
sible on the pocketbook.
“In the household cleaning categories, both inside and out-

side the gate are experiencing the same challenges,” the buy-
er said. “Cautious consumption and reduced pantry size” are 
among the main trends affecting these categories, Sanders em-
phasized.

CONVENIENCE
The buyer noted that DeCA patrons con-

tinue to purchase name-brand cleaning prod-
ucts that they know and trust. “Shoppers are 
also looking for additional ways to stretch 
their grocery dollar and easier ways of com-
pleting the household cleaning chore,” he 
said. “These trends are evidenced in com-
missaries with measurable growth in club 
packs, multi-packs and bonus packs. We’ve 
also seen a jump in the popularity of house-
hold cleaning wipes.”

Commissary patrons have also gravi-
tated toward easy-to-use household deter-
gent pods, which allow users to simply drop 
a pre-measured detergent pod into their 
washing machines and dishwashers. In the 
13-week period ending May 12, this seg-
ment of single-dose products carved out a 
4.62-percent dollar share and 4.39-percent 
unit share of the laundry detergent category, 
with $468,928 in activity based on 45,120 
units sold.

“From the initial movement of these 
products, I believe that single dose will even-
tually take market share away from the larger 
sizes of liquid laundry detergents, and we are 

Commissary patrons are shopping for household cleaning 
products with a sharp focus on items of necessity, ac-
cording to Defense Commissary Agency (DeCA) Sales 
Directorate (SD) Category Buyer Jon Sanders. At the 

same time, many customers have favored products that empha-
size convenience but which also place as light a burden as pos-

Following a recently com-
pleted category review, 
DeCA is moving forward 
with an aggressive plan 
that is expected to spur 
growth in the category. 

Fort Campbell, Ky.
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DeCA Household Cleaning Supplies

With Convenience With Convenience With Convenience 
And Necessity And Necessity And Necessity 
In MindIn MindIn Mind

‘Consumers are shopping for household cleaning products 
with a clearer focus on what they absolutely need.’

 
— DeCA Household Cleaning Supplies Category Buyer Jon Sanders

Sanders



CATEGORY REVIEW
With the household cleaning supply category moving along at a relatively 

slow sales pace, Sanders told E and C News that DeCA completed a category 
review of the entire household aisle in January, trying to find ways to boost its 
activity. 

“We looked at dollar and unit contribution for each category, and at best-
practice scenarios at different retailers,” he said. “We reviewed all the current 
information on shopper insight regarding the household categories. With these 
factors in mind, the buyer said the agency was moving forward with “an aggres-
sive plan that should spur category growth.”

“In some categories, space allocation has changed, and in others, the mer-
chandising method has changed to ensure that our patrons see our total assort-
ment,” he explained. “As an example, we recently posted our new household 
cleaners planogram. In this planogram, our patrons will see a better block of 
our stock assortment, with cleaning wipes separating all-purpose cleaners from 
bathroom cleaners. 

“I would like to thank our store personnel and our industry partners for their 
patience and hard work as we move forward with these necessary changes.”
� —E�and�C�NEWS�

allocating more shelf space to single dose as this trend unfolds,” Sanders said.
In spite of this burgeoning trend, however, DeCA stores continue to gener-

ate significant sales on traditional detergent formats. 

BRAND POWER
The Tide brand currently leads activity in the detergents category with 

71.81 percent of the dollars and 52.73 percent of the unit volume in this seg-
ment.

 
COST CONSCIOUS PATRONS

Overall, Sanders reported that the agency’s household cleaning dollar sales 
for fiscal 2011 were $187.7 million based on unit sales of 26.8 million. DeCA 
dollar sales for the 26-week period ending May 12, 2012, were $90.42 million, 
down 2.72 percent versus the same period last year. 

Sanders said that green cleaning products — those that are safer on the 
environment — have been victims of the current economic climate. “Consumers 
are becoming more cost conscious when it comes to household cleaning,” he 
noted. “If the price spread between green and traditional products is too wide, 
consumers tend to purchase the conventional cleaning product.”

NIB, NISH
A portion of the household cleaning supply category is derived from National 

Industries for the Blind (NIB) and National Industries for the Severely Handi-
capped (NISH)-made products through the AbilityOne program. 

“As the buyer responsible for the AbilityOne program, the sales increase of 
the program’s products indicates that patrons are supporting the program year 
after year,” Sanders said. “It is unclear whether or not our patrons are fully aware 
of the positive social and economic benefits of this program, and probably fewer 
know that some products are veteran made. 

“However, we at DeCA are very aware, and do support the program exten-
sively, both from a product assortment perspective and by regularly promoting 
AbilityOne items.”

Top Sellers By Category, DeCA 
Household Cleaning Supplies*

CATegory  ProDuCT SAleS
Laundry Detergent  tide (100-oz.) $1.83 million 
Bleach  Clorox (96-oz.) $739,606 
Liquid Dish Detergent  Dawn (24-oz.) $691,604 
Automatic Dishwasher Detergent  Cascade (60-count) $687,586 
Multipurpose Cleaners  Lysol (330-count wipes) $622,354

* Based on sales during the 52-week period ending May 26, 2012.
Source: DeCA
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