for each 
site, distributors work closely with the site 
management teams to determine the intensity 
needed to meet the sale plan,” he explained. 
“There are some one-off opportunities gen-
erated at the individual installation level in 

regard to local craft and regional options. These are 
quite small in comparison to the national promotions 
with the large beer companies.”

Overseas the strategy is slightly different. “We 
pull a small supply through our partners at the Army 
& Air Force Exchange Service (AAFES) in Japan,” 
he said. “These brands/options are limited in scope 
based on their share of the business. 

“The ‘supply chain handshake’ is quite helpful 
to us, as we continue to provide some unique op-
tions to our OCONUS customers in Japan. Without 
their support for these niche options, we would not 
be able to supply the breadth of variety that we 
currently offer.”

“We continually monitor the market — nationally, 
regionally and locally — to provide our customers 

Cella

Daniel

THIRST
Building Up for
Snack Bowl Sales

Energy drinks, such as these displayed at MCB Camp Pendleton, Calif., rank among 
the top choices made by MCX customers for their Big Game purchases. 

‘Elastic Effect’ For 2015 Big Game
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