
DeCA Deputy Director and Chief Operating Officer (COO) Michael Dowling

Improving the 
Benefit for Patrons 

And Partners
E and C News: How would you characterize 
the degree of change during these last two 

years of restructuring, compared with what you 
have seen during your DeCA career? 

Dowling: The speed of change needed has been greatly en-
hanced. Things that we might have thought would take years to do 
now are going to need considerably less time than before. We ask 
ourselves, did we ever think we were going to have telephones — 
mobile phones — that you would be able to watch TV shows on? 
Those kinds of developments really arrived on the scene within a 
relatively narrow and comparatively recent window of time. 

Today, DeCA is facing the need to speed along the process of 
change and adaptation, as well as the need to identify new trends, 
but we still have to go through the reviews, the government pro-
cesses, the contractual requirements, and things of that nature, 
which make it that much more challenging to try to match the pace 
of change. I don’t think all the elements have really caught up with 
the list of what we need to do. 

Having said that, I would say that in 1990, when I was on the 
Transition team to form DeCA, we sure thought we were moving 
pretty fast. In hindsight, I would say we were moving at a pretty 
fair pace, but not anywhere near as fast as we need to move today. 
And I suspect a year from now, or two years from now, we’re go-
ing to try to be moving that much more quickly, because data and 
other informational capabilities are so much more available, tools 
are being put together that could be used to make decisions with 
on a much more rapid basis.

E and C News: What were some of the 
objectives of the latest MBU reorganization?

Dowling: One of the points we’ve been trying to make is we are trying to enhance our category manage-
ment capabilities significantly, and doing that is going to require us to structure ourselves a little differently. 
It means we will allocate the responsibilities for a set of category managers a little bit differently than we had 
done in the past, give them more oversight and capability to control the performance, or the direction things 
are going in, and make necessary changes. It also includes the expectation for them to get officially certified 
in category management.  All of those factors better position DeCA to use analytical tools and data more ag-
gressively than it has done in the past. 

I’m not saying that it would eliminate getting data 
or information from industry, but being able to access 
both our data and industry data will help us make the 
best plan together that we possibly can, to control the 
enhanced sales.

The bottom line is that we have to streamline and 
take costs out of the supply chain. I would say that in 
the past, we have not been as deeply involved in look-

“We work very hard to demonstrate 
that what we do is part of the benefit, 
that it’s relevant, that we are meeting 
customers’ needs, that customers take 
advantage of it, as evidenced by the 
$6 billion in groceries they purchased 
last year,” DeCA Deputy Director and 
COO Michael Dowling emphasized. 
The Fort Lee, Va., store prepares for 

Halloween.

D efense Commissary Agency 
(DeCA) Deputy Director 
and Chief Operating Offi-

cer (COO) Michael Dowling has seen 
changes of almost every type involving 
the commissary system during his ca-
reer in the military and resale. 

The DeCA COO is not one to look at 
things from a limited perspective, and 
his responses often mirror the 360-de-
gree approach that is increasingly part 
of DeCA’s business philosophy.

In this exclusive interview, Dowling 
discussed the pace of innovation and 
change; pushing inventory to stores to 
meet forecasted demand; and illuminates 
some of the ways DeCA’s future enter-
prise business system promises to unlock 
efficiencies all along the supply chain. 

Above all, however, he’s focused on 
translating all these transformations 
into a win/win/win scenario for the in-
terconnected whole — industry, com-
missary, and their ultimate reason for 
being — the patron.

From reorganizing internal structures to streamlining the supply chain and beyond, 
DeCA Deputy Director and COO Michael Dowling together with the Store Operations, 

Infrastructure Support, and Sales, Marketing and Policy groups are accelerating the 
pace of change in the way the agency does business and serves patrons.
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having to spend a night away from their own facility, 
that should become a cost savings to the distributor, 
and ultimately, to the manufacturer. From there, the 
product cost to our patron would be less, and every-
body will gain by the improved process.

If we can take other costs out of this system, and 
that includes paperwork costs, processing costs, pay-
ment costs, all those costs that you don’t see directly 
every day, that will make us all even more stream-
lined, and hopefully, the manufacturers can then put 
those savings to the bottom line.

We have to look at this thing more as a 360-de-
gree approach, and then, we have to do our best to 
make everything a win/win/win for everybody. 

The Sales Directorate reorganization is one step 
along that route. We’ve already implemented the 
Distributor Discrepancy Rate (DDR) program, for 
example, and we will certainly be looking at other 
things that will help in this process. 

We have to help, we have to do our part, I don’t 
think that at any point in time we are reluctant to 
listen to any of our business partners if they have 
ideas. And, as far as history has shown, I think ev-
erybody will do their part, too, along with DeCA.

E and C News: Are there any 
other examples of this type of 

reciprocity in the supply chain?

Dowling: One of the things that we have already 
started is the automated ordering of new items. We 
are testing that in Zone 28, where we are pushing 
new items out to the stores, rather than making them 
available and then expecting the stores to place the 
order for those new items. 

If we do an automatic push of items, based on 
quantities that we can predict, then distributors will 
have a better opportunity to get those new items in 
the house before they need to be pushed. That’s al-
ways been a complaint we hear from the stores, “I get 
this listing of new items, but when I order it from dis-
tributors, they haven’t got it yet,” or the manufacturer 
hasn’t gotten it there in sufficient quantities. 

If we can push the product out, based on prede-
termined quantities, then we all benefit by that. The 
distributors are not left holding inventory, or having 
to get inventory in a rush.

ing at the entire supply chain and all of the costs as-
sociated with it. We would do things that we thought 
were good for us, and hopefully good for our patrons, 
but we weren’t seeing all the effects those processes 
might sometimes have on distributors, manufactur-
ers and brokers, with as much review as I think is 
necessary today. 

I won’t say we were wrong, but I think we now 
know, just from our combined experiences, and those 
of industry, and from the trends in the supply chain, 
that all these processes are connected and integral to 
each other. 

E and C News: How could that 
play out in the real world?

Dowling: For example, if we can reduce the time 
that a distributor truck sits in the back of our com-
missary through the use of our distributor discrep-
ancy report; and if, as a result, a distributor can drop 
the product off, continue with their deliveries so that 
their drivers can complete their entire delivery cycle 
in one day versus perhaps running out of drivers, or 

Reinforcing the awareness of the high quality of 
DeCA produce — a key factor in patron loyalty —
such as the produce available at Fort Lee, Va., con-
tinues to be one of DeCA’s organizational priorities.

‘Things continue to change. Capabilities become available, new tools surface,
and we evolve along with the new possibilities at hand.’ 

— DeCA Deputy Director and COO Mike Dowling
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Now, I am not going to tell you that this is the 
long-term trend. It is what we’ve seen up to this point 
in time, and we’re pleasantly pleased. 

What I can tell you is that we have challenges 
with CLICK2GO because it does not talk to all of 
our systems. That would require us to spend a lot of 
money to adapt it to make it a true communication 
tool.

There are some manual operations that we have 
to do, and we will deal with those. We’ve dealt with 
that type of hurdle before, and there’s no reason why 
we can’t call CLICK2GO a success.

E and C News: What’s the 
next step for CLICK2GO?

Dowling: I certainly think that we see the posi-
tive results that show that we can now move on to the 
next site, which I think is Offutt, AFB, Neb., and then 
proceed from there. 

At Offutt, from the feedback that I get, our stores 
would very much like to get going on this process be-
cause they see that the major chain in the Quad City 
area, Hy-Vee, is apparently now going to experiment 
with Internet ordering for customer pickup. I have 
been to numerous Hy-Vee stores, and they are im-
pressive. They do a wonderful job and they are very 
innovative, right up there with chains like Wegmans. 

We are definitely taking advantage of what we are 
seeing in industry. The initial reaction of our patrons 
is positive. We’ve seen Facebook comments come 
back, for example, from mothers with young chil-

its creators didn’t even know what a smart-
phone was, much less a mobile phone. 

Once we get EBS, we will be in a 
much more flexible situation. But that 
does not mean that we are not going to 
press the envelope. We have CLICK2GO, 
ongoing at the Fort Lee, Va., Commis-
sary right now! 

E and C News: What was 
DeCA looking for in the first 
CLICK2GO test, and what 

has 
it demonstrated to date?

Dowling: Our primary reason to do 
that was to gauge our customers’ inter-
est, see if we could do it, and then assess 
what types of labor requirements and 
what other challenges that would pres-
ent to us, so we could make the necessary 
adaptations. 

We installed an off-the-shelf software 
package that is working at Fort Lee as we 

speak, and all indications from the first several weeks 
are that this is a very positive element. We are re-
ceiving about what we expected out of it, in terms of 
what we can handle on a daily basis, when it comes 
to orders. The sizes of the orders, however, have been 
much larger than what we thought they would be on 
average. 

In Europe, we push new items out of our own cen-
tral distribution centers (CDC). When new items were 
identified, the quantities were established, and were 
pushed out to stores once they had arrived at the CDCs. 

But, to put that in perspective … it’s a lot easier 
to say than to do.

E and C News: How does the 
new push system affect the 

store-level inventory process? 

Dowling: The current DeCA Interim Business 
System (DIBS) is what we call a legacy system. It has 
a lot of challenges including the requirements of De-
partment of Defense (DoD) security. We’re going to re-
place that with our Enterprise Business System (EBS).

And one of the primary reasons is that DIBS is 
not as flexible or as nimble as we need such a sys-
tem to be. We’re discussing a lot of topics including  
pushing out new items to stores, more forecasting, 
and getting items preset in the system. 

The challenge that we have is that DIBS makes 
those processes a lot of work. Much of it is manual — 
driven by actual input — and because we are going to 
replace DIBS in the foreseeable future, we don’t like to 
spend a lot of money writing changes to DIBS so that 
it can adapt to these singular, little steps along the way.

E and C News: How far can DeCA 
go with DIBS and its limitations?

Dowling: We are going to push DIBS as far as we 
can, but as far as some of the developments that we 
are contemplating are concerned, we’re not going to 
get to where we really want to be with them until we 
get an EBS up and running. That is particularly true 
with social media, the Internet ordering, the mobile 
app, and those types of projects. 

DIBS just doesn’t handle that type of technology 
particularly well, because when DIBS was put together, 

“We want to make this a cooperative environment 
and make sure that everything turns out to be a win/

win,” said Dowling about the cooperative nature 
of adapting to change, inside the agency, and with 

industry partners.

‘We are trying to make the benefit more relevant — get 
the attention of our patrons: It shows that we are trying 
to meet their needs and that we are making ourselves 
more aware of what they like to see — and proceed 

from there.’
      — DeCA Deputy Director and COO Mike Dowling
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dren, who think Internet ordering is a good thing. 
They can place their order, pick it up, and they don’t 
have to walk the stores with their young kids — I 
think we have all experienced how challenging that 
can be at times. 

We’re also hoping that patrons who live outside 
the gate at Fort Lee — who don’t ordinarily shop on 
base — will also stop in the store and pick up their 
items on the way out, and don’t think they have to 
pick up their items off base. 

We are trying to make the benefit more relevant 
— get the attention of our patrons: It shows that we 
are trying to meet their needs and that we are making 
ourselves more aware of what they like to see — and 
proceed from there.

It’s been a good initiative up to this point. We’ve 
had some very good people who have worked very 
hard to put all the pieces together on this. That in-
cluded securing the necessary “approvals,” because 
we are also a government agency. That took a great 
deal of time and perseverance, and we learned our 
lessons. We now know for certain that putting a new 
program in place is not simply a matter of snapping 
our fingers and saying that you have a new program. 
You have to make sure you cross all the “T’s” and 
dot all the “I’s,” and fly with all the government re-
quirements. And those are not necessarily all DoD 
requirements, either. 

E and C News: What are your 
thoughts about where DeCA fits in 
with the military mission, because 

sometimes it seems to us as if some 
people are not just “getting it” out-

side the world of military resale.

Dowling: We’ve always essentially said that we 
are a core part of military family support; we are a 
valued military benefit; we contribute to family read-
iness; we enhance quality of life; we aid in recruiting 
and retention, and we also think that we are a focal 
point of quality of life on the installation. 

We are certainly hearing feedback from instal-
lations and also from our customers about how un-
happy they are about the furlough day. 

People do understand that we are part of the com-
munity. However, it would be out of place for me to 
say something about what people don’t get. There are 
lots of things going on in the defense world, and in the 
government’s world, when it comes to budgetary pres-

sures. People are looking for ways to do more with 
less, and how things look can depend on where you sit.

That said, we work very hard to demonstrate that 
what we do is part of the benefit, that it’s relevant, 
that we are meeting customers’ needs, that customers 
take advantage of it, as evidenced by the $6 billion 
in groceries they purchased last year. It’s important 
to remember the benefit is broader than just the ac-
tive duty, it’s there for reserves and Guard, authorized 
veterans and retirees. 

We serve a broad community. But there are pres-
sures on the DoD budget, and you certainly know 
that we are being studied for potential cost savings. 

There are lots of people discussing topics in a 
building on the Potomac, and we respond; we try to 
tell our story and make sure it’s out there. 

We have groups that support and advocate for 
us, and say good things about us, then there are also 
other groups that say, “Well, maybe in this era, it’s 
not really all that necessary.” 

It all, however, becomes very real when you get 
a call from the installation commander, for example 
from a remote place such as Fort Irwin, Calif., who 
might say, “Hey, please don’t close here, because it is 

40 miles from Fort Irwin to the next town. We need 
you out here.”

Another question that came up was, “Do you 
need to be in a metropolitan area?” Well, then the 
issue is the high-cost associated with living in metro-
politan areas. Our largest store, the store that has the 
best monthly sales, Fort Belvoir, Va., is right smack 
in a metropolitan area. 

These are challenging times, is the best thing that 
I can say.

E and C News: As far as putting 
a dollar value on the benefit for 
patrons is concerned, we have 
seen the same dollar values for 

some years now. Has DeCA revised 
its metrics for savings at all?

Dowling: We’re seeing $4,600 for a family of 
four, $2,900 for married couples, and $1,600 for the 
single shopper. 

But, you are absolutely correct, we used the same 
methodology for many years. We know that we’ve 
got to get a little more precise in our numbers, and 
that’s why we have to enhance our analytical abil-
ity in that area. We’re working toward that, but right 
now, we’re not at a point where we could give you 
any different numbers. 

In a general sense, certain areas of the country 
are different when it comes to food prices. Hawaii 
prompts an “oh my gosh” reaction when it comes to 
our level of savings. It’s different again in the South-
east or Alaska.

I think that is another advantage we hope to gain 
with the category manager who sees the entire cat-
egory, and then can work through the different mar-
kets that we have to address, and make sure that we 
are delivering what’s needed, where it needs to be 
delivered the most.

Among other accolades, Dowling presented long-
time DeCA executive, former Human Resources 
Director Kaye Kennedy, with a U.S. flag at her 

retirement.
PHOTO: KeVIn RObInSOn, DeCA

‘We’re going to have to keep pressing the envelope. We 
are going to have to be flexible. We are going to have to 
be responsive to our patron base. And we’re going to 
need people’s assistance ... from industry and our own 

workforce ... to adapt.”
— DeCA Deputy Director and COO Michael Dowling
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sary produce isn’t as good — but rather perhaps bet-
ter — than what’s available in many places outside 
the gate. 

I realize that I may be a little biased, but in the 
stores that I visit in this area, for example at Fort 
Lee, the produce quality far exceeds what I see in the 
commercial stores in this area.

E and C News: Where does the 
test of the warehouse format 

store currently stand? 

Dowling: We’re going to do a new format at 
JBLM McChord, Wash., that’s going to put emphasis 
on club packs among other things.

Right now, we are still trying to identify any facil-
ity changes that we are going to have to make, to see 
if we can afford those facility changes. 

We’re certainly not going to venture into a major 

E and C News: Regarding the DeCA 
shopping app, and the Internet — 
is social media benefiting DeCA, 
its vendors and patrons, the way 

DeCA wants it to?

Dowling: We’re working on these projects in-
tently. We’re trying to determine what’s the best way 
to go; whether that’s using a contractor or doing it 
in house. We’re exploring an app that will help the 
customer to prepare their orders on their smartphone, 
we’re also looking at all the hurdles we are going to 
have surmount to make sure that we can provide 
pricing on an app. We’re only going to show prices to 
customers who are authorized. That means that any 
customers who come through the app are going to 
have to be vetted by DEERS. We have to figure out 
how a customer can access it into our system.

I think social media for us has been a very good 
move. I think that the creation of the Business De-
velopment Directorate was a good move. They have 
mined information. I will be the first to tell you that 
there are things that show up on Facebook that I’m 
not particularly thrilled with, that a customer believes 
may be occurring or did occur at a store. We’re tak-
ing steps to identify that kind of issue if it’s brought 
to our attention, to see what’s going on out there. 

We also get a lot of positive comments in social 
media, and other customers read those comments, 
and that spreads from there, so I think it has been 
good for us. I think we’re getting good exposure out 
there, as well as some type of feel about what our 
customers are interested in. There’s no doubt that 
produce is a hot topic. I think we all knew that, but 
I think we’re also all seeing that produce is a very 
important category to our customers. 

I think you’ll see in our reorganization of the 
Sales Directorate that produce will have an enhanced 
category manager role, and we’re going to work hard 
to dispel the final vestiges of the myth that commis-

spend to do this. We’re trying to identify what prod-
uct mix we are going to have, what kind of systems 
we are going to need to support that. Then, we are 
going to have to get out there and talk to the com-
munities and make sure they understand what we’re 
attempting to do.

So, we are not ready to kick off at this point in 
time, but we’re making progress.

E and C News: Are there any other 
notable new initiatives that you 

wanted to tell us about? 

Dowling: I mentioned the EBS, and I think we are 
certainly getting some traction there. I briefed the De-
fense Chief Management Office (DCMO) this week 
on it. Any expenditure of $1 million in the IT world 
requires us to step forward and ask for certification. 
We’ve had to incorporate it in our business lead state-

Asked how far along DeCA and industry are along the road to the 
Commissary 2020, DeCA Chief Operating Officer (COO) Michael 

Dowling was philosophical. 
“I think I would call it the beginning. And to be honest with you, in 

some ways, I think we will always be at 
the beginning. 

“As I mentioned early on, things 
continue to change. Capabilities be-
come available, new tools surface, and 
we evolve along with the new possibili-
ties at hand. I don’t think anybody is 
making anything up when they say that 
because of the budgetary constraints or 
concerns that are prevalent right now, 
we’re going to have to do things much 
more effectively. Hopefully, that will ei-
ther result in the need to consume less 
in the way of resources, or give us the 
ability to realign resources so that we 
can make further enhancements that 
generate the outcomes we’re looking 
for. 

“For example, when we put our warehouse management system 
(WMS) in to the central distribution centers (CDC) in europe, we were 
able to realign them within the CDC, and that enabled us to do a much 
better job in managing the product. 

“That was so successful, in fact, that 
we reached the point where our outside 
auditors evaluation was essentially, ‘OK, 
you only have to do a wall-to-wall in-
ventory once every five years, because 
you have a very good, precise system 
that keeps track of your inventory and 
your inventory dollars.’ 

“We sent people out to check tar-
geted areas, and the auditors noted 
that every time we went out to do 
random checks utilizing our automat-
ed warehousing system, the numbers 
came back right on the button.

“Those kinds of things — taking ad-
vantage of the tools that are given to 
you — allow you to become more ef-
fective.”

The Commissary 2020 Journey: Just the Beginning

DeCA works cooperatively with the Army and the Defense Logis-
tics Agency at Germersheim Army Depot, Germany. According 
to Dowling, inventory efficiencies have spawned further oppor-
tunities to refine distribution center operations. PHOTO DIjOn 

ROLLe, USAG bADen-WUeRTTeMbeRG PUbLIC AFFAIRS

Whether Stateside or overseas, for example at Rota, 
Spain, shown here, DeCA’s new category manage-

ment practices aim to deliver “what’s needed, where 
it needs to be delivered the most.”
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body’s help to get there. 
We’re going to have to keep pressing the enve-

lope. We are going to have to be flexible. We are 
going to have to be responsive to our patron base. 
And we’re going to need people’s assistance, from 
industry and our own workforce, as I look at these 
processes that I mentioned — to adapt, and be will-
ing to adjust.  

I’m not saying, “Don’t tell us your concerns, 
don’t tell us the challenges, don’t tell us the problems 
that these might create,” but I am also saying, “OK, 
also tell us how we can get there from here.” 

When the situation requires that we have to use a 
certain tool, or that we have to do things along specif-
ic lines, the question becomes, “So how are we going 
to get there?” Don’t just put up the wall and say, “I’m 
not changing.” Let’s figure out together how we are 
going to get from there to here — give us solutions, 
give us ideas, give us help. 

We certainly don’t have a monopoly on the best way 
of doing things. There are things that we are going to 
need to understand better on the industry side. There’s 
no reason why we can’t make changes ourselves. We’re 
going to need industry to make some adaptations that 
are necessary to make this thing work. 

We’re going to have to implement things more 
across the breadth of the agency. We are going to 
have to minimize the overseas differences versus the 
CONUS differences. We’re going to have to make 
everything, as we say, “One DeCA.” That’s going to 
require us to rethink and relook at how we do busi-
ness, among other things. 

And people are going to have to adjust with us, and 
that’s both our workforce and our industry partners. 

All I can say is please help us, please be willing 
to share. We want to make this a cooperative environ-
ment and make sure that everything turns out to be 
a win/win. 

And I understand that win/win means that you’re 
not necessarily going to get everything that you 
“want.” You might have to give a little bit on one side 
to get the other things, but as long as everybody’s in a 
win/win situation; it’s not somebody in a win scenar-
io while another gets an automatic lose. So you have 
to give and take, and make adjustments, and make 
things so that everybody will want to support what is 
going on and move forward. 

E and C News: Is there 
anything you’d like us to do?

Dowling: Help us. I think you guys do a fine job. 
I think you get the message out. Just help us.

I certainly appreciate the editorials every time. 
They say a lot of good stuff about us. I wish I could 
publish it in the Washington Post, but that’s not going 
to happen. Help us get the message out, help us tell 
our story. I know you work with the exchanges too, 
among others. 

There are going to be some tough decisions com-
ing down the road, and some things not everyone’s 
going to like. But we are going to have to adapt to 
keep the benefit going and make some changes.

We believe fully that it’s better to continue to have 
a broad benefit than to say “no” to certain things, and 
then end up with a very much reduced benefit, so 
we’re pressing that envelope.

—E and C NEWS

coupons that are downloadable to the Rewards Card 
by our customers, so we’re right in there with industry 
trends. Our contractor says we are doing pretty well 
when it comes to getting coupons and value. 

Several of our major manufacturers have come 
along and told us that this was a good thing. There’s 
a great deal of cost savings there, too, if you don’t 
have to handle paper coupons. We’ve made some 
good progress there, and we’ll continue to push for 
those kinds of things.

E and C News: Are any of the other 
directorates going under the same 
hard scrutiny as the Sales Director-
ate? Will there still be three execu-

tive groups?

Dowling: Yes, we realigned our resale contract-
ing function from the Sales, Marketing and Policy 
Group to Acquisition Management in the Infrastruc-
ture Support Group, placing all of our acquisition 
concepts in one directorate. To answer your second 
question, our original group structure remains in-
tact — Infrastructure Support; Sales, Marketing and 
Policy; and Store Operations.

E and C News: Are there resources 
there for DeCA to accomplish its 

mission?

Dowling: All I will say to that question is that 
since the beginning of DeCA in 1991, we have 
evolved and adapted as needed. I am 100-percent 
confident that we will get it done. 

We are going to have to change things. We are go-
ing to have to go back and take a good, long look at 
our processes. We are going to have to make changes 
in our processes, especially as we go out and pro-
cure an EBS, a commercial business suite that is only 
used in the grocery industry, and which does things 
in a certain way. We are going to have to do the best 
we can to change our processes to that way of doing 
business, to the best of our abilities. 

There are some things that we are not going to be 
able to do because they are governmental in nature 
— we’ve got to get those down to a minimum. And 
that’s going to require us to change. We are going to 
have to do things differently. We are going to have 
to adapt. We are going to have to rely on data. We’re 
going to have to get data to flow through the system 
better. We are going to have to get away from the 
manual interventions that we make.    

All those things are going to require us to redo 
our processes. 

E and C News: Is there any message 
you want to convey to associates, 

vendor partners, zone and store 
managers, and everyone connect-
ed with this worldwide enterprise? 

Dowling: My message is, “Thanks for what you 
do, everybody.” Our goal is to be relevant. We’re try-
ing very hard to do that. We’re going to need every-

ment and all the other accompanying documentation. 
I think we’ve made some progress there and we’ve 
conducted a lot of valuable market research.

The establishment of a Program Management Of-
fice (PMO) here has been a great move in the right 
direction, so that we understand all the administra-
tive processes that we have to comply with, and to 
make sure that everybody understands exactly what 
we are going to spend our money on, and why we are 
going to spend it. 

Along those lines, we’re actively moving forward 
on a time and attendance system. We are certainly 
looking for an integrated business system/business 
suite. We know from our market research that com-
panies such as Hy-Vee, in the Midwestern U.S., and 
Tesco and Sainsbury in the U.K., are using this kind 
of market suite or business suite that allows the or-
ganization to purchase different modules that “talk 
to one another.” That way, we can buy a piece at a 
time, put it in place and ensure that it works properly, 
before procuring the next module. We are moving 
down that road which is a good thing for us, long 
overdue and necessary. 

We’re also looking at ways that we can gather 
more demographic information about our customers 
— who our customer segments are, where they are 
coming from, and what they are doing — because 
we need to analyze that information to move the 
benefit forward. However, we have to make sure we 
do it within the allowable laws of the collection of 
data, because DoD privacy rules are strict. We have 
to make sure we stay within that, and we are making 
some headway there.

We have also had good success with the Rewards 
Card. As of Aug. 21, we have more than 1 million 
cards registered. Somewhere near 10.7 million cou-
pons have been downloaded. 

That is another example of us trying to get out there 
and get into the trend of what’s going on in the com-
mercial world. I know that Kroger is doing a tremen-
dous job when it comes to digital coupons. The other 
chains I see are doing it, and we’re now there, too. And 
industry is seeing the advantage of digital coupons. 
On any given week, we’ve got from 150 to 160 digital 
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