
and which are anticipated and expected 
by our patrons.”

Russ said that it is recommended that 
distributors have promotional quantities 
in house a minimum of a week before the 
promotion or when the holiday begins. 
“Store management will generally order 
product to come in a few days prior to 
building displays,” she added.  

POPULAR ITEMS
Looking at Halloween-oriented candy 

and snacks, Russ said that snack and 
fun sizes “continue to do very well” for 
the Halloween season, and “many of the 
assortments of the fun and snack sizes 
are wrapped with Halloween-themed 
wrappers,” she explained.

Russ said that the agency “will con-
tinue to bring in a variety of Hallow-

een-themed items like ghosts, goblins, scary 
creatures, safety lights and more, as there is a 
niche for these items for our patrons.”

As far as DeCA’s best-selling Halloween 
candy items are concerned, DeCA Bread and 
Snacks Category Manager Arnielle Fernandez 
said that these items “are Halloween favorites 
and have been for many years. Patrons buy the 
items that bring back good memories of ‘trick 
or treat’ outings,” and newer items also vie for 
patrons’ attention.

OTHER PROMOTIONAL OPPORTUNITIES
Besides Halloween, DeCA leverages several other promotional themes during 

this part of the year, including National Apple Month; Vegetarian Awareness 
Month; Oktoberfest; and Navy Birthday/Columbus Day.  

“Although there appear to be a lot of promotional themes, it is not unusual,” 
Russ noted. “Each category manager will focus on those items that revolve 
around their products. However, the main focus will be on Oktoberfest and 
Halloween. These two seasonal festivities are well-known and celebrated by 
the bulk of our patrons.”

 —E and C NEWS

Halloween is a uniquely situated major promo-
tion in the Defense Commissary Agency’s 
(DeCA) fiscal year, straddling as it does 

the end of one year and the beginning of the next. 
That’s because stock begins to arrive in early Au-
gust and the sales period for the celebration lasts 
through the end of October, in the new fiscal year.

With a solid calendar 2014 celebration in the 
rear view mirror, agency sales, marketing and cat-
egory management staff are preparing for another 
busy promotional period this fall.

DeCA Sales Director Tracie Russ reported 
that total Halloween promotion sales from Aug. 
1 through Nov. 15, 2014, were just over $12 mil-
lion, with candy and snacks accounting for more 
than $11 million of that total. In addition, baking, 
decorating and party supplies tallied $684,000 in 
activity with cereals — another category to see a 
boost in Halloween-themed products — generat-
ing $296,000.

PROMOTIONAL PROGRAM
The agency’s Halloween promotions for the 

fall of 2015 will run from Aug. 10 thru Oct. 31. 
“Display Period 18 starts Sept. 24 and Display 
Period 19 ends Oct. 21,” Russ said.  “Therefore, 
Halloween starts before Display Period 18 and 
ends after the close of Display Period 19.”

Russ noted that the agency’s new approach to 
promotional management — with each category 
manager directing the promotional program for 
his or her respective categories — is working, “and with continued emphasis 
on annual planning with industry, it will continue to improve. Suppliers and 
store management should ensure they have their quantities on hand to build 
the Halloween displays effective Aug. 10 and maintain sufficient product for 
patrons throughout the Halloween season ending Oct. 31.”

The sales director said that shippers, pallets and one-time buys (OTB) are 
important assets “to ensure sufficient product and variety are available. This 
enhances the shopping experience and increases impulse buys.” 

She pointed out that the OTBs are essential to the success of all holiday 
promotions, “especially the seasonal offers that are not available year-round 

Promotional
PUNCH

Powers Sales
DeCA Top Candy Sellers,

2014 Halloween
By Dollar Volume

 1)  Hershey’s Reese’s Peanut Butter Cup Snack Size
 2)  Kit Kat Snack Size
 3)  Mars Snickers Fun Size
 4)  Hershey’s Assorted Chocolates Snack Size (100 count)
 5)  Hershey’s All-Time Greats (100 count)
 6)  Nestlé Butterfinger Fun Size
 7)  Mars M&M’s with Peanuts
 8)  Nestlé Fun Size
 9)  Mars Chocolate Fun Size Assortment  (90 count)
 10)  Hershey’s Milk Chocolate Bar (extra large)

Note: Top 10 best-selling Halloween candy items in DeCA CONUS stores  

from Aug. 1-Nov. 15, 2014. Source: DeCA

New Items in DeCA’s 2015 
Halloween Assortment Include:
• CandyRific Marvel Adventures Safety Light
• CandyRific Marvel Adventures Lollipops
• Ferrero Tic Tac Scary Sweets
• Eric Carle LLC Primary Colors Peppa Peg Candy
• Eric Carle LLC Primary Colors Haunted Gummy Bats

Source: DeCA

DeCA’s total Halloween promotion sales from Aug. 1 
through Nov. 15, 2014, were just over $12 million, 
with candy and snacks accounting for more than $11 
million of that total. Open just in time to participate 
in the agency’s Halloween promotions, the Pittsburgh, 
Pa., Area Commissary, which opened on Oct. 21, was 

dressed up for the program.

PHOTO: RICK BRINK, DeCA

Russ Fernandez
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