
“Healthy Eating” long ago outgrew being a trendy catchphrase 
in Defense Commissary Agency (DeCA) stores. For many 
years now, the Department of Defense (DoD), the military 

service branches, and DeCA have made healthy living a priority, 
putting in place a variety of programs and measures to encourage 
healthier choices and lifestyes. From DeCA’s own “USDA Organic” 
labeling, “Eat Healthy and Be Active Your Way” and “Go Lean 
with Protein” campaigns, to DoD’s “Operation Live Well” and 
its new Healthy Base Initiative (HBI), the focus on supporting 
better health and nutrition has intensified dramatically in recent 
years. Even with a recent decline in the number of active-duty 
servicemembers impacting grocery sales overall, the “Better For 
You (BFY)” and “Good For You (GFY)” portions of category 
assortments, and produce departments (up almost $20 million 
in fiscal 2013) in general, continue to see sales increases as commissary 
shoppers are responding positively to many of these types of items. And although 
performance can vary by region and product, the outlook continues to be bright for 
continued growth in BFY, GFY and organics overall.

E and C News spoke with several DeCA category managers — Steve Villeneuve, 
who handles dairy, Richard Walker, who is responsible for frozen foods, and Bridget 
Bennett, who oversees produce, regarding healthy food options and their ongoing 
impact on the worldwide commissary food portfolio.

E and C News: Measuring “Better for You” foods and organic items against 
traditional products probably is not a fair gauge of the popularity of these 
items in your assortment. Can you quantify the impact these types of products 
are currently having in terms of dollar sales volume and percentage growth 
within your category assortment year-to-date 2014? 

Steve Villeneuve: We do not have a specific category within dairy 
called “Better for You.” Most of the dairy categories have many items that 
fall into both BFY and organic classifications, but are just not tracked 
accordingly. 

Richard Walker: According to Nielsen data, GFY products — in-
cluding organics — are carried within 22 major frozen categories, and 
overall, the trend in dollar sales and units is favorable, with an increase 
of 1.80 percent in dollars and a 4.7-percent increase in units over the 
52-week period ending Dec. 7.  Of the 22 categories we stocked, all show 
an increase in sales, with the exception of six categories.  

E and C News: Organic products were very trendy a number of 
years ago. Where do you feel that trend currently stands in your 
category area? Has it leveled off? Do you see any further prospects 
for sales growth for organics items in your categories? 

Villeneuve: BFY and organics continue to have a place in the busi-
ness, and are still growing in most segments.

Bridget Bennett: Organic produce sales will continue to see growth 
in 2014. The main drivers for this increase are health and nutrition, con-
cerns about effects of pesticides and avoidance of artificial ingredients. 

According to Reportlinker.com’s “United States Organic Food Market 
Forecast & Opportunities, 2018,” it has been projected that the organic 
food market in U.S. will grow at the Compound Annual Growth Rate 
(CAGR) of about 14 percent during 2014-18.
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Around the perimeter: A 
customer at the Fort Myer 
Commissary, JB Myer-Hen-

derson Hall, Va., checks 
the selection of “healthy” 

and organic milk products.
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‘Better For You (BFY) and organics 
continue to have a place in the 
business, and are still growing

in most segments.’
— DeCA Category Manager, Dairy, Steve Villeneuve

DeCA  p roduce 
sa les  increased 
during 2013, as 
servicemembers 
and military fami-
lies increased their 
spending on fresh 
fruits and vegeta-
bles, such as here 

at Fort Lee, Va.
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Overall, DeCA sees a growing trend in sales, with regional differences 
and varied results. We do not expect to see this trend level off. The number 
of organic products offered has grown over the last year, and the assortment 
varies seasonally. 

New emerging organic trends include power greens like kale and spinach. 
Juicing has become popular, and these nutritionally packed greens, along with 
acai and goji berries, are gaining fans. 

Our value-added category continues to grow with power greens salads and 
seasonal fruit, and new berry SKUs. Our Northwest area produce supplier, 
Spokane Produce, is packaging organics under an in-house-created label called 
“Living Organic.” They promote three to four organic items per week, which 
has helped the category grow with proven success.

Walker: GFY products are trending higher in sales growth than traditional 
frozen items, and based on sales volume, are still continuing to climb in DeCA.  

Within remaining markets (RM) — traditional retail supermarkets — similar 
growth continues, in both in dollars and units, with a 6-percent growth in dollars 
and unit sales for the 52 weeks ending Dec. 7. 

As we begin the process of category reviews, GFY items will remain a 
point of interest to ensure we offer the very best assortment in this apparent 
area of interest. 

E and C News: What guidelines, rules or regulations do you, as a cat-
egory manager, live by when it comes to determining what items qualify 
as  “Better For You” and “Good For You” items, to ensure they are properly 
displayed and represented to patrons? 

Villeneuve: Many of the dairy category items fall into BFY, yogurts, milks 
and cheeses.

Walker: GFY products come in various forms from certified organic, gluten-
free, meatless products, seafood products, etc., that gives our health-conscious 
customers an alternative to healthy products versus some traditional products 
that may have excessive calories, carbohydrates, and chemicals. 

From an organic standpoint, the products must have a U.S. Department of 
Agriculture (USDA) certified certificate stamp present on the product packaging.

E and C News: What have you found are some of the best ways to 
planogram BFY and organic items and make customers aware of their 
presence in your assortments?

Villeneuve: Dairy items are planogrammed together. We do not have a 
specific place for the BFY items.

Bennett: Organic produce sets continue to increase with the number of bulk 
organic products available for our shoppers. We have found that integration of 
these products into the conventional sets where applicable has been successful. 
This encourages our patrons to discover that there may be an organic alternative 
available for their favorite item, and if the price point is not vastly different, 
they may be inclined to try it. 

In some areas of the country, a segregated set works better, and creates a 
destination for the true organic shopper. For these shoppers, there is no need 
to meander through the department, as they do not trade between conventional 
and organic.

Walker: In the past, DeCA has taken the position to merchandise Better for 
You and organic products integrated within the listed category sets to enable 
customers to better perform price comparisons and allow them to shop the entire 
appropriate category to make their selections.  

There are advantages and disadvantages of displaying products as a seg-
regated section versus the integrated set, and we have taken the position to 
integrate. Thus far, based on the continuous sales growth we are experiencing, 
this method of displaying will continue. 

We need to do a better job of highlighting “Good for You” products through 
better on-shelf point-of-sale material, and that will be a goal going forward. 
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class technology from the leading solution providers. 
The commissary system is a benefit, and this train-
ing and certification will only allow us to provide 
a stronger benefit. 

Walker: Actually, it is a little too soon in the 
process of certification to identify what is the most 
interesting, from my point of view, having just recently 
completed the first part of the process in completing 
the application to determine our qualifications based 
on past experience versus what will be the training 
requirements to obtain certification.

I am very excited about having the opportunity 
to gain greater insight into the necessary category 
management trends that will enable me to better 
perform my job and ultimately better serve our com-
missary customers. 

—E and C NEWS

E and C News: Are there any new healthy and/
or organic products that have recently come to 
store shelves or will come to your stores in 2014 
that you can tell us about?

Villeneuve: Dairy category reviews will start 
in January 2014.

Walker: Four Evol Foods SKUs, including two 
Macaroni and Cheese varieties, a Chicken Teriyaki 
Bowl and a Fire Grilled Steak Bowl were added in 
September 2013 during a category review. We realize 
the importance of adding variety in the BFY portion 
of our category assortment.  

E and C News: Are there any specific 
promotions that you are working on, 
either as an agency initiative, or with 
suppliers, geared to healthier products 
and organic items in your assortment 
during the coming year?

Walker: Each year, we develop a sched-
ule for the promotional displays that include 
themed events. Such events for 2014 include 
the “Promises for the New Year Sale” (Dis-
play Period #1). This promotion is scheduled 
for the New Year when most of us are trying 
to “get fit” by eating healthier as part of our 
New Year’s resolution. 

In March, National Nutrition Month 
Awareness (Display Period #6) runs in 
line with Frozen Food month. Here we of-
fer great deals on many more items with a 
larger selection of BFY products. We also 
have planned the Family Fun and Fitness 
Festival event (Display Period #9), which 
runs during the Mother’s Day time frame.

E and C News: What aspects of the 
new Category Management certification 
process have you found interesting? 

Villeneuve: I find the whole process 
interesting. Once we are trained and all in 
place, we will be able to intelligently review 

each category and make business decisions as to 
what items we sell and where they should be placed.

Bennett: I also find the whole process interest-
ing. Once certified, we will enhance our ability, and 
conduct category management in line with industry 
best practices, and make business decisions to ensure 
the appropriate selection and pricing are available 
for our commissary patrons.

The Category Management Association (CMA) 
defines category management as “trading partners 
collaborating to determine the point of optimiza-
tion in pricing, promotion, shelving and assortment 
to maximize shopper satisfaction.” Obtaining this 
training will allow us to draw on the latest industry 
trends, leverage available data, and utilize best-in-

Yogurts, such as this selection at 
NNSY Portsmouth, Va., are among 
the most popular products in the 
“Better For You” portion of DeCA’s 

dairy assortment.

Baby Carrots
Bananas

Gala Apples
Cello Carrots

Russet Potatoes

Yellow Onions
Celery Hearts

Romaine Hearts
Broccoli

Red Seedless Grapes

Avocados
Grape Tomatoes

Green Seedless Grapes
Fuji Apples

Red Potatoes

Oranges
Honey Crisp Apples

Strawberries
Raspberries

Basil

‘We have found that integration of these products into the 
conventional sets where applicable has been successful. This 

encourages our patrons to discover that there may be an 
organic alternative available for their favorite item, and if the 

price point is not vastly different, they may be inclined to try it.’
 — DeCA Category Manager, Produce, Bridget Bennett

DeCA Top Organic 
Produce Items 

YTD 2014
Source: DeCA

DeCA Top-10 Best-Selling Frozen Items 
By Unit Volume YTD Fiscal 2014*

1) Cascadian Farm Fruit Blueberries
  2) Amy’s Bean Rice Cheddar Cheese Burrito Wrap (6 oz.)
  3) Alexia Panko Breaded Onion Rings Serving Ring (4.5 oz.)
  4) Morningstar Farms Harvest Burgers
  5) Kashi Roasted Vegetable Pizza (13.5 oz.)
  6) Amy’s Cheese Enchilada
  7) Kashi Mushroom Spinach Pizza (13 oz.)
  8) Kashi Omega 3 Round Waffles
  9) Morningstar Farms Spicy Black Bean Burger
10) Kashi Fire Roasted Red Onion Pizza
11) Morningstar Farms Breaded Chicken, Vegetables, Potatoes 
      Entrée (10 oz.)
12) Morningstar Farms Vegetarian Sausage Patty (box) 
13) Cascadian Farm Organic Strawberries (10 oz.)
14) Amy’s Spinach and Tomato Pizza (14 oz.)
15) Morningstar Farms Garden Vegetable Entrée (9.5 oz.)
16) Morningstar Farms Breakfast Links
17) Kashi Omega 3 Round Waffles (10.1 oz.)
18) Amy’s Black Bean Vegetable Enchilada Entrée (9.5 oz.)
19) Morningstar Farms Bacon Strip (5.25 oz.)
20) Vans Homestyle Waffles (9 oz.)

* DeCA CONUS stores, excluding Alaska and Hawaii, for the 52 weeks ending Dec. 7, 2013.
Source: DeCA
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DeCA Top-10 Best-Selling Items 
Reduced Calories Dairy Products*

By Dollar Volume, YTD Fiscal 2014

ITEMS SALES

  1) Kraft Philadelphia Light Cream Cheese
      (50 percent less fat)   . . . . . . . . . . $168,065
  2) Daisy Sour Cream (16 oz.)  . . . . . . $116,476
  3) Daisy Light Sour Cream (8 oz.) . . . . $60,607
  4) Yoplait Light Blueberry Patch 
      Yogurt  . . . . . . . . . . . . . . . . . . . . . . $47,777
  5) Yoplait Light Harvest Peach
      Yogurt  . . . . . . . . . . . . . . . . . . . . . . $44,124
  6) Yoplait Light Strawberry Banana
      Yogurt  . . . . . . . . . . . . . . . . . . . . . . $42,999
  7) Yoplait Light Strawberry Yogurt . . . . $41,947 
  8) Yoplait Light Very Cherry Yogurt . . . $39,420
  9) Yoplait Light Key Lime Pie Yogurt  . . $35,896
10) Yoplait Light Very Vanilla Yogurt  . . . $34,330

* DeCA CONUS stores, excluding Alaska and Hawaii, for the eight weeks ending 
Nov. 23, 2013.
Source: DeCA




