
SEASONAL DISPLAYS
Seasonal displays are a mechanism for DeCA 

stores to use to catch the eye, and if successful, the 
pocketbook, of eligible shoppers looking for great 
holiday deals.

“The success of seasonal displays is truly based 
upon a team effort,” Russ said. “We are fortunate 
to have great store personnel who orchestrate the 
construction of these displays on schedule and order 
sufficient product for the life of the display period. 
Our partners in industry build these displays and 

Preparations for the end-of-the-year holidays 
and holiday store support are in full swing at 
the Defense Commissary Agency (DeCA). The 

headquarters based Sales Directorate (SD) is focused 
on putting together a program that will satisfy cus-
tomers with both its range of assortment and price 
selection.

DeCA Director of Sales Tracie Russ and Mar-
keting and Mass Media Specialist Sallie Cauthers 
spoke with E and C News in September about the 
agency’s sales and marketing objectives for this 
year’s holiday push.

“Our goal is to have a substantial increase in 
commissary sales for the holiday season this year 
over last year,” Russ noted. “Our seasonal packages 
have enjoyed excellent sales growth in the past, and 
we fully expect them to have another successful 
season. Sales in these seasonal packages will help 
drive overall store sales.” 

HOLIDAY MERCHANDISE
Russ said that CONUS store personnel order 

seasonal merchandise just prior to the beginning of 
the display period “so that it can be received and 
quickly moved to the sales floor.” 

Holiday merchandise, said Russ, “should be 
shipped into the distributors during the week prior 
to the stores ordering their seasonal merchandise,” 
while holiday merchandise for OCONUS locations 
must be shipped much earlier to their destinations 
overseas “to allow for the additional logistics.”

Russ said that regular shelf-stock items also play 

an important role in the success of any holiday pro-
gram. “Many of these items are regularly stocked 
items, and yet, are also great seasonal performers 
that must have a competitive price and must be on 
display for the holiday period.”

Examples of regular shelf-stock items that stand 
out during the holiday season are canned vegetables 
and cranberry jelly that Russ said, “are side dishes 
for those holiday meals,” and cream soup and broths 
that she said “are used as main ingredients.”

DeCA 2013 Holiday
Top Category Sales

Category Sales
1) Holiday Baking   .  .  .  .  .  .  .  .  .  . $34,548,833
2) Holiday Grocery   .  .  .  .  .  .  .  .  . $10,075,948
3) International Christmas    .  .  .  . $9,093,295
4) Holiday Ham  .  .  .  .  .  .  .  .  .  .  .  .  . $8,546,046
5) Non-Food*  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . $8,155,924
6) Holiday Candy  .  .  .  .  .  .  .  .  .  .  .  . $8,063,408
7) Holiday Chill/Freeze/PPM**  .  .  . $5,691,526 
8) Holiday Cookies/Crackers .  .  .  . $3,549,169
9) Holiday Gift Packs  .  .  .  .  .  .  .  .  . $2,829,459
Total $90,553,608 (+6.6%)

* Non-Food includes non-edible items like Pet Care and House-
hold items.
** Pre-packaged meat.
Note: Sales taking place from Sept. 16, 2013 to Jan. 15, 2014, 
and dollar figures are rounded off. Source: DeCA

‘Our goal is to have a substantial increase in 
commissary sales for the holiday season this 

year over last year. Our seasonal packages have 
enjoyed excellent sales growth in the past, 
and we fully expect them to have another 
successful season. Sales in these seasonal 

packages will help drive overall store sales.’
 

— DeCA Sales Director Tracie Russ

Seasonal Sales and
Shopping Experience 

Rise to Meet Expectations

A row of holiday and everyday candy 
at Fort Polk, La . Regular shelf-stock 
items, along with holiday one-time 
buys (OTB), combined to help lift 
holiday sales overall by 6 .6 percent . 
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DeCA Holiday Ordering



resentatives also provide their data from the prior 
year,” she noted. 

In addition, Cauthers said that DeCA’s Store Op-
erations Group — headed by Executive Director 
Keith Hagenbuch — “works with zone managers 
to ensure all stores are taking advantage of these 
seasonal programs to maximize sales and customer 
satisfaction.” —E and C NEWS

wreaths, garlands and small holiday trees are among 
the offerings, “and you will also find fresh fruit 
trays for holiday entertaining, and fruit gift baskets.”

Cauthers explained that order quantities on OTBs 
are determined by local sales representatives work-
ing with store personnel. “Sales data for items sold 
in the package in the prior year are posted to help 
store personnel make their decisions, and sales rep-

properly maintain them to maximize sales and cus-
tomer satisfaction.”

ONE-TIME BUYS
Another mechanism employed by the agency’s stores 

is the use of one-time buys (OTB), which Cauthers 
said, “are very important to our holiday success.” 

She noted, “In fact, many items in the seasonal 
display packages are one-time buy items that are not 
sold in the commissaries on a regular basis. One-
time buys generate lots of excitement for our patrons 
and give them the ‘treasure hunting’ experience, as 
they interact with items that are new and different.”

For example, Cauthers said that the holiday season 
brings to the commissaries “unique and affordable” 
beauty care items. “In fact, we have a special holiday 
seasonal package that is called ‘Gift Packs,’ and there 
is a special section just for these health and beauty 
aids. It consists of a high-quality selection of health 
and beauty aid items that are packaged together in 
special packs, kits or baskets for the holidays. They 
typically have holiday graphics and wraps and make 
very attractive gifts for the holiday season.”  

In 2013, this category brought in over $2.8 mil-
lion in sales, representing a more than 50-percent 
increase in sales from the previous year. Looking at 
the holiday 2013 seasonal package for Christmas and 
Thanksgiving, holiday baking continued to be the top 
category in sales, with over $34 million in activity.

OTB items can also be found in the produce 
section. Cauthers said that poinsettia plants, fresh 

TALKING TURKEY TACTICS
Each holiday season, the Defense Commissary 

Agency (DeCA) runs up against a civilian retail 
business quirk — pressure from less-than-cost-price 
holiday “loss-leaders” outside the gate on frozen 
turkeys. To combat this practice, DeCA Sales Director 
Tracie Russ said that commissaries will run a special 
frozen turkey promotion, “This year, the commissaries 
will offer fresh turkeys for sale two weeks before the 
Thanksgiving weekend,” a promotion that Marketing 
and Mass Media Specialist Sallie Cauthers called “our 
biggest promotion during the 2014 holiday season.” 

“These turkeys can be ‘special ordered’ to ensure 
that our customers will receive a fresh turkey for their 
family,” Russ said. “This will also diffuse any rush to 
purchase on the first day of the sale.”  

And in what has become something of a holiday 
tradition, Russ noted that industry will once again be 
publishing “the ever-popular” turkey coupon booklet 

for the holiday season. 
“This booklet will be distributed to all commis-

saries worldwide during the month of November,” 
she said. “Patrons that use the coupons in the book-
let will receive cents-off toward the purchase of a 
frozen turkey.” 

Cauthers noted that “this popular coupon book-
let offers just about everything a family needs for a 
complete holiday meal. As each coupon is used, for 
example on dinner rolls, the customer will receive 
50 cents off towards the purchase of a frozen turkey. 
The goal is to use all of the coupons which will add 
up to a nice-size frozen turkey.”

The coupons are valued at over $35, and Russ 
explained that “they will substantially reduce the 
price of a turkey if enough coupons are used.  This 
program will match up very favorably with any special 
offers in the civilian retail market.”


