
A s a category buyer for Health and Beauty Care 
(HBC), including deodorants, hair care products, 
ethnic hair care products, sports nutrition, vitamins, 

supplements and first aid products, Janet Berry plays an 
influential role in the Defense Commissary Agency’s 
(DeCA) mission to offer patrons the most appropriate 
product mix in these categories and be a nutritional leader 
in the defense community.

“DeCA is fully aware that the servicemen and women 
we serve are required to be physically fit, and we understand 
that staying in shape means making smart dietary choices 
each and every day,” Berry said. “We do our part by ensur-
ing that our stores have a good selection of healthy dietary 
choices, thus making the healthy choice the easy choice.”

In addition to regular category management responsi-
bilities, Berry said, DeCA also works with the Department 
of Defense (DoD) and other military services as one of the 
conduits for the food and nutrition portions of their fitness 
programs. “We are in the initial stages of coordinating a 
program with the Air Force dieticians to allow their per-
sonnel access to our stores to conduct in-depth tours and 
educational dietary programs,” Berry noted. 

The vitamins, supplements, energy bars, and  Ready-
to-Drink (RTD) shake categories not only support com-
missary patrons’ lifestyle and health product shopping 
needs, they have been exceptionally good for business as 
well. During the period from October 2011 through March 
2012, sales within CONUS for vitamins, supplements, en-
ergy bars and RTD shakes increased 12.2 percent, to $28.4 
million, from $25.3 million in the comparable period a 
year earlier.

Looking at the sales differentiators in her categories, 
Berry said,  “Price doesn’t seem to be driving sales in this 
category. Consumers are relying heavily on top national 
brands, as opposed to smaller brands; they want to have a 
known and trusted brand they can count on for their fam-
ily’s health,” she said. “We’re seeing strong purchases in 
the ‘high end’ items for both the single and multipacks.”

Berry said one of the “newest kids on the block” — 
5-Hour Energy Shots, the only “energy shot” product 
sold in DeCA commissaries — was recently added to the 
Front End rack program and is doing extremely well. The 
5-Hour Energy Shots fits with what Berry called an “in-
creased desire” for health benefit-related products. “Over-
all, our customer base is concerned about what they put in 
their bodies,” she said. “For many of them, their careers 
are directly linked to maintaining a healthy weight and be-
ing physically fit.”

PROMOTIONS
DeCA conducts a variety of global marketing cam-

paigns during the year to help educate patrons on the prod-
ucts available as well as the discounted savings, and some 
of these dovetail with the Good For You (GFY)/Better For 
You (BFY) push that includes vitamins, supplements and 
energy products. “Our customers are already tuned in to 
the mainstream buzz for these products. The special pro-
motions do serve to inform them that the products are in 
their commissaries at discounted savings,” she added.

For its “Family Fun Fitness Festival” celebration (mid-
April through mid-June), DeCA 
stores partnered installation-wide 
with exchanges, morale, welfare 
and recreation (MWR) programs 
and the Air Force Services Agency 
(AFSVA) on events that coincided 
with National Physical Fitness 
Month in May. These fitness events 
and health screenings promote 
health and wellness awareness pro-
grams, which in turn focus attention 
on vitamins, supplements, and ener-
gy products offered in commissary 
case lot sales, mix ’n match sales, 
and similar events, Berry said.

LOYALTY
With a new commissary loyalty 

card program set to roll out in 2012, 
Berry added that regarding these 
categories, “It’s still too early to say 
specifically what offers will be avail-
able. We do, however, anticipate sev-
eral health and beauty digital coupon 
promotions to be part of the Commis-
sary Loyalty Card program.”
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In the photo, MCB Quantico, Va., 
has set up a store alcove for a mass 
shipper display of vitamins and 
supplements in preparation for an 

in-store fitness demonstration.
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