
Sales of frozen food items are doing extreme-
ly well within Defense Commissary Agency 
(DeCA) stores. With healthy eating on the 

minds of many patrons, commissaries are catering 
to these needs with a growing assortment of healthy 
frozen items, along with an abundance of more tra-
ditional items.

According to Lou Kennedy, category manager, 
frozen and chilled foods, cumulative sales of frozen 
foods in fiscal 2012, for the period ending May 2012, 
were $369.68 million, a 3.28-percent increase from 
prior year.

A breakout of six specific frozen food subcatego-
ries’ year-to-date performance in DeCA stores dem-
onstrates that frozen food “is taking off,” he said.

FISCAL 2012 INITIATIVES
Normally, Kennedy might attribute frozen’s rise 

in sales during the winter months to the weather, 
where the conditions are often so cold that people 
generally stay indoors, do not venture outside much, 
and eat what they have stored in their freezers. How-
ever, he said that this year’s generally mild winter did 
not fit the usual winter characterization and thus, was 
not the reason for such a sales surge.

“The weather had nothing to do with the sales 
increase this time,” he said. “In October 2011, we 
did a reorganization of our frozen food assortment, 

and part of this initiative was to streamline the pro-
motional packages to make sure that there was no 
duplication.”

The reorganization saw “Manager’s Specials” 
and “Power Buys” both streamlined to six to 10 
items, a situation that Kennedy said “was not preva-
lent” before the reorganization. Primary items were 
simplified to 10 to 22 display items, which, he said, 
“allowed stores to better streamline and prepare or-
der quantities.”

Larger stores could add 10 to 15 additional pri-
mary items, he noted.

Another initiative DeCA put in place was the 
conversion of frozen food categories from a percent-
age-base to facing-specific planograms.

“Using the 80/20 retail model, where 20 percent 
of the companies in a category do 80 percent of the 
category’s business, if companies X, Y and Z com-
prised 80 percent of the category, stores often would 
not know how many items they could fit into their 
selection,” Kennedy explained. “There are 18 major 
categories in frozen food, and in the past there were 
too many items for stores to manage. We ended up 
having our best sellers giving up space for ‘lesser-
selling’ items. This situation forced the favorites to 
often be out of stock.”

Thus far, 12 of the major frozen food categories 
have been reviewed and converted, with the other six 
due by the end of the fiscal year in September.

Kennedy said that DeCA worked closely with 
four major entities — manufacturer Nestlé, and bro-
kers Webco General Partnership; S & K Sales Co., 
and Acosta Sales and Marketing — to create frozen 

planograms that reflected the strides to tighten the 
assortment that were made during the reorganization 
process.

ACCEPTANCE
Another factor helping popularize frozen foods is 

its increased acceptance by patrons.
“Frozen food is freshly caught, frozen and 

shipped,” Kennedy said, referring to fish. “If we are 
talking about vegetables, frozen vegetables have be-
come more popular than the canned variety.

“People are not afraid of frozen foods ... and the 
‘Millennials,’ they enjoy frozen foods because they 
can make their favorite foods quickly in the micro-
wave. This acceptance has allowed frozen food to 
continually grow in importance in our stores.”

MARCH FROZEN FOOD MONTH
Aside from the reorganization and the growing 

acceptance of frozen foods, Kennedy said another 
major factor bolstering fiscal 2012 frozen food sales 
was the continued success of March Frozen Food 
Month, an annual retail promotion devised by the 
National Frozen and Refrigerated Foods Association 
(NFRA) to boost sales — and customer awareness 
— of frozen foods and their adaptability to everyday 
meal plans.

“March Frozen Food Month was a great success,” 
Kennedy said, noting sales of $46.8 million in DeCA 
East and West areas sales alone, an increase of more 

DeCA Frozen Food 
Subcategory Sales 

By Dollar Volume

Fiscal YTD 2012 *

Frozen Subcategory  Sales/% Difference

Dinner Meals $51.84 million/+10.84%

Fish  $38.18 million/+12.61%

Ice Cream  $34.87 million**

Pizza  $26.34 million/+3.97%

Vegetables   $25.75 million/+7.23%

Snack/Appetizers  $16.90 million/+9.35%

* Through May 2012.
** This is a cumulative total comprised of “squrounds “ 
— a compromise between a square and round carton 
of ice cream — and novelties. During the reporting 
period, squrounds generated $13.40 million in sales in 
DeCA stores, a 16.86-percent increase, while novelties 
amassed $21.46 million in activity during the report-
ing period, a 15.24-percent increase.

Dollar figures rounded off.
Source: DeCA

Commissary Frozen Food Sales 

“Take Off”
Kennedy
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The convenience offered by improved 
product preparation times, versatil-
ity and innovation have helped spur 
growth in commissary frozen food as-
sortments. NAS Corpus Christi, Texas.
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than 4 percent over prior year.
“The March promotional period allows everyone 

to get behind frozen foods,” he said. “There was also 
an abundance of ‘Manager’s Specials,’ and this year, 
there was better pricing across the board.”

Kennedy also said that industry participation was 
crucial to the March effort. “The quality of point-of-
sale (POS) materials allowed stores to go way out 
on a limb with their presentations, and they were so 
creative that they were able to keep customers com-
ing back to their stores.”

HEALTHY EATING
With the perimeter of stores continuing to grow, 

Kennedy said commissary patrons’ interest in frozen 
foods is expected to continue to expand, and manu-
facturers are developing new products at a rapid pace 
to fill the numerous demands shoppers have when it 
comes to the food that they purchase for themselves 
and their families.

INNOVATIONS
The frozen department is also an area of innova-
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With the perimeter 
of stores continuing 
to grow, commissary 

patrons’ interest in fro-
zen foods is expected 

to continue to ex-
pand. Manufacturers 
are developing new 
products at a rapid 

pace to meet evolving 
shopper expectations. 

Fort Campbell, Ky.

tion. For instance, Kennedy said that inno-
vations in seafood are taking frozen to new 
heights.

One of these innovations is the use of 
parchment paper in the cooking of frozen 
fish. Cooking with parchment paper has nu-
merous benefits, including parchment paper 
being grease-, moisture- and relatively-heat 
resistant. Also, cooking in parchment paper 
creates naturally low-fat foods, as the pro-
cess doesn’t require added fats or oils.

Kennedy said several companies offer-
ing frozen fish — including Van de Kamp’s 
and Mrs. Paul — are using this classic tech-
nique in their frozen fish offerings. “It gives 
fish a fresher taste,” Kennedy said.

Innovations are expected to continue in 
frozen foods for the foreseeable future in 
everything from pizza to ice cream. Kenne-
dy said that health and prep-time attributes 
would guide the development of numerous 
new products that might one day find their 
way into DeCA’s frozen food assortment.

—E and C NEWS

Gluten Free, Organic Frozen 
Items — Success Stories Differ

ORGANIC
DeCA stores offer customers numerous organic frozen 

products, but DeCA Frozen Foods Category Manager Lou 
Kennedy said that the picture becomes more complex 
when it comes to selling frozen organic products as op-
posed to their “regular” counterparts.

“People want these products, but we have found that 
you have to compare the specific organic product’s price 
to the price of mainstream products,” Kennedy noted.

“Let’s talk about pasta sauce,” he continued. “When 
you look at the major brands, like Barilla or Classico, the or-
ganic products that these brands offer are maybe 20 cents 
more expensive. But when you see the price difference in 
the frozen food area between organic items and main-
stream products, there is a much bigger gap in pricing.”

For instance, he said that a frozen chicken might cost 
the consumer $3.50 to $5, while an organic frozen chick-
en of high freshness and quality might carry a significantly 
higher cost price.

In addition, frozen organic products often do better in 
one area of the country than the other. “In the Southwest 
part of the country, organic items might do better than in 
the Midwest,” he said, and this forces DeCA to differentiate 
its organic stock by interest and need.

Kennedy said that these situations have forced DeCA 
to be a little more careful in the organic products it offers 
in the frozen section. “We offer organic frozen items, of 
course, but we are learning what to offer and what to take 
out,” he said. “We believe we are offering the right items 
in that section.”

DeCA’s top-selling frozen organic brands include Healthy 
Choice, Lean Cuisine, Kashi, Kid Cuisine, and Smart Ones, 
and citing the rise in interest in a gluten-free diet, “They are all 
getting into developing gluten-free products,” Kennedy said.

GLUTEN-FREE
Healthy eating is a prevalent trend throughout the mili-

tary, and the increase in gluten-free items in many catego-
ries found in commissaries allows patrons to go that route 

if they need or choose to do so.
Frozen also has its own increasing share of 

gluten-free items. “Gluten-free is making sales 
inroads,” Kennedy noted. “About 10 years ago, 
a relatively small percentage of people were di-
agnosed with celiac disease, an intolerance to 
gluten, a protein found in wheat, rye and other 
products.

“Now, more people have been found to be 
intolerant to gluten, and many children suffer 
from this malady. We have found that many fami-
lies are changing the things that they eat so that 
their affected children don’t feel left out. They 
are simply taking the wheat out of their diets as 
a family, even if not all family members have this 
problem.”

Also, others choose gluten-free diets not be-
cause they have an intolerance to gluten, but to 
reflect overall changes in diet related to maladies 
such as high cholesterol, Kennedy said.

Among the wealth of gluten-free frozen items 
offered to customers in the commissaries are 
those produced by the Light Life and Garden Li-
tes brands.
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DeCA worked closely with manufacturers and 
brokers to create frozen planograms that re-
flected the strides to tighten the assortment 
that were made during the frozen food reor-
ganization process. NAS Corpus Christi, Texas.
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