
comparisons for only two of its 238 commissaries 
were conducted “because the service contractor 
had defaulted, and the cost comparison found 
that in-house stocking was more cost effective.” 
Some DeCA officials, GAO said, reported “several 
reasons for using in-house stocking at a commis-
sary, such as the lack of availability of a contractor, 
the location and size of commissaries.”

When it analyzed DeCA data for fiscal year 
2015, GAO “found that 154 commissaries had 
used service contracts for stocking and custodial 
services totaling $137 million, about $900,000 
per commissary per year.” However, during the 
same year, “ … 81 commissaries used in-house 
staff for stocking and custodial services, and DeCA 
estimated the cost for in-house DeCA staff for 
these commissaries at about $39 million, about 
$500,000 per commissary per year.”

REPORT PREMISES
Although the report post-dates pilots of vari-

able pricing and private label merchandise al-
ready initiated, the premises of the report gave 
some observers pause to question whether GAO 
had taken into consideration that until the last 
several years, DeCA was specifically oriented and 
designed to deliver an at-cost ‘non-pay benefit’ 
and had never actually pretended to be a com-
mercial grocery store.

Not surprisingly then, GAO found, “Although 
DeCA is implementing or considering business 
process improvements at defense commissaries, 
the agency continues to use certain business pro-
cesses that are not consistent with those generally 
employed by commercial grocery stores.”

Earlier in this fiscal year, GAO issued a report 
assessing DoD’s May 2016 “Report on Plan to 
Obtain Budget Neutrality for the Defense Com-
missary System and the Military Exchange System” 
(see E and C News, 12/16). That assessment had 
been called for in the fiscal 2016 National Defense 
Authorization Act (NDAA).

• WASHINGTON

For the second time in less than five months, 
the Government Accountability Office (GAO) 

has focused a spotlight on the Defense Commis-
sary Agency (DeCA) at the behest of Congress.

Responding to a 2015 Senate request for a re-
port on commissary savings methodologies and 
on some of the differences between commissar-
ies and commercial supermarkets, GAO made a 
series of recommendations, some of which have 
already moved into the pilot phase, including 
addressing what it described as “limitations” in 
DeCA’s long-standing savings methodology, and 
changing the way DeCA selects merchandise for 
sale in commissaries.

The report, issued March 23 and bluntly titled 
— as GAO reports often are — with an impera-
tive phrase, “DoD Needs to Improve Business 
Processes to Ensure Patron Benefits and Achieve 
Operational Efficiencies,” echoes a number of con-
cepts and recommendations — variable pricing, 
private label products and in-house shelf stock-
ing, for example — put forward in recent years 
by the Boston Consulting Group (BCG) and/or 
the Military Compensation and Retirement and 
Modernization Commission (MCRMC).

Some of the details of the current report may 
be seen as having been overtaken by events, as 
they rely on data from fiscal 2015, already six 
fiscal quarters past at this point, and refer to the 
commissary system largely as it existed before 
current efforts at transformation.

SAVINGS
Asked to evaluate the “extent to which DoD 

has assurance it is maintaining its desired savings 
rate (non-pay cash benefit) for patrons,” GAO 
said the Defense Department “lacks reasonable 
assurance” that the former methodology, which 
for years had estimated average savings at around 
30 percent worldwide, “is maintaining its desired 
savings rate for patrons because of weaknesses in 
this methodology.”

Presaging the recent publication by DeCA of 
new and different regional savings benchmarks 
that saw surveyed savings measured at a global 
average 23.7 percent, GAO recommended DoD 
address the limitations in the old methodology 
“… including those related to seasonal differences 
in prices, the sampling methodology for overseas 
commissaries, geographic differentiation, and the 
calculation of the weighted average.” 

A great deal of discussion has since ensued, 
centering both on the change in the number of 
products surveyed and on how product pricing is 
gathered, questioning whether or not it is legiti-
mate comparison to include prices of private label 
merchandise in the benchmark when commissary 
customers currently shop a branded-only assortment.

PRODUCT MANAGEMENT
The report was also tasked to identify “differ-

ences in business practices between commissary 
operations and commercial grocery store prac-
tices.” On this subject, GAO recommended that 
DoD “develop a plan with objectives, goals, and 
time frames on how it will improve efficiency in 
product management, such as offering products 
based on store sales or customer demand.”

This recommendation also has since been 
addressed by DeCA via a recent so-called “cat-
egory performance improvement (CPI)” initiative, 
which, some observers have questioned, whether 
it accomplished the opposite, in removing some 
best-selling items to make way either for products 
that might offer DeCA better margins or for new 
higher-margin private label merchandise, in order 
to offset some of its operating costs — as it has 
been given authority to pilot in the 2017 National 
Defense Authorization Act.

Perplexing to some observers is that DeCA 
has for many years embraced the principles of 
category management, and purported to stock 
products that patrons voted for with sales histories 
or which offered deep savings to help military 
patrons make ends meet.

In its response, DoD said CPI “focuses the as-
sortment on the best-performing suppliers and 
products in terms of savings level, cost effective-
ness and customer preference.” This, however, 
introduced a new element — cost effectiveness, 
or in other words, margins — that were not previ-
ously part of the at-cost benefit.

COST-BENEFIT ANALYSIS
Regarding the store level workforce, the GAO 

also recommended DoD “conduct comprehensive 
cost-benefit analyses to guide decisions on imple-
menting the most cost-effective option as stock-
ing and custodial services contracts are renewed, 
and on choosing product distribution options.” 

According to the report, the agency “lacks rea-
sonable assurance that it is identifying potential 
operational efficiencies and costs savings.”

Although recommendations for savings meth-
odologies and category performance have already 
begun to be explored or piloted by DeCA, the 
department only partially concurred with GAO.

According to DeCA officials, GAO said, “DoD 
does not require cost-benefit analyses to com-
pare alternative options for service contracts or 
for the distribution of products to commissar-
ies.” However, without conducting these types 
of analyses to guide its decision making on these 
kinds of business processes, GAO said, “DeCA is 
not positioned to determine whether it is using 
its resources most efficiently.”

GAO said that according to DeCA officials, cost 

BCG-Inspired GAO Findings Echo Back to the Future
27.4 %
 Non-labor costs ($384.6 million)
 • Transportation ($166.1 million)
 • Interservice ($131.3 million)
 • Material and supplies ($49.1 million)
 • Other ($27.4 million)
 • Travel ($8.8 million)
 • Equipment ($1.9 million)

DeCA’s Allocation of $1.3 Billion in Appropriated
Funds for Commissary  Operations for Fiscal 2015

Note: Numbers do not add up to the total due to rounding.
Source: GAO analysis of Defense Commissary Agency data  GAO-17-80

72.6 %
 Labor costs ($1.021.2 million)
 • Pay and benefits ($816.9 million)
 • Shelf stocking/janitorial/contracts ($143.9 million)
 • Purchase services ($60.4 million)
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location, and market conditions in effect with 
regard to DeCA’s previous Pacific theater produce 
contract.” The report, he said, “did not account 
for the estimated 2.1 percent increase in produce 
prices worldwide during the same time frame. 
The net increase in produce prices is 5.1 percent 
(7.2 percent minus 2.1 percent).”

PRODUCE QUALITY
In addition, the IG found that store produce 

personnel “did not routinely document quality 
problems for fresh produce in the commissary 
display under either contract … because DeCA 
guidance and procedures do not routinely re-
quire produce personnel to document quality 
problems.” In spite of this situation, both Army 
food inspectors and DeCA officials — as well as 
74 of 89 commissary customers who participated 
in an IG survey on produce — contended that 
the quality of fresh produce improved since the 
beginning of the new contract. 

Jeu noted in the memorandum that the agency 
“is pleased that 74 of 89 customers surveyed in-
dicated that the quality of produce is equal to or 
better than under the previous contract.” However, 
in view of the IG recommendations DeCA agreed 
to have the agency’s Store Operations Group — led 
by Executive Director Keith Hagenbuch — review 
and revise DeCA Directive 40-4 to require docu-
mentation of quality reviews for fresh produce 
in the Pacific. In addition, the Store Operations 
Group will be tasked “to formulate additional 
training for the individuals charged with these 
new responsibilities.”

• FORT LEE

Trying to solve produce pricing and quality 
problems in its Pacific Area commissaries has 

been a tough nut to crack for the Defense Com-
missary Agency (DeCA) in recent years. A litany 
of customer complaints, however, drew Congres-
sional scrutiny last year leading to the generation 
of an Inspector General (IG) Report. 

The agency has agreed to address these issues 
— including customer complaints — in line with 
recommendations made by a recently-released 
IG report which reviewed these processes. The 
agency will reportedly put at least some of these 
recommendations into place this month.

During April, Pacific customers are expected 
to begin to see lower prices on the bagged salads 
that they purchase, with the agency paying for 
the cost of shipping these items, lifting a burden 
that had been transmitted to patrons, giving rise to 
reports of sometimes eye-popping produce prices 
in some Pacific Area stores. Produce quality will 
also receive an increased focus.

The first of a series of such planned audits 
reviewing current contracts used by DeCA in its 
Pacific stores was prepared to satisfy a response 
to a reporting requirement contained in House 
Report 114-537 to accompany the Fiscal 2017 
National Defense Authorization Act (NDAA).

RISING PRODUCE PRICES
Addressing customer complaints surrounding 

the cost and freshness of produce purchased be-
tween November 2015 and August 2016, the IG 
report (“Defense Commissary Agency Purchases of 
Fresh Produce in Guam,” Feb. 28, 2017) determined 
that the agency’s method of purchasing produce 
from in-country contractors — “to leverage the 
contractor’s buying power to acquire products in 
volume from sources grown locally, regionally or 
globally at the lowest possible cost” — is more 
cost efficient than the previous DeCA-funded 
transportation process.

Under the current contract, contractors cov-
er transportation costs, as opposed to the prior 
contract, where the agency paid $25 million to 
transport fresh produce to Guam stores, a process 
that was in place before fiscal 2015.

However, with the current contract in force, 
the IG found that matching 188 items between the 

two contracts, “overall 
average customer prices 
from November 2015 
[the beginning of the 
new contract] to August 
2016 increased 7.2 per-
cent, and for 41 bagged 
salad items, prices in-
creased an average of 150.3 percent.”

Although DeCA itself was saving money 
using the current contract — auditors found 
that the agency was saving about $8.3 million 
a year in its new contract — patrons were bear-
ing the brunt of the increased costs incurred on 
these products. The IG found that prices increased 
“primarily because the DeCA contract required 
the contractor to incorporate into the price of 
the produce all costs associated with acquiring 
produce including transportation costs.” The ship-
ping of bagged salads was of particular interest, as 
these have been associated with increased costs 
passed onto consumers because these items are 
shipped by air.

In a Feb. 21 memorandum directed to the IG, 
DeCA Director and Chief Executive Officer (CEO) 
Joseph H. Jeu, citing the “continued challenges 
with bagged salads in the Pacific Theater,” agreed 
to address the price increases of bagged salads 
at commissary locations in Guam “by removing 
bagged salads from the local purchase contract 
and reinitiating second destination transportation 
(SDT) funding for bagged salads in the Pacific in 
April 2017.”

SDT funding is generally used to level the play-
ing field for overseas customers, helping them to 
pay roughly the same price for certain goods as 
they would if they were buying them in Stateside 
commissaries.

However, Jeu added that the report “does not 
annotate the price fluctuation which occurred in 
the worldwide fresh fruits and vegetables market 
… the produce market is extremely fluid and de-
pendent upon many natural factors. In order to 
determine the percentage of increase or decrease 
in local market prices on produce compared to the 
prices in the Pacific commissaries, it is important 
to document and compare variations in the cost 
of fresh fruits and vegetables worldwide due to 
the change in growing season, geographic source 

Based on an IG audit, DeCA has agreed 
to make changes in how it handles 
some of its produce assortment in Pa-
cific stores. Bagged salad prices will be 
adjusted, and there will be a greater 
focus on the quality of produce offered 
to servicemembers and their families. D
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IG Calls on Agency to Remedy Pacific Produce Concerns
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England. Expenses on DoD headquarters alone 
amount to $40 billion — more than the German 
defense budget. At the same time, since 2001, DoD 
civilian personnel has increased 15 percent … but 
military personnel has decreased by 5 percent.”

By some estimates, Stein continued, DoD had 
“spent $6 billion trying to get clean audits on our 
different departments.”

The DoD audit question was a prominent moun-
tain set before former DCMO Peter Levine by Sen-
ate Armed Services Committee (SASC) Chairman 
John M. McCain (D-Ariz.), during the former’s 
confirmation hearings. Supposed military resale effi-

ciencies, however, were 
one of the first projects 
the DCMO’s office took 
on. The Defense Com-
missary Agency (DeCA), 
having completed 10 
clean audits, may have 

been one less audit standing in the way of taking 
baby steps toward DoD reform.

The Department, Tillotson said, “is on track 
to reach its efficiency target of $7.9 billion by 
FY 2021.”

• WASHINGTON

Fielding rapid-fire questions from a 
House Committee on Government 

Oversight and Reform panel led by Rep. 
Jason Chaffetz (R-Utah), on March 21, 
Defense Department (DoD) Acting Dep-
uty Chief Management Officer (DCMO) 
David Tillotson III cited a series of ef-
ficiencies and initiatives under way at 
the Pentagon, including ongoing efforts 
by military resale system organizations 
to reduce overhead, as part of an effort 
to address some of the potential savings 
highlighted in a Defense Business Board 
(DBB) task group study that some on the 
panel believe had been suppressed by DoD.

The department, Tillotson said, aimed 
to save $7.9 billion during the next five 
years using “opportunities for actionable 
streamlining and efficiency actions” culled 
from the task group’s recommendations 
that he said had been “discussed at the highest 
levels.” 

By “capitalizing on the core business concept,” 
Tillotson explained, “the Department added two 
additional lines of business: Defense Resale and 
Information Technology (IT),” to the task group’s 

focus on “six core lines of business within 
the Department: human resources manage-
ment, health care management, financial 
flow management, supply chain and lo-
gistics, acquisition and procurement, and 
real property management.”

By using this focus on “core lines of 
business rather than organizations,” he 
said, “the Department has improved se-
lect business practices,” which Tillotson 
expects “will result in cost savings over 
the next eight years.”

Discussing key takeaways related to the 

defense budget, Bobby L. Stein, former 
chairman (2014-2015) of the DBB — an organiza-
tion that volunteers its time and expertise to advise 
DoD upper management — said, “At the Pentagon, 
overhead and support comprised 40 percent of 
the spending, or $240 billion; this equals twice 
the combined total defense budgets of France and 

Tillotson

Chaffetz

‘Expenses on DoD headquarters alone amount to $40 
billion — more than the German defense budget.’

— Bobby L. Stein, Former Defense Business Board Chairman (2014-2015)

Tillotson Cites Resale as Part of DoD Savings Solution

• FORT LEE

The Defense Commissary Agency (DeCA) has 
exercised the one-year option in its task order 

to The Boston Consulting Group placed last May 
for Contractor Advisory and Assistance Services 
(CAAS) to assist in DeCA’s business transformation 
— specifically “to develop plans, implement and 
assess results of pilots of variable pricing models, 
which also develop, design and introduce a private 
label program into the commissary product mix.”

Award of the option, a $10,674,833 firm-fixed-
price modification to the task order, placed against 
a General Services Administration (GSA) contract, 
was announced on March 20. It activates contract 
line item 1006, which covers pilot implementa-
tion and operation support at DeCA headquarters 
for “six additional categories,” which, at the time 
the original task order was placed, had “not yet 
been determined.”

Defense working capital funds have been 
obligated for the work, which is expected to be 
completed by March 2018. This was the only re-
maining unexecuted option clause included in 
the original task order.

The total funded amount for this task order has 
grown from an initial value of $6.85 million to 
at least $34.5 million, as performance incentives 
of $17.02 million had been added in an earlier 
award-fee modification.

PILOT IMPLEMENTATION
The pilot implementation/operation work covers 

the review of and recommendations for “assort-
ment decisions to include SKU optimization for 
select categories.” As such, BCG is contracted to 
provide recommendations to DeCA for the “de-

velopment of a SKU optimization plan for each 
of the categories selected.”

This work includes the development of “a Cat-
egory Strategy/Criteria Plan” for category managers 
that covers such tasks as assessing SKU productivity 
and profitability goals and objectives by categories; 
developing baseline information for each category; 
determining shelf management (product position-
ing) and space management strategy by category 
and promotional strategies for categories.

Also part of BCG’s work is researching price 
elasticity of name-brand products and providing 
recommendations on assortment, layout, selling price 
points, business rules, and margin contributions. 

Beyond this, BCG is assisting DeCA with using 
existing data available to the agency to provide 
analyzed data sets for each category; necessary 
on-site training to DeCA personnel to prepare 
and enable DeCA personnel to accomplish SKU 
optimization independently; and a Documented 
Category Review Strategy/Decisions report which 
includes the history for each category, with com-
prehensive and complete documentation “to en-
able responses to industry questions on additions 
and deletions.” 

In addition, BCG is providing an overall “SKU 
Optimization How-To Manual” that includes guide-
lines that can be used by all category managers 
for future efforts; preparation of DeCA personnel 
for cost of goods (COG) negotiations for selected 
categories; and documenting the results of those 
negotiations.

As part of the program, BCG is to analyze the 
information/data available to DeCA to develop 
information on product profitability at the SKU 
level and how patrons feel about specific brands, 

and to make recommendations on how to improve 
both of these criteria.

The comprehensiveness of BCG’s tasking also 
extends to training individual category manag-
ers “on how to incorporate category/brand/SKU 
economics; provide insights on market dynamics, 
competitive benchmarking, and consumer-research-
developed tailored category strategies.”

Along with this, BCG must provide “templates 
that detail the activities associated with the overall 
COGS process to include how to document the 
agreements with the vendors and how to track 
execution.” 

As the contractor, BCG must also develop/draft 
a negotiation strategy for each category manager, 
and train and coach category managers in execut-
ing the strategies within the individual negotia-
tions with the product suppliers to reduce COG; 
provide on-the-job training (OJT) and assessments 
of OJT, and additional on-site training to DeCA 
personnel as necessary to equip them for effective 
future COG negotiations. 

BCG also will provide category documentation of 
negotiation strategies; negotiation results/histories 
for each negotiation conducted, capturing “what 
was agreed upon by both parties; and negotiated 
agreements between DeCA and vendors.” 

Part of this responsibility is to provide DeCA a 
“How-To Manual on COG Prep/Negotiation Tech-
niques/Process.” BCG will receive updates on the 
negotiations and develop additional recommen-
dations, as necessary, based upon any changes to 
the negotiations offered by either party, as part 
of this work.

$10-Million Option Extends Pilot Programs 
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With changes forthcoming in the way some 
military stores do business, the basics are 

still clear: authorized patrons continue to prize 
their shopping benefit, and use their local com-
missaries, exchanges and PatriotStores to stretch 
their shopping dollars. With fiscal 2016 cumulative 
sales of well over $15 billion in military stores, 
the resilience of military exchanges in particular 
tells a much stronger story than the retail nar-
rative coming from many brick-and-mortar and 
hybrid retailers outside the gate.

Cumulative sales of the Defense Commissary 
Agency (DeCA), the Veterans Canteen Service 
(VCS) and the four exchange services — the 
Army & Air Force Exchange Service (AAFES), the 
Navy Exchange Service Command (NEXCOM), 
the Marine Corps Exchange (MCX) and the Coast 
Guard Exchange (CGX) — were $15.55 billion, a 
3.69-percent decrease from the prior fiscal year’s 
$16.15 billion tally.

COMMISSARY, EXCHANGES SALES BREAKDOWN
DeCA’s fiscal 2016, which began Oct. 1, 2015 

and ended Sept. 30, 2016, saw commissary sales 
reach $5.25 billion, a 4.69-percent drop from the 
prior year’s sales of $5.51 billion. However, com-
missaries have faced sterner challenges during the 
first five months of fiscal 2017, down 7.5 percent.

EXCHANGE SALES REPORT
The exchanges and VCS PatriotStores, whose 

fiscal 2016 began on Jan. 31, 2016 and ended 
more recently than that of DeCA, on Jan. 28, 
2017, totaled $10.30 billion in direct sales during 

the fiscal year, a 3.17-percent decrease from the 
prior year’s sales of $10.64 billion.

Although the cumulative sales total was down 
during fiscal 2016, there were numerous bright 
spots that occurred during the fiscal year.

Two of the six resale services — the VCS and 
the CGX — posted increased sales during the fis-
cal year, with increases of 3.22 percent and 0.19 
percent, respectively.

The three largest exchange systems had a 
bumpy ride in terms of sales volume, which has 
largely been attributed to continued drawdowns 
in troops, force restationing, lower gas prices, price 
compression, and a continuing trend favoring 
online competitors such as Amazon. However, 
even though sales for AAFES, NEXCOM and the 
MCX were lower than the prior year, there were 
some positives to report.

AAFES earnings grew by 61.15 percent to 
$387.67 million from $240.56 million in fiscal 
2015 even while fiscal 2016 sales of $6,433.14 bil-
lion represented a 3.81-percent dropoff from the 
prior year. NEXCOM accumulated $2.44 billion 
in sales, a 2.53-percent decrease from fiscal 2016, 
but holiday season e-commerce sales were very 
strong, generating $9.14 million in online sales, 
a 22.97-percent increase 
from Nov. 20 to Dec. 31. 
The MCX amassed $799.92 

million in sales during fiscal 2016, a 4.17-percent 
dip from the prior year, but services ($28.81 mil-
lion, +5.97 percent) and military clothing ($20.26 
million, +4.55 percent) both continued to be strong 
during the recently concluded fiscal year.

The VCS reported positive results in four of its 
five sales areas — retail ($238.48 million, +2.23 
percent); food ($138.52 million, +0.23 percent); 
coffee ($37.80 million, +17.15 percent); and services 
($38.91 million, +17.72 percent) — only falter-
ing in vending ($13.87 million, -14.33 percent).

The CGX only reported increased sales in five 
of the 12 months of the fiscal year — in February, 
May, June, November and December, edging into 
positive sales territory for the year, with a total of 
$157.71 million. CGX stores in CONUS slipped 
very slightly during the fiscal year ($103.20 mil-
lion, -1.51 percent), but the exchange service’s 
OCONUS contingent of stores ($54.51 million, 
+3.56 percent) helped boost cumulative sales to 
the positive side of the ledger.

Already into the first quarter of fiscal 2017, the 
exchange services are looking ahead to Nov. 11, 
2017, when the Veterans online shopping benefit 
(VOSB) debuts (see E and C News, 2/17). What im-
pact it has on sales has yet to be determined, but 
with potentially millions of new customers added 
onto the shopping rolls, it seems that sales could 
receive a boost from this new program as it gains 
traction heading into the holidays and beyond.

Note: Exchange sales figures cited in this article may be pre-
liminary or unaudited. In most cases, they do not include conces-
sion sales, which in FY15 amounted to more than $1.5 billion for 
AAFES and more than $400 million for NEXCOM.

A shopper at NAS Jacksonville, Fla., enjoys the Black Friday bargains 
offered by NEXCOM and its suppliers.

Although military exchanges faced headwinds during fiscal 2016, 
sales in on-base stores topped $15 billion, and AAFES increased 
earnings more than 60 percent. Recruits enjoy a break for holiday 

shopping at Lackland AFB, Texas.

The checkout lanes were 
busy at CGX Chesapeake, 
Va., on Black Friday, with 
cumulative sales jumping 
2.86 percent during the 

day after the holiday.
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COMMISSARY AND EXCHANGE 
CUMULATIVE  SALES BY FISCAL YEAR, 

2012-2016 ($ in thousands)

FISCAL YEAR CUMULATIVE SALES % CHANGE

2016 $15,554,661 -3.7%
2015 $16,158,370 -5.5%
2014 $17,092,049 -4.4%
2013 $17,874,447 -6.6%
2012  $19,127,288 +0.9%

Source: Fiscal 2012-2016 flash sales reports from the Defense Com-
missary Agency (DeCA), the Veterans Canteen Service (VCS), and the 
exchange services: the Army & Air Force Exchange Service (AAFES), the 
Navy Exchange Service Command (NEXCOM), the Marine Corps Exchange 
(MCX), and the Coast Guard Exchange (CGX).

Military Resale Tops $15 Billion In Sales During Fiscal 2016
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• FORT LEE

On Jan. 22, Bonita Moffett became the Defense Commissary 
Agency’s (DeCA) East Area director. Moffett, who has more 

than 30 years of commissary operations experience and had previ-
ously served as Store Operations chief in the agency’s Store Opera-
tions Group since October 2013, succeeded Michelle Frost as East 
Area director. Frost became West Area director on Nov. 10 (see E 
and C News 11/16).

The East Area encompasses 48 commissaries in 13 states from 
New England to the Mid-Atlantic, also including the District of 
Columbia and Puerto Rico. The area accounted for sales in excess 
of $1.4 billion during fiscal 2016, or 26 percent of the agency’s 
$5.3 billion in sales, and handled 19.6 million transactions, or 23 
percent of DeCA’s 86.7 million transactions for fiscal 2016.

“Bonita has the depth and breadth of commissary operator 
experience and know-how that makes her ideally suited to oversee 
the East Area,” said Keith C. Hagenbuch, DeCA’s executive direc-
tor of Store Operations. “Her relentless pursuit of excellence and 
attention to detail will serve the area well as it, and the rest of 
the agency, adapt to our transformation initiatives in the coming 
months.”

Zone 21 Manager Ronald Yoder is serving in an acting capacity 
as chief of Store Operations in the Store Operations Group until 
a permanent successor to Moffett is named. Yoder’s position as 

Zone 21 manager has not been filled while he serves in his cur-
rent capacity.

MOFFETT’S CAREER
Moffett began her commissary career begin in 1979 as a troop 

support specialist with the Air Force Commissary Service (AFCOMS) 
— one of DeCA’s predecessor commissary agencies — at the Little 
Rock AFB, Ark., Commissary. She progressed through a variety of 
managerial positions in Stateside and overseas locations while still 
in military service with the Air Force until her retirement, and 
started her civilian commissary career in October 1999. 

According to the agency, her career highlights include: “providing 
commissary management insight and expertise as a store planner, 
working with DeCA architects and engineers to help ensure the 
functionality of store renovations and new store designs”; serv-
ing as DeCA’s consumer advocate; and later, serving the agency’s 
senior leadership as chief of DeCA’s Corporate Operations Group.

As DeCA East Area director, Moffett said she’s excited about 
the challenges ahead. “We’re all facing change with our agency’s 
transformation, and I’m encouraged by how the leadership in our 
East stores are embracing it because I’m all about providing the 
commissary benefit,” she noted. “We’re working together as a team 
and in the coming months, as our transformation measures take 
shape, we’re going to continue to provide a commissary benefit 
that’s highly valued by those we serve.”

DeCA Names Moffett East Area Director

Frost

Moffett

Yoder
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