
Regarding specific category trends, when it comes to Perishables, customers 
are looking for healthy, quick and easy meals with an emphasis on taste. This 
has meant strong category growth in pre-processed, ready-to-eat (RTE) produce, 
packaged salads, fresh raw vegetables and even pistachio nuts.  

The convenience of deli and bakery items has moved sales and transactions 
up strongly in these departments. In fresh meats, customers are dealing with the 
steady upward rise in protein prices by “trading down” from high- and middle-
priced meats to lower-priced items. And in the dairy section, sales of “Greek-style” 
yogurt are exploding, with more new items and increased market share.  

In Semi-Perishable categories, patrons continue to move away from carbonated 
soft drinks (CSD) toward water, flavored water, and ready-to-drink (RTD) teas 
and coffees — known as “New Age” beverages — as healthier alternatives. To 
stem the sales loss in CSD, more competitive pricing is on its way.  

Among a number of important initiatives we’ve begun in the Sales Directorate 
(SD) is the refining of our category management functions.  

We are focused on gaining a better understanding of the military patron.  There 
is a great deal of quantitative and qualitative data available to us. We receive 
demographic information from a number of sources including the Defense Man-
power Data Center (DMDC), our Customer Service Satisfaction Survey (CSSS), 
third-party sources such as The Nielsen Company, and, of course, our industry 
partners. Sorting through and developing insights from this data is one of the key 
initiatives we are working on.  

Additionally, we have access to our customer comment program as well as 
information collected from social media. We believe that combining this informa-
tion with what we receive from other primary and secondary sources will lead us 
to a greater and more accurate understanding of our patrons.  

We are also working to understand our customers’ perception of the DeCA 
brand. We expect to develop and create a definitive awareness of the commissary 
benefit in our patrons’ minds. We want to establish a clear understanding of what 
we are and what we stand for as a non-pay compensation benefit, and then compare 
the value association to other grocery shopping alternatives.  

Expressing our “brand” in a meaningful way that emphasizes what’s important 
to the patron is the challenge, and it becomes more challenging when we consider 
our varied constituents.

We have been working with a brand consultancy, Wall to Wall Studios Inc., to 
assist us in researching the data we need to establish a strategic approach to this 
branding effort, which includes gathering a great deal of information about our 
commissary shoppers through in-depth interviews; intercept and on-line surveys; 
and shop-along trips with our customers.

Our branding consultant will help us evaluate this information and identify 
distinct targets of opportunity for brand improvements. We want to be efficient 
and effective in how we implement brand changes, and we think this is the best 
approach — and absolutely necessary to maintain relevancy with our customers 
and among our stakeholders.

E and C News: From your perspective, where do sales, trans-
actions, and customer loyalty currently stand at DeCA?

Rogers E. Campbell, SES: Shoppers today enjoy more and more choices 
when it comes to food offerings as well as types of shopping formats, including 
online shopping. Adding to this challenging dynamic for DeCA have been force 
realignments in Europe and the impacts of Hurricane Sandy. 

Because of these and other factors, sales and transactions are down slightly 
year-to-date. However, we expect year-over-year comparisons to improve. In 
fact, we did extraordinarily well during the recent selling period leading up to 
the Super Bowl.  

Looking ahead, we are pursuing new sales and marketing initiatives, such as 
e-commerce, and innovations in store formats to help maintain customer loyalty 
and better meet the needs of our 21st-century shoppers.

What are some of the big-picture trends that are shaping 
your group’s direction in fiscal 2013?  

From a category management perspective, we are focusing on SKU optimization, 
removing low-selling items and items that don’t present a considerable savings to 
our patrons. In today’s economic environment, we must provide enough holding 
power on the shelves of the best-selling items that maximize the patron benefit.  

Our customers continue to look for great pricing that can stretch their dollars 
and, with industry promotional funding at a premium, DeCA is planning promo-
tions with industry to capture available promotional funds to deliver maximum 
patron savings.  

In this exclusive interview with E and C News, Rogers E. Campbell, SES, execu-
tive director of the agency’s Sales, Marketing and Policy Group, looks ahead to 

a new raft of sales and marketing initiatives, including the shift to facing-specific 
planograms, and “re-imagining” the chill and dairy areas. 

New ways of doing business are also picking up considerable steam with fresh 
club-pack/bundle opportunities, new store formats, curb-side pickup and mobile 
and online ordering. 

Meanwhile, for Guard and reserves who live farther from the gate, Campbell 
— a former Army captain — is excited to roll out an enhanced Internet ordering 
system to bring improved savings to these patrons at their more remote duty stations.

To capitalize on all these efforts, and tie them together with an identity that 
reinforces the perception of DeCA as military patrons’ first choice for groceries, 
Campbell also discusses a fresh DeCA branding program, and the close partnership 
with industry needed to build a better benefit for 21st-century commissary patrons.

DeCA Executive Director, Sales, Marketing and Policy Group, Rogers E. Campbell, SES
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executive director 
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Marketing and 

Policy Group, the 
agency’s goals bring 
with them “the thrill 
of excelling in our 

mission just like our 
military does every 

day … .” 
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What initiatives or policies are you emphasizing to attain 
these objectives?

With regard to our re-imagining initiative, a main focus area is the Dairy Re-
imagining Project. We’re going to create adjacencies that make sense and create 
the cooking occasions for our patrons that will make their shopping easier and 
much more exciting.  

We are in the last phase of converting the percentage-based planograms to 
facing-specific. By doing so, we can re-index all the categories to meet the grow-
ing trends in many categories that don’t currently have enough space to grow with 
innovation, and many categories that have more space than is required. We’ll work 
toward better flow and adjacencies as well.

In fresh meats, we are looking to increase penetration of the Go Lean with 
Protein program, which promotes center-of-the-plate proteins with reduced pric-
ing, recipes and cross-merchandised side items to create a full meal solution of 
under 600 calories.

Of course, for all sections, we are always seeking to encourage ideas and in-
novation, partner for the best items and pricing, and, as noted earlier, improve 
promotional planning to better optimize promotional dollars.

Plans are also in place to start the initial development of a mobile application 
that will allow patrons direct access to their Commissary Rewards Card account 
from their mobile phone. At the same time, text alerts will notify the patron when 
new digital coupons have been posted. We recently enabled sign-up for email alerts 
when new coupons have been posted; text alerts will complement this.  

Regarding coupon selection, we are pleased to announce that additional manu-
facturers will begin providing digital coupons that will be available through the 
Commissary Rewards Card coupon portal. 

What is the status of outreach to Guard and reserves?

Yes. The Guard and reserve on-site sales program continues to be a great 
program. It truly is an outstanding way to extend the benefit to Guard and reserve 
members and their families who may be geographically separated from one of our 
“brick-and-mortar” commissaries. This year, we are on target to conduct more 
than 100 on-site sale events. 

We will continue to explore avenues to reach new areas while staying focused 

How are recent headquarters refinements facilitating closer 
coordination within the agency?

Expanded use and appreciation of analytics will play a critical role in evolving 
and managing our business. As with any organizational restructuring, there is a 
certain amount of growth and adaptation that needs to occur; it’s a natural part 
of the change process.    

The establishment of the Business Development Directorate, led by Tracie 
Russ, was a welcome addition to the Sales, Marketing and Policy Group. The 
directorate — with its E-commerce and Shopper Insights divisions — had a head 
start in coalescing and forming an identity as a functional team prior to joining 
the Sales, Marketing and Policy Group.  

When they officially “stood up,” they were already running at full tilt, and 
many of their objectives and strategies were fully developed. Ms. Russ has led 
them quite ably in integrating their work into the group. Many of their initiatives 
complement and, in many cases, expand the boundaries of other work we were 
doing in the SD.  

What is your vision, and what are your priorities for the 
remainder of fiscal 2013?

We aim to increase patron savings and reverse the direction we have seen lately 
in transactions. We want to continue to grow sales with innovation and powerful 
pricing with the help of our industry partners and category management reviews. 
This involves flushing out items that aren’t delivering adequate savings and those 
that exhibit weak retail velocity.  

In produce, we are continuing to enhance our working relationships with sup-
pliers to achieve even more success in promotion, merchandising and inventory 
control, as well as item standardization. With DeCA being named 2012 Produce 
Retailer of the Year by Produce Retailer magazine, we are very excited about our 
prospects to continue to provide world-class produce excellence in the future. 

And, we are looking to “re-imagine” our chilled sections based on industry 
best practices. 

Another protein initiative is to capitalize on our customers’ desires for lower-
cost protein sources, including more fresh poultry and new, healthier dinner 
sausage and franks offerings.

Club-Style Store Opportunities

Asked about his message to suppliers and stores about the possibilities and op-
portunities involved with DeCA’s plans to test club-style stores, Campbell said:
“Making this club-pack format work will require the best proposals 

from industry for a well-rounded, stock selection of grocery, meat, and 
produce items. Industry has been very supportive, and we are now receiv-
ing presentations for club items to attract customers’ attention.  

“Chill and freeze display cases will be available, so we are asking for 
club-sized packs for these sections as well. A club-type store will be able 
to provide customers with an extended product selection of bulk and 
family packed fresh meat items.  

“Finally we also see opportunities in the deli/bakery department to 
expand into larger packages for parties and entertaining. these club-sized 
packs would be in addition to our core selection, as offered in all stores.”

Regarding feedback from suppliers and logistics partners, the Sales, 
Marketing and Policy Group executive director said:

“All of our major suppliers and logistical partners have been bringing 
us club-pack item proposals that supplement what is typically found in 
our regular club-pack promotional packages. As I indicated, we are still 
looking for additional freeze and chill items as well as meat and produce 
club packs.  

“From a promotional viewpoint, it’s important that the items we select 
for warehouse-style stores be included as year-round products on the club-
pack program throughout the entire year. Discussions about construction 
and test locations are still in the evaluation stages.

“Again, as we continue to evaluate the viability of this format, we rec-
ognize that item selection, item availability and patron savings will be key.”
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With Curbside Pickup

Asked about the current status of DeCA’s Internet ordering pilot program, 
mobile commerce, and curbside pickup of groceries,Campbell said: 
“We plan to test Internet ordering with curbside pickup at three stores 

later this year, in response to changing customer desires and the increased 
use of the Internet for shopping. Online sales are expected to grow to 
about 10 percent of overall grocery sales by 2017. With the average age 
of our military members being around 28, and with younger shoppers 
being heavy drivers of online sales, we believe curbside service will be a 
tremendous benefit.

“With respect to staffing for the e-commerce initiative, we plan to use 
DeCA labor during the three-store test. Individual staffing for each store 
will be increased from existing resources within DeCA. During the test, 
we will closely monitor the cost of delivering curbside pickup so we can 
better estimate what it will require when we expand it beyond the three 
stores.” (See chart below.)

Internet Ordering/Curbside Pickup
TEST LOCATION MONTH
Fort Lee, Va. May 
travis AFB, Calif. July
Offutt AFB, Neb. September  
Source: DeCA

“the purpose of this test is to assess whether we can successfully operate 
curbside service in high-volume and high-traffic stores without affecting 
the level of service to our patrons; to gauge patrons’ response, specifically, 
how willing they are to use the service and whether they continue to use 
it; and to determine the cost of delivering the service.  

“the project is on schedule, and we hope to go live in May at the Fort 
Lee store, barring any unforeseen difficulties.”



manager, were selected to participate in the startup of the CLASS initiative as 
advisors and facilitators for produce and meat’s service analysis teams.  

Dave Leffert, program manager, Deli/Bakery, Sushi Operations and Grab and 
Go; Kosher; Deli Bakery (contracted), and buyers Iveena Henderson and Randi 
Robinson, members of the Perishables team, also participated in CLASS teams. 
Standardized price lookup codes are being maintained in the sales division for 
use throughout our stores worldwide.  

By standardizing CLASS, DeCA is ensuring all customers, regardless of lo-
cation, receive quality service in a consistent and equitable manner.  Using best 
practices throughout all commissaries to create a standard environment and improve 
efficiency will provide an even greater shopping experience for our customers. 

What is the most rewarding part of your work serving
military patrons?

When we negotiate super deals, roll out great promotions and win awards — 
such as Best Produce Retailer — we get the thrill of excelling in our mission just 
like our military does every day, and we feel like true members of the military team.  

Having a positive influence on the health of military members and their fami-
lies, through our many healthy eating 
initiatives, while helping their financial 
“health” with great savings, is a win-
win for our customers and our nation.  

We feel it personally during com-
missary tours for the children of our 
military families. It is so satisfying to 
see children have fun and feel at home 
in their commissary, while learning les-
sons that will help them all their lives 
about varieties of produce, how meat 
gets processed, and how their commis-
sary helps make their lives better.

Also, with so many of our staff 
closely tied to the military as former 
members, dependents, spouses or re-
servists, I understand the many chal-
lenges our customers face. Being able 
to help make their lives better and more 
secure is a true joy.    

Is there any other 
message you would 

like to convey to DeCA 
personnel and DeCA’s 

industry partners? 

It’s important that DeCA gets in-
dustry support in serving our patrons; 
we are a team and must continue to 
partner as a team.  

The important objective of this 
supplier-distributor-DeCA teamwork 
is to maximize patron savings. We can 
better accomplish this through promo-
tional forecasting, effectiveness and 
compliance, seeking to streamline the 
items in our assortments for the benefit 
of the supply chain.  

We look forward to growing our 
business and our partnership with in-
dustry, and appreciate all the efforts 
and work our employees and industry 
partners do each day to support our 
authorized patrons and their families.

—E and C NEWS

on reducing the costs associated with conducting these events.  One way to do 
this is to conduct more of them online, and I will talk more on that subject later.  

Finally, we are exploring the option of increasing products that would do well 
in this environment, such as bundle packs and club-pack items.  

I am very excited about fielding an online ordering capability to support our 
Guard and reserve on-site sales. The Guard and reserve pre-order/pre-pay system 
enables authorized patrons to order a limited assortment of items in a case, club 
pack or bundle pack.  

We conducted three events last year and already have 11 on the books for this 
year. Our first event in fiscal year 2013, the Colchester, Vt., sale hosted by the 
Fort Drum, N.Y., commissary, generated $34,000 in online sales.  

In the future, we see more Guard and reserve sale opportunities going online 
as a means to reduce the overall cost of running an event. This will allow us to 
conduct more events and make the benefit more available in the future. 

What is your group’s role in the Commissary Levels of 
Authorized Standardized Services (CLASS) rollout?

Bridget Bennett, produce program manager, and Les Simpson, meat program 
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