
E and C News: What are some of the initiatives 
the SD has introduced during the past year?

ROGERS E. CAMPBELL: Over the last year, we 
finalized the reorganization of the Sales Directorate. 
By realigning our category management process, we 
have positioned the agency to ensure the commis-
sary benefit and its savings remain relevant to our 
patrons. We are committed to this goal. 

To ensure our category management team mem-
bers are equipped with the best possible skill sets, 
mirroring retail, the agency has invested in category 
management training. To date [through mid-March 
2015], over 60 percent of our category management 
team members have fully achieved their certification 
in category management, to include seven of our 
category managers. Our goal is to reach 100 percent 
by October 2015. 

Finally, we were very proud to reintroduce the 
Value Brand program. This program was re-energized 
in December 2014, and aims at satisfying patrons’ 
growing demand for value-priced products. Store 
and private label brands now comprise about 17 
percent to 24 percent of dollar sales in retail, and 
we want our patrons to know commissaries have 
always offered, and will continue to offer, brand 
name products that favorably compare with private 
label and store brands. 

E and C News: How is DeCA’s Value Brands 
program influencing traffic and sales? 

CAMPBELL: Value Brands now consist of about 
400 products across 43 categories. The categories 
selected are those where the store brand and private 
label share in retail have high penetration. Under 
the program, we are spotlighting Value Brand items 
with special labels to make them easier to identify 
when shopping the commissary. 

Patrons can spot these bright orange VALUE 
labels throughout the store and find more informa-

tion about Value Brands on DeCA’s website, www.
commissaries.com, or through the agency’s social 
media outlets, Facebook and Twitter. 

Under our definition, Value Brand items are equal 
or lower in price than other retailers’ store and private 
label brands of equivalent size 
and formulation. We did a 
price evaluation in January 
and found our Value Brand 
items saved around 26 per-
cent, on average, compared 
to store and private label 

‘We are confident our efforts in reorganiz-
ing the Sales Directorate, expanding our 
analytical capabilities, and implementing 

new programs — i.e., Value Brands, Health 
and Wellness — will have a positive impact 

on increasing sales and generating great 
savings to our patrons moving forward.’

— Rogers E. Campbell, DeCA Executive Director, 
Sales, Marketing and Policy Group

D espite some strong headwinds in fiscal 2014, military shoppers have voted with their 
feet to take advantage of their grocery shopping benefit. Together, commissary patrons 
produced 89.6 million transactions in fiscal 2014, based on sales of $5.7 billion, and 

had pushed sales and transactions higher through February of fiscal 2015, versus the same 
period the previous year.

What’s in store for the commissary in 2015 and beyond? In this exclusive interview with 
E and C News, Rogers E. Campbell, SES, talks about the recent Sales Directorate (SD)
reorganization, the new category management system, hybrid stores, enhanced club-packs, 
Click2Go curbside ordering, and the Value Brand program, and other recent initiatives 
the SD is exploring to help the agency provide a stronger benefit to commissary patrons 
in the years to come.
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Rogers E. Campbell, Executive Director, Sales, Marketing and Policy Group

‘Better For You’ Rollout Expands in Support of HBI
In discussing various Sales Directorate (SD) goals and initiatives, Rogers E. Campbell, DeCA 

Executive Director, Sales, Marketing and Policy Group, told E and C News, “Another significant 
achievement this year has been our support and rollout of the Healthy Base Initiative (HBI) “Better 
for You” program at four installations: Fort Meade, Md.; Fort Bragg, N.C.; MCB Quantico, Va.; 
and March AFB, Calif. These stores are leading the effort to support this Department of Defense 
(DoD) program by publicizing that commissaries are a great source for Better for You foods.” 

Inside these four stores, he noted, “Our patrons will see educational material, infograph-
ics, handouts, ceiling danglers, shelf talkers, and display items identified as Better for You. 
Together with the installation healthcare community, we provide our customers with food 
and product choices and information to make their lives healthier.”

Additionally, Campbell explained, “We are testing a concept at three commissaries to 
merchandise natural and organic items in segregated sections within the aisle or category 
where those items align. This trend has been emerging in retail and appears to be very suc-
cessful. At Fort Meade, we have experienced over 8-percent growth of natural and organic 
products by merchandising the items in this manner.”

Providing

‘The Best Commissary 
Benefit Possible’

DeCA Executive Director, Sales, Mar-
keting and Policy Group, Rogers E. 
Campbell (right) with Col. Michael A. 
Buley, USA, DeCA director, Public Health 
and Safety, at the Fort Lee, Va., Com-
missary. The safety of food items and 
other products sold in commissaries is of 
paramount importance to the agency.
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percent — toward a goal of $5.8 billion. 
One barrier we must overcome is the accelerating 

troop drawdowns. Data from the July 2014 Defense 
Enrollment Eligibility Reports System (DEERS) 
report reveals that active duty sponsors declined 
2.51 percent (July 2014) versus the prior year. This 
was a more severe drawdown compared to the prior 
one-year period.  

We are confident our efforts in reorganizing the 
Sales Directorate, expanding our analytical capa-
bilities, and implementing new programs — i.e., 
Value Brands, Health and Wellness — will have a 
positive impact on increasing sales and generating 
great savings to our patrons moving forward.  

E and C News: Is there anything else you’d 
like to add? 

 
CAMPBELL: I want to thank our industry part-

ners for all their support, and let them know we 
continue to depend on them to monitor and improve 
where possible. This includes all facets of operations, 
from ensuring high service levels through the supply 
chain to making sure vendor stockers are available 
at store level to get products on the shelf, especially 
during our busy Thursday through Sunday periods. 

We also need to see innovative proposals that 
grow patron transactions, such as multi-purchase 
discount pricing — i.e., “five for $5” — multi-packs, 
or mix and match. 

Ultimately, it comes back to our mission of de-
livering average annual savings of 30 percent or 
more on grocery and household items compared 
to downtown — it’s that simple! 

Together, our DeCA team members and our in-
dustry partners can ensure that our military person-
nel and their families can always depend on their 
commissary to be “worth the trip!” We owe our men 
and women in uniform and their families the best 
commissary benefit possible.  —E and C NEWS

brands, and over 43 percent to the market leader 
national brands. 

We plan to assess the program twice a year to 
make sure pricing is competitive and that the Value 
Brand items remain relevant to our patrons. 

E and C News: Where does DeCA stand on 
its “warehouse store,” “hybrid store” and 

“Click2Go” initiatives? 

CAMPBELL: The test of the hybrid store at OLF 
Imperial Beach, Calif., is now complete. Results 
showed that club packs benefited greatly from in-
creased selection, but this growth did not sufficiently 
offset lost sales that resulted from the streamlined 
assortment of regular-sized products. We are plan-
ning to refine the selection of club-pack items in 
the near future to make more room for more regular 
products, and reset the store. 

The enhanced club pack selections offered at the 
McChord Field Commissary, JB Lewis-McChord, 
Wash., are meeting expectations successfully, with 
customers enjoying both a full range of regular prod-
ucts plus an extensive assortment of club packs. We 
anticipate this store setup will be maintained after 
the one-year test.  

CLICK2GO continues to increase in sales and 
transactions at the three test locations, Fort Lee, Va., 
Offutt AFB, Neb., and Travis AFB, Calif. We have 
refined operational processes and made some minor 
changes to operational hours to meet the needs of our 
customers. We are pleased with the patron acceptance.  

E and C News: What initiatives do you have 
in the works and on the drawing board for the 
next six to 12 months that you can tell us about?

CAMPBELL: Our content marketing team has 
increased our reach to commissary customers via 
social media, web, radio and TV, and military me-
dia regarding in-store sales events and promotions, 

weekly sales flyers, and worldwide sales campaigns. 
The team meets twice a month to discuss upcoming 
promotions and also brainstorm new ideas on how 
to further expand our voice to the military market. 

We plan to offer a case-lot sale this summer and 
— if funding is available — another in the fall. In 
June, DeCA will repeat the Healthy Lifestyle Festivals 
at all our stores worldwide. This is a DoD partner-
ship to include the commissaries’ farmer’s markets; 
exchanges’ sidewalk sales; clinics’ health screenings; 
and morale, welfare and recreation (MWR) services’ 
fitness programs. Commissaries will again 
offer farmers markets in July and August, 
which are some of the best periods for fresh 
produce and meat sales.

E and C News: In your analysis, how 
important are case-lot sales to patrons?

CAMPBELL: Case-lot sales have always been 
well received by our patrons. Understanding the ex-
citement that case lots create, we are planning two 
events this year; one in May/June and a second in 
September/October, provided fiscal 2016 funding 
is available. 

Commissaries will offer full cases, allow for “mix 
and match” options on some products, and offer 
club and value packs. We will also be expanding 
into perishables. In May, we have some dairy, fresh 
meats and produce items. In the fall, we hope to 
offer some frozen foods.  

Big families and “pantry-loaders” love this event. 
And we hope to break all records with these super 
sales.

E and C News: How do you see the remainder 
of the year in terms of meeting the agency’s 

sales goals?

CAMPBELL: Fiscal 2015 sales through Febru-
ary were $2.4 billion, up $36.6 million — or 1.6 

Case-lot sales are back, and Camp-
bell noted that two are planned for 
calendar year 2015: one in May/
June and a second in September/
October, provided sufficient fiscal 

2016 funding is available.

Rogers E. Campbell, Executive Director, Sales, Marketing and Policy 
Group, shown here visiting a farmer’s market at Fort Belvoir, Va., in 
2013, noted that these events will be a major part of the Healthy 
Lifestyle Festivals program, which will continue during this summer.
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