
‘Ultimately, the new sign program will be a 21st-
century tool that will more effectively communicate 
the great benefits and value the commissary delivers 

on the savings that patrons have earned!’ 
— Paul M. Keating Jr., co-chair, Promotions Subcommittee of the 

American Logistics Association (ALA) Commissary Council

Working together, industry and the Defense 
Commissary Agency (DeCA) recently 
developed a new promotional signage 

program that is expected to benefit patrons and store-
level personnel alike.

Paul M. Keating Jr., president and chief execu-
tive officer (CEO) of Elite Brands, helped lead the 
Promotions Subcommittee of the American Logis-
tics Association (ALA) Commissary Council that 
worked with DeCA on this new signage program. 
Keating co-chaired the subcommittee with Frank 
Glotfelty, key account manager at General Mills 
Sales Inc., and they joined forces with DeCA Pro-
motions Chief Charlie Dowlen.

Dowlen explained the inspiration that prompted 
this new promotional signage. “We had been receiv-
ing a lot of feedback with suggested changes about 
our current signage program and we knew it was 
time to create a new program.”

“The last time DeCA shelf signage had any ma-
jor change was in 2004,” Keating pointed out. “Our 
committee, along with the rest of the Commissary 
Council, felt that it was time to give this important 
program a facelift. The current paper signs did not 
work well in perishables. Even in dry grocery shelv-
ing, paper signs have a short shelf life, as they do not 
stay up long through stocking, shopping, etc.”

PROJECT HISTORY
The Promotions Subcommittee had discussed 

signage changes for over two years, Keating ex-
plained. “We provided the research and collabora-
tion with Dowlen and Semi-Perishable Division 
Chief Michelle Frost. Frost also felt strongly that 
DeCA’s signage needed to be upgraded and with her 
guidance and support, this became a reality. 

“We learned that a vinyl stock sign would pro-
vide many benefits to DeCA, industry and, most im-
portantly, commissary patrons,” he said. “This new 
sign format works especially well with DeCA’s ex-
panded Electronic Shelf Label (ESL) initiative.”

Dowlen added, “We wanted to develop a new 
signage program that would be more attractive to our 
customers with colorful graphics, and also provide 
a simple and clearly communicated message that 

we truly have outstanding promotional pricing. We 
wanted a sign-making process that was fully auto-
mated, would minimize work requirements at store 
level and lastly, a sign that was more durable and 
would work with our existing pricing labels to in-
clude the new electronic shelf labels.”

PROGRAM BENEFITS
The program’s expected benefits are, according to 

DeCA, intended to “enhance the shopper experience 
with new, fresh, clean-looking signs, which would 
stay in place for the entire promotional period, and 
more effectively communicate manufacturer promo-
tions and everyday savings, increasing shopper re-
tention and resulting in more sales volume.” Other 
anticipated advantages are “greater durability, less 
clutter, labor savings, and the availability of an indus-
try standard to manufacturers, brokers and contrac-
tors in deli, bakery, produce, meat and fresh seafood.”

When asked about the long-term impact of this 
new signage program, Keating replied, “Change 
takes time and this fundamental change, we believe, 
will have a lasting effect on growing sales and pa-
tron savings. A great deal of money and resources are 
put into DeCA promotions by manufacturers, DeCA 
buyers, industry and DeCA stores. 

“Our greatest savings impact is at the shelf,” Ke-
ating observed. “By more clearly communicating 
the outstanding promotions and 
everyday prices, this will en-
hance the patron’s shopping 
experience,” Keating point-
ed out. “Ultimately, the new 
sign program will be a 21st-
century tool that will more 
effectively communicate the 
great benefits and value the 
commissary delivers on the 
savings they have earned!”

DEVELOPMENT PROCESS
Developing the new sign 

program took a multi-fac-
eted approach, drawing on 
resources from both industry 

and the commissary agency. 
“It was quite an undertaking,” Dowlen noted, 

“as there were many parties that had ownership in 
the process, including the MBU, the Directorate of 
Operations, DeCA’s Information Technology (IT) 
group; and, of course, our industry partners who ac-
tually print and place most of our promotional signs 
in the commissaries. 

“The graphics came from industry representatives 
on our subcommittee who utilized 
their own internal graphic arts 
and printing departments,” said 
the promotions chief. “They 
developed a wide array of 
different sign mockups to 
convey our promotional 
price messages. 

Keating extended “a big 
thanks to Dowlen, Frost 
and Director of Sales 
Chris Burns as well as 
the Promotions Sub-
committee members, 
the ALA and industry 
for their support and 
leadership with this ini-
tiative.”
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