
phasis on analyzing shopper trends; product assort-
ments; merchandising; pricing; packaging strategies; 
planogramming, and developing programs that in-
crease the growth of our categories and subsequently 
increase sales,” she explained.

“In addition, it is very exciting to take on the 
responsibility for developing and executing both 
short- and long-range marketing goals and concepts 
that enhance customer sales and savings, as well as 
increase customer transactions and patron awareness 
of the commissary benefit,” she explained. “For the 
Semi-Perishables Division, we must continue focus-
ing on savings. And, the team must stay on top of re-
tail trends to continue providing our customers with 
a better value and selection when they use their com-
missary benefit.”

ADAPTING TO NEW ROLE
Her extensive experience in all areas of commis-

sary management meshes closely with the Sales Di-
rectorate’s focus on store-level support.

“My memories of walking the store during the 
evening hours, and noticing that we sometimes 
didn’t have the allocation of what the customer really 
wanted, helps me give the stores the opportunity to 
grow sales based on the programs we have that will 
increase their product selections,” she noted.

“My experience as a store director also helps me 
support the stores by determining the required review 
of categories. This way, we can ensure we’re match-
ing the products that the stores need to meet their 
customers’ demands with the right stock assortment.”

CENTER STORE
Looking at fiscal 2013, Lewis said that the center 

store would be the focus of several new programs.
“We’re continuing to work closely with our in-

dustry partners to improve patron savings and grow 
sales,” she said. “Our immediate goal is to not fall 
below our cumulative fiscal 2012 sales mark of more 
than $6 billion, and we are up to the challenge.” 

Lewis said she and her staff “will diligently search 
for ways” to add a minimum of 1-3 percent growth 
for the center store in fiscal 2013. “With continued 
support from industry, all input to grow sales is wel-
come,” she noted. “We recently finalized a ‘Speed to 
Market’ program, which should prove vital to DeCA 
being first to market in offering new, innovative 
products to our shoppers. We strongly believe this 
initiative will help grow sales by encouraging more 
patrons to shop on base, rather than downtown.”

Paula Lewis, the Defense Commissary Agency’s 
(DeCA) Semi-Perishables Division chief since 
July, recently added her own 30 years of com-

missary experience to the Sales Directorates’ (SD) 
considerable wealth of expertise.

With store support, improving savings 
and growing sales top of mind, the Air Force 
Commissary Service (AFCOMS) and DeCA 
veteran relishes the new challenges she faces.

“In my previous experience as a store di-
rector at numerous stores, I can remember 
receiving inquiries from patrons as to why 
we don’t carry certain products or why we 
don’t have more variety,” she said. “Now, in 
the Sales Directorate (SD), I’m able to better 
understand the product selection process and 
use my store-level experience to help select 
the best products for our patrons.”

Lewis told E and C News that she is ex-
cited about her current role, where she is 
overseeing a division that accounted for more 
than $3 billion in sales during fiscal 2012 — 
more than 50 percent of DeCA’s fiscal 2012 
cumulative sales of nearly $6.1 billion. 

CONTINUING SUCCESS
Lewis has made it clear that Semi-Perish-

ables plans on sustaining, and then building 
upon, the momentum it generated during the 
last fiscal year. 

“We will continue to place a high em-

Paula Lewis, Chief, Semi-Perishables Division

‘Taking Great 

Pride
In New Role

‘We plan to be more open to seize on sales opportunities 
by trying new merchandising concepts, where feasible and 
where it makes good business sense. As a team, DeCA and 

industry can accomplish so much more.’

— DeCA Semi-Perishables Chief Paula Lewis
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Cross-merchandising items among targeted different 
commissary departments adds incremental sales, and 
Lewis said the displays “play an important role in attract-

ing the customers into the store.” offutt AFB, Neb.

eXChANGe and CoMMIssArY NeWs

DeCA

DECEMBER 2012



She said that in fiscal 2013, “We plan to be more open to seize on sales opportunities by 
trying new merchandising concepts where feasible, and where it makes good business sense. 
As a team, DeCA and industry can accomplish so much more.”

HEALTHY CHOICE, EASY CHOICE
Another fiscal 2013 focus will be health and wellness programs. 
“DeCA is fully aware that our military members are required to be physically fit, and we 

understand that, for them, staying in shape means making smart dietary choices each and every 
day,” she said. “We do our part by ensuring that our stores have a generous selection of healthy 
dietary choices, thus making the healthy choice the ‘easy’ choice.”  

Specifically during Display Periods Nos. 5 and 6 (March 2013), Lewis noted that DeCA 
would be participating in National Nutrition Month by offering promotional prices on a variety 
of healthy meal replacement and snack items. The agency will also offer price reductions on 
many vitamin and supplement items for 2013. 

“It’s extremely important for us to match our health-related product assortments with the 
demands of our different patron segments,” she explained. “The demand for healthy products 
is high for our active duty and retired customers. Despite a soft economy, the demand for our 
health- and ‘Better for You’–related stock assortment is still relevant. Certain customers appear 
willing to pay a little more for such products. To meet this demand head-on, we want to ensure 
that all our commissaries have the products available, which speaks to our customers’ health 
and wellness needs.” 

Lewis said the agency has implemented a variety of healthier choices for display in the 
front-end register racks. “So far, sales have been promising, and a review of the front-end stock 
assortment will be conducted during mid-2013 to determine if more ‘healthier’ items should 
be added,” she said. 

“Also, a healthy chip/snack section was established in the chip section offering healthier 
choices of salty snacks, such as gluten-free, and popped or baked versus fried items,” she 
noted. “This section will also be reviewed in mid-to-late 2013 to determine if a healthier snack 
section is favored by our patrons.”

CROSS-MERCHANDISING
Lewis said that another sales option picking up steam in commissaries is cross-merchandis-

ing, which she noted “adds incremental sales. The merchandising displays play an important 
role in attracting the customers into the store. The presentation of products goes far in influenc-
ing our patrons’ buying behavior, and is essential in creating that first impression in the minds 
of the commissary patrons.

“With display space at a premium, some manufacturers are offering coupons on items 
related to their products. For example, tortilla shells are being displayed with a coupon for dol-
lars-off on any produce items if they purchase the tortillas. Some cookie and cereal companies 
are providing coupons for cents-off or free milk so displays of cereal or cookies can be built 
near the dairy. Cereal is being merchandised with bananas, and salad dressing is merchandised 
with salads.”

FISCAL 2013 EXPECTATIONS
Lewis told E and C News that she 

expects sales in the Semi-Perishables 
Division to grow in fiscal 2013. “We 
are hopeful that the new Commis-
sary Rewards Card program, refined 
stock assortment, and the increased 
awareness towards specific patron de-
mographics, will be enablers to grow 
sales.”   

As Semi-Perishables chief, Lewis 
said she is in a position “to support 
the stores, partner with industry and 
provide a great service to our military 
members, retirees and their families 
around the world. Merchandising in 
DeCA stores is a lot different than in 
commercial stores. 

“Our DeCA teams — headquarters 
and store personnel — take great pride 
in merchandising products for our pa-
trons. We exist to provide an efficient 
and effective commissary benefit to 
our customers who sacrifice so much 
in the defense of this nation.”

—E and C NEWS

Organic Growth for 
‘Living WeLL’

the status of organic and all-natural items during a trou-
bling economy is also in the sights of the semi-Perish-

ables Division.
“Patrons are more conscious of what they are consuming 

and they’re reading the labels to determine if natural ingredi-
ents are being used versus artificially enhanced products,” said 
Paula Lewis, chief of DeCA’s semi-Perishables Division. “DeCA 
has expanded its assortment again this quarter by adding 138 
items, and annual sales volume is at $132.5 million. Compared 
to the same time last year, DeCA has increased the number 
of gluten-free items by 50 percent, and sales by 70 percent!”

Lewis said that according to the organic trade Associa-
tion, organic food sales reached $29.2 billion in 2011 with 
a growth of more than 9.5 percent, with similar sales levels 
forecasted for 2012.

 
SET FOR EXPANSION

“the growth of organic and all-natural items affirms our 
continued expansion of the DeCA ‘Living Well’ set, now in 
70 stores and averaging more than 7,000 cases per month,” 
she said. “the success of this program shows the continued 
loyalty of DeCA’s patrons to buying healthy and making con-
scious ‘Better for You’ decisions.” 

With patrons watching their pocketbooks more closely,  
Lewis said that patrons may be happy to know that DeCA’s 
anchor brands in its Living Well sets — Dr. McDougall’s, enjoy 
Life and Good health — “have had no price increases during 
the past year, and have actually increased their spending for 
DeCA by offering monthly and seasonal price specials for our 
military patrons.” 

Lewis added that despite the economy, all of the brands in 
the agency’s healthy categories have experienced “tremen-
dous” 2012 growth. this includes a 57-percent increase for 
Good health, 84-percent increase for enjoy Life and 84-per-
cent increase for Dr. McDougall’s.

And to further enhance the Living Well sets, she said that 
enhanced marketing programs are being planned for 2013 
for all of the brands that are in this assortment.

“the loyalty for these ‘Good for You’ brands is growing, 
and the expectations of our DeCA patrons to have a wider 
assortment of choices is also becoming more evident with the 
growth of some of our new brands such as Ancient harvest, 
happy Baby, Pirate’s Booty and snack Factory,” Lewis said. 
“We would characterize the patron’s interest in healthy choices 
as growing due to additional awareness of both the benefits 
and available options.”

CONTINUED ACCEPTANCE
Lewis noted that DeCA’s healthy selection is being maxi-

mized by these items’ continued acceptance. 
“Whether by choice or by need, healthy/organic/all-nat-

ural and allergy friendly, gluten-free options are becoming 
more mainstream every day, with their demand rising con-
stantly,” she explained. “our customers, just like the trends 
outside the gate, are not being slowed one bit by the higher 
dollar ring on these healthy brands and are ‘voting’ with their 
wallets with increased frequency. 

“We firmly believe that if we do not continue to offer ex-
panded options for the healthy/organic/all-natural segment, 
our DeCA patrons will shop elsewhere to fulfill their needs. We 
have a captive and growing market that’s more aware and more 
vocal than ever, and we believe we have made significant strides 
to offer more healthy brands, more ‘Better for You’ sKUs, and 
have designated more space for them in our commissaries.”

A display table at the NsB Bangor, Wash., Com-
missary promotes the Commissary rewards Card. 
Lewis noted that the program was expected to be 

an “enabler” to grow sales.
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