
March is perennially one of the Defense Com-
missary Agency’s (DeCA) premier months 
for the frozen food category. Strongly sup-

ported by the National Frozen & Refrigerated Food 
Association’s (NFRA) Penguin Awards competition, 
frozen food sales heat up during this time.

“Based on units sold, March is a very close sec-
ond to October as the best month for frozen food 
sales,” said Marketing Business Unit (MBU) Cat-
egory Manager Lou Kennedy. “DeCA’s military cus-
tomers prepare for the holidays in a big way, which 
makes October through December the other ‘hot’ 
period for frozen food sales.” 

Following the holidays, Kennedy characterized 
January through March as “relatively slow months” 
for overall store sales, “so the strength of frozen food 
promotions in March really shows.”

IMPRESSIVE LIFT
Kennedy told E and C News that DeCA patrons 

purchased 17.55 million frozen food items on aver-
age each month in fiscal 2011, with the number spik-
ing to 18.45 million in March 2011.

“The 5.1-percent lift is impressive and shows that 

our customers are taking full advantage of the sav-
ings offered in our commissaries,” he said. 

Kennedy said DeCA frozen foods “had a great 
year” in fiscal 2011, generating $484.62 million in 
sales, an 8.36-percent increase over the prior year, 
with unit growth up 5.9-percent, which he called “a 
great barometer for true growth.”

In the first month of fiscal 2012, frozen food sales 
increased 3.14 percent over the prior year, “showing 
that the momentum from fiscal 2011 continues,” 
Kennedy observed. 

BREAKFAST ENTREES
Looking specifically at frozen breakfast entrees, 

Kennedy reported sales during fiscal 2011 were near-
ly $34 million, representing growth of 16.8-percent 
over the prior year, with unit sales up 11.8 percent. 

“This provides further proof of the solid growth 
in the breakfast arena,” Kennedy said. “The strong 
growth is a result of the team approach, with industry 
and DeCA’s sales group working the best deals, and 
most importantly, the stores working the product to 
the shelves.”

He reported that DeCA’s most popular breakfast 
brands in fiscal 2011, based on items in the 

top 10 for dollar and/or unit 
sales, were Eggo; Pillsbury; 
Banquet Brown 'N Serve; 
and Jimmy Dean. 

“Their popularity has 
probably been the result 
of ensuring good quality, 
good prices, and good 
promotional support,” 
he explained.

CONTEMPORARY 
FLAVORS

Kennedy said that 
the agency is continu-
ing to look for newer 
items to join tradi-
tional favorites in the 
freezer case.

“Consumers’ pal-
ates are changing, and 

they are looking for 
new and more contem-

porary flavors, such as 

more ethnic, updated flavor profiles and ways to add 
their own touch, including being able to pour as little 
or as much sauce as they want on their meal,” Ken-
nedy added that DeCA is exploring new products 
that satisfy those requirements.

TEAMWORK
Kennedy highlighted the DeCA promotion team’s 

close work with its frozen food buyer to ensure the 
best deals from brokers, which enables commissaries 
to achieve the greatest impact in their frozen sections 
during this Frozen Food Month.

“Teaming with the brokers to achieve maximum 
sales and savings has proven to be a successful for-
mula over the years,” he pointed out. “The brokers 
also play a big role at store level by providing stock-
ing support and product demonstrations, and indus-
try does a great job in promoting frozen items to 
maintain sales momentum.”

The stores themselves — especially the ones par-
ticipating in the March Penguin competition — can 
make or break the promotion. “It takes a tremendous 
amount of effort to decorate the store, run product 
demonstrations, and rotate promotions during the 
month,” he noted. “Most commissaries are quite lim-
ited in frozen storage space, which makes the stores’ 
efforts that much more remarkable.” 

Kennedy said that all of these players “make an 
impressive team, and they have made Frozen Food 
Month a very successful promotional period for 
DeCA. The lift that we received in March is proof 
that the stores, the promotion team, industry, and buy-
ers are teaming together to produce excellent results.”

PACKING SAVINGS
Kennedy emphasized that patrons’ quest for val-

ue has not abated. “As consumers look for ‘value’ in 
this economy, the club pack is seen as a value by con-
sumers on a ‘cost-per-ounce’ basis.” He illustrated 
this saying, “DeCA carries several club packs, and 
they have sold well. Patrons are looking for value, 
buying products on sale, looking for the best deals, 
and redeeming coupons.”

Boxed or bagged multi-serve meals also appeal to 
those looking for value, “especially to larger families 
and those looking for quick and easy options,” Ken-
nedy noted. “These meals also offer a nice value for 
our patrons.”
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In the March 2011 Penguin Awards competition, 
the Silver Penguin Award for Military Commissary 
Best Endcap Display went to Sheppard AFB, Texas.
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