
ers,” he said. “Carrying the top brands in the category 
is vital to meeting consumers’ need for variety. Size 
variety is important to compete with other classes 
of trade. Some consumers compare price per pill 
and try to minimize trips. Other consumers shop 
by weekly/monthly deals.”  

One of these brands is Nature Made. Smith said 
that its products have the U.S. Pharmacopeia (USP) 
seal of quality on their labels, indicating that these 
products have passed various quality testing proce-
dures. The category manager said that Nature Made 
is the “No. 1 pharmacist-recommended vitamin brand 
in the U.S.”   

Reflecting the popularity of Nature Made and 

V itamins, minerals, other supplements (VMS) 
and energy bars continue to generate substan-
tial sales for Defense Commissary Agency 

(DeCA) stores. 
With strong brands and alternative forms of tried-

and-true products in these traditional segments fuel-
ing growth, VMS dollar sales volume is expected 
to remain significant in the commissary Health and 
Beauty Care (HBC) segment.

VMS SALES ACTIVITY
LaRue Smith, category manager responsible for 

Baby and Healthcare in the headquarters-based Sales 
Directorate (SD), reported that through April 26, 
DeCA fiscal 2014 CONUS VMS sales were $17.7 
million. In OCONUS, sales during this period were 
$2.1 million. This sales volume does not include 
energy foods and energy bars. 

DeCA CONUS experienced a 9.4-percent decline 
in dollar volume, which he said is primarily — 86 
percent — due “to dollar losses in multivitamins, 
such as Centrum and One A Day brands, and joint 
relief glucosamine/chondroitin products such as Os-

teo Bi-Flex and Schiff brands.”
DeCA OCONUS VMS dol-

lar sales decreased 8.2 percent 
versus a year earlier, with the 
majority of the loss — 80 percent 
— coming from multivitamins.

Smith also noted that three 
commissaries had recently 
closed; one in CONUS, and two 
in Germany. At Fort McPherson, 
Ga., which has been shuttered 
since the beginning of the fiscal 
year, removing about $28,000 in 
VMS sales, Smith noted. The 
two commissary closings in 
Germany, at Heidelberg (Aug. 
30) and Bitburg, Germany (Oct. 
31), compared with the prior year 
store roster, generated $99,000 
less in dollar volume by same-
store trend comparison produc-
ing “a 4.1-percent dollar decline 
versus a year ago instead of the 8.2-percent decrease,” 

he added.

POWER CATEGORIES
The top VMS segment in DeCA CONUS, 

said Smith, is non-herbs, earning 35 percent 
of total category sales. Minerals and Letter 
vitamins are the only two segments driving 
dollar growth in both CONUS and OCONUS, 
Smith added.

TRUSTED BRANDS
“Brand variety is important to leverage 

national advertising spending by manufactur-

‘Brand variety is 
important to leverage 

national advertising spending by
manufacturers. Carrying the top 
brands in the category is vital to 

meeting consumers’ need for variety.”
— DeCA Baby and Healthcare Category Manager LaRue Smith

ENERGIZED 
For a Strong 2014 Finish

DeCA Top Vitamins, Minerals and Supplements (VMS) 
Segments CONUS Year-To-Date Fiscal 2014

By Dollar Volume Change

 DOLLARS ACTUAL 
SEGMENT PERCENT CHANGE DOLLARS CHANGE
Letter Vitamins  +5.7% +$191,000
Magnesium +67.3% +$60,000
Sleep/Melatonin +9.0% +$28,000
Omega Combo +12.2% +$25,000
Alpha Lipoic Acid +56.1% +$16,000
Probiotics +1.4% +$1,000
CoQ10 -1.0% -$10,000
Potassium +23.9% +$11,000
Fish Oil -12.7% -$279,000
Joint Health -22.8% -$586,000
Multivitamins -16.1% -$993,000

LETTER VITAMINS 
DeCA CONUS Year-To-Date Fiscal 2014

By Dollar Volume Change

 DOLLARS ACTUAL 
SEGMENT PERCENT CHANGE DOLLARS CHANGE
Vitamin A +36.2% +$23,000
Vitamin B  +8.9% +$97,000
Vitamin C +3.2% +$31,000
Vitamin D +7.2% +$61,000
Vitamin E -5.3% -$21,000

Note: Through April 26, 2014.
Source: DeCA
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Through April 26, DeCA fiscal 2014 CONUS 
VMS sales totaled $17.7 million. A freshly-
set planogram at NSB New London, Conn.
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other popular brands, Smith noted, “As more consum-
ers look for alternative ways to manage healthcare 
expenses, they will look for ‘trusted’ brands even 
more than they do now.”

NEW ITEMS
Smith said that within the U.S. vitamin industry, 

new items represent approximately 70 percent of 
growth dollars for the category on an annual basis. 

“Currently, alternative forms are driving dol-
lar growth in the category,” the category manager 
said. “These alternative forms — gummies, melts, 
and bursts — are bringing new vitamin users into 
the category. Some of these new users were not 
purchasing because they didn’t like to take pills. 
Some new users, such as millennials, represent a 
new, younger demographic that is being proactive 
about its health. Alternative forms provide the op-
portunity for commissary shoppers to ‘try before 
they buy’ with sampling events.”  

GUMMY GROWTH
In the U.S. VMS industry, Smith reported that 

gummy vitamins represent 10 percent of total vita-
min dollars and 48 percent of total vitamin dollar 
growth. Melts, which he characterized as “a relatively 
new form,” represents 7 percent of vitamin dollar 
growth, and Nature Made is the first manufacturer 
to launch a “melt” line.   

“The sensory aspect of these forms creates 
excitement and buzz for the category, and 
it increases the likelihood of daily intake/
vitamin usage compliance,” he explained.

VMS SALES PROJECTIONS, PROMOTIONS
Smith told E and C News that forecasted 

DeCA CONUS dollar volume is $33 mil-
lion through September 2014, while DeCA 
OCONUS VMS dollar volume is forecast 
to be $4.0 million through the end of the 
fiscal year.

With the move to a healthier lifestyle, 
Smith said that DeCA is linking sales and 
promotions of these types of products with 
consumers’ growing focus on health.

“Nature Made is promoted monthly, and 
sampling programs are being utilized to get 
consumers to try Nature Made Adult Gum-
mies,” he explained. “These programs will be 
available for Nature Made Vitamelts as well.”

Smith said promotional displays featuring 
healthier products are built at store level by 
the broker community, with 10 percent of 
vitamins being promoted off-shelf. 

Promotions also include in-store coupon 
pads, which he said “are used heavily,” along 
with free-standing insert (FSI) drops.

—E and C NEWS

DeCA stores offer patrons a wide variety of heath-
related bars in their assortments, including those 
shown here at NSB New London, Conn. Among 
the different varieties offered are those addressing 
protein intake, sports endurance, wellness mainte-
nance, weight loss and other subcategory niches.

DeCA OCONUS Year-To-Date Fiscal 2014 Top Vitamins, 
Minerals and Supplements (VMS) Segments

 DOLLARS ACTUAL 
SEGMENT PERCENT CHANGE DOLLARS CHANGE
Letter Vitamins  +9.0% +$31,000 
CoQ10 +23.3% +$19,000
Fish Oil +4.2% +$10,000
Magnesium +63.2% +$6,000
Probiotics +17.6% +$2,000
Sleep/Melatonin +1.3% +$1,000
Potassium -0.1% —
Omega Combo -22.1% -$8,,000
Joint Health -14.0% -$40,000
Multivitamins -20.1% -$191,000

LETTER VITAMINS 
DeCA OCONUS Year-To-Date Fiscal 2014

By Dollar Volume Change

 DOLLARS ACTUAL 
SEGMENT PERCENT CHANGE DOLLARS CHANGE
Vitamin D +37.4% +$19,000
Vitamin B  +11.2% +$13,000
Vitamin C +8.0% +$9,000
Vitamin A  -10.6% -$1,000
Vitamin E -16.6% -$9,000

Note: Through April 26, 2014. Alpha Lipoic Acid figures were not available for 
OCONUS. Actual dollars change for Potassium was negligible.
Source: DeCA

DeCA CONUS Year-To-Date Fiscal 2014 Top Vitamins, 
Minerals and Supplements (VMS) Products

By Unit Volume

RANK ITEM DESCRIPTION
  1 Nature Made Vitamin D 1000iu Tablet (100-count)
  2 Nature Made Magnesium (250mg, 100-count)
  3 Nature Made Fish Oil (1200mg, 100-count)
  4 Nature Made Vitamin D 400iu Tablet (100-count)
  5 Centrum Silver Ultra Women’s Multivitamin (100-count)
  6 Nature Made Vitamin A 8000iu (100-count)
  7 Nature Made Vitamin D 2000iu Tablet (100-count)
  8 Nature Made Vitamin C Chewable (500mg, 60-count)
  9 Centrum Silver Ultra Men’s Multivitamin (100-count)
10 Nature Made Vitamin C Tablet (1000mg, 100-count)
11 Emergen-C Vitamin C Combo Effervescent 
 Orange Powder (30-count)
12 Nature Made Vitamin B-12 Tablet (500mcg, 100-count)
13 Nature Made Biotin Liquid Softgel (2500mcg, 90-count)
14 Nature Made CoQ10 (200mg, 40-count)
15 Nature Made Potassium Gluconate Tablet 
 (550mg, 100-count)
16 Nature Made Vitamin B-12 Time-Release Tablet 
 (1000mcg, 75-count)
17 Nature Made Melatonin Tablet (3mg, 120-count)
18 Nature Made Biotin Liquid Softgel (5000mcg, 50-count)
19 Sundown Vitamin D 1000iu Tablet (100-count)
20 Nature Made Super B-Complex Tablet 
 (140-count)

Note: Through April 26, 2014. These DeCA CONUS Top 20 unit movers represented 
21 percent of total units moved year-to-date.
Source: DeCA

ANTICIPATING PATRON NEEDS

Defense Commissary Agency (DeCA) Baby and Heathcare Category Manager LaRue Smith 
noted that the agency uses several analytical tools and resources to help it strike the optimal 

balance of savings and variety, and to anticipate patron wants and needs.
“DeCA’s contracted data provider is Nielsen,” Smith said. “We use Nielsen panel data, and attitu-

dinal studies to fully understand pricing, assortment, and the ‘why’ behind the buy. During a category 
review, DeCA analyzes sales trends, and assortments are compared to sales outside the military to 
identify new items, void distributions, and any strategic opportunities.  Data for the category com-
parison includes U.S. Food, Drug, Mass Merchandisers and Convenience Stores (FDMC).”

“Size variety [among products] is important to 
compete with other classes of trade.’

— DeCA Baby and Healthcare Category Manager LaRue Smith
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