
 
 

From the Desk of the ALA President – Steve Rossetti 
 

  

   

Quotes of note 

 

“When President Biden signed the executive order increasing the minimum 

wage for Federal workers in April 2021, the lion’s share of the impact fell to 

the nonappropriated fund program of the Department of Defense, with 52,175 

NAF workers affected and many thousands of exchange concessionaire 

workers impacted, and annual costs of nearly $300 million exacerbated by 

inflation. The $15 minimum wage did not apply to similar businesses outside 

the gate.  

 

As predicted, the effects on on-base NAF programs were huge with 

implications that continue to reverberate across the NAF programs, the 

funding they yield for MWR programs and their ability to conduct business 

vis-a-vis similar businesses just outside the gate.  The impact hit not only the 

exchange and MWR employees themselves but also the concessionaires 



operating under contract with the military exchanges, operating food outlets, 

beauty shops, and specialty stores, many of which are veteran operated with 

concession fees constrained and forced to be renegotiated.  

 

The Department of Defense and the Congress did the right thing in providing 

some funding in 2022 to compensate the nonappropriated fund programs of 

the DoD for the impacts of the President’s Executive Order that increased the 

minimum wage to $15 an hour.  But the amount allocated for 2022 was not 

near the full impact and—short some $100 million or so.  And, these are not 

one-year impacts, and they are carrying forward in 2023 and 2024 and 

beyond with five-year impact well north of $1 billion.   

 

 And the exchanges and MWR programs are having to absorb the impact that 

is compounded by wage compression as pay needs to be adjusted across the 

workforce.  As the exchanges struggle to keep funding flowing to vital MWR 

programs, they must absorb the impact with the only off-ramp being a 15 to 

20 percent increase to the troops.  The Pentagon and the Congress need to do 

the right thing and continue to compensate the exchange and MWR programs 

for this impact until there can be a soft landing in the out years and not a 

hard landing that punishes the troops with higher prices or impacts the ability 

of the exchanges to provide needed funding to community 

programs.  Exchanges have been the golden goose that has yields massive 

benefits for the community.  They need to be fed, not starved if they are to 

continue to provide needed MWR funding, perform vital mission support, 

employ thousands of military family m embers and veterans, modernize 

facilities, and sustain the vital pipeline of products and services to our 

military.  

 

They take a licking and keep on ticking despite regulatory headwinds through 

innovative programs and cost cutting measures.  It’s been a tough business 

environment for these on-base programs as the pandemic and subsequent 

inflation agitated labor costs, supply chains, inventory costs, pricing, and 



other business convulsions. Place on top of all this, a threatened ban on the 

sale of all China made products not applied to the private sector, a 

threatened inflation bonus for NAF workers, and a threatened move to 

privatize lodges--a major exchange business operation—and it tests the 

resilience and morale of a program that is unparalleled in government for its 

ability to do so much for so many for so little.   It’s a tough environment on a 

good day and this chronic minimum wage impact is just another straw (or 

log) on this camel’s back.  If the intent of this whole exercise is to lift people 

up, it shouldn’t result in job losses or increased prices to the troop and their 

families.”  ALA President Steve Rossetti. 

 

“I traveled to Japan and the Far East.  I was told of concerns about civilians 

were being seen at on-base medical facilities.  The facilities have told them 

that they need to be out on the economy and find health care in 

Tokyo.”  Senator Tammy Duckworth (D-Ill.).  Secretary Cisneros replied 

that: “Our policy has not changed.  Civilians and contractors always seen on 

a space available basis. Servicemembers and families said that they are 

having problems getting care.  Officials are working to be more efficient to 

provide more care for civilians.  We are also looking at providing health care 

through AAFES and assist civilians in seeking health care outside the gate.” 

 

“Today’s CPI report indicates that the inflation rate may take longer to reach 

the 2 percent target than markets were anticipating.”  ZipRecruiter lead 

economist Sinem Buber. 

 

“Uber for Government’s mission is to help DOD save lives, time, and money 

to enhance readiness. Thanks to our federal contract vehicle with the General 

Services Administration, we can optimize mobility for service members at no 

extra cost to DOD and without traditional contracting activity. Whether for 

temporary duty (TDY) travel, fleet augmentation, shuttle replacement, safe 

rides or mission support, Uber’s Joint Travel Regulations-compliant 

enterprise platform is built to modernize DOD ground transportation 



solutions—with easy adoption and management.”  Uber statement.  

  

“Typically, we have two months to prepare a uniform for Medal of Honor 

ceremonies.  Since it had been a long time coming to present Col. Davis with 

this honor, the White House wanted to hold the ceremony as soon as possible 

and even held it at the White House instead of at the Pentagon.”  Fort Myer 

AAFES Military Clothing Store Manager Alan Poe on preparing a 

Medal of Honor winner for his White House ceremony.   

  

“In the second phase, the Under Secretary of Defense for Personnel and 

Readiness, will swiftly establish a Suicide Prevention Implementation 

Working Group as the primary body to: (1) assess the advisability and 

feasibility of implementing each of the remaining recommendations; (2) 

identify specific policy and program changes needed to implement each 

remaining recommendation, as appropriate; (3) provide cost and manpower 

estimates required to implement each remaining recommendation; (4) 

provide an estimated timeline to implement each remaining recommendation; 

(5) identify barriers to implementing the remaining recommendations, if 

any.”  March 16 memorandum from the Secretary of Defense on 

implementing findings of a report on suicides in the military.” That report 

recommended restrictions on energy drinks, alcoholic beverages, and 

guns and ammunition sold in military exchanges and commissaries.   

  

“As I have previously mentioned, I believe a review of current benefits, 

including quality of life and MWR benefits, is warranted. That review should 

be heavily influenced by the voices of our military families, active and 

reserve. Additionally, while many MWR programs are self or almost self-

sustaining, we are still stewards of the resources. I believe its imperative to 

consider the sustainability of each program, while ensuring it is a value add 

to the overall compensation package for our Service members and families.” 

 

What is your view of the need for modernization of business policies and 



practices in the commissary and exchange systems? 

 

I am aware that the retail business environment has seen evolutionary 

changes over the last decade. It is my understanding that online ordering and 

delivery, especially since the pandemic, have been a paradigm shift for the 

commissary and exchange systems. If confirmed, I will ensure the 

commissaries and exchanges have the tools and resources to deliver the 

benefit most efficiently to our Service members and their families. 

 

What are the most promising avenues for change to achieve these 

modernization goals? 

 

I believe that concentrating future efforts on a structured collaboration and 

cooperative efforts is the optimal way to gain additional savings, synergies, 

and efficiencies. If confirmed, I will work to improve the benefit and provide 

savings, as a tool to improve recruiting and retention of course, and also to 

deliver nutritious options to Service members and families. I believe every 

dollar invested in the commissaries has a direct benefit to the overall 

readiness of the Force. 

 

What should the Department do to make the commissary system more self- 

sustaining? 

 

It is my understanding that the commissaries, in-line with the Secretary of 

Defense's Taking Care of Military and Family Members memo, will maintain 

at least a 25 percent savings on grocery purchases. If confirmed, I will 

evaluate the savings and efficiencies created as a result of the memo and will 

work to sustain the required savings. Sometimes the question is asked: “is the 

commissary a business, or a benefit?” And the answer seems clear – it is a 

benefit that is best served when operated as an efficient business. We owe our 

Military families all the support we can give them while they serve our 

country; and we owe it to the taxpayers to ensure our commissaries are run 



as efficiently as possible. 

 

What is your view of proposals to consolidate, eliminate, or privatize 

commissaries and exchanges in certain areas where they are duplicative of 

services readily available at reasonable cost in the community? 

 

Although I do not know all of the details, I am aware that the Department has 

looked at this before – numerous times – and determined each time that 

merging the resale organizations does not provide an economic benefit and is 

not feasible. If confirmed, I look forward to learning more about the studies 

already done in this area and will consider any new information that merits 

another look.”  

Q & A of Ronald T. Keohane, at his confirmation hearing to be Assistant 

Secretary of Defense for Manpower and Reserve Affairs.  In this 

capacity, Mr. Keohane has oversight of military commissaries and other 

resale programs.   

  

“It is a pretty tumultuous world today… people are wanting to see, touch and 

feel things around them again, and that aligns to the strategy that we are 

talking about here.  The real and the digital world are blending into each 

other, and whatever generation you are part of, this is the world you are 

going to find yourself in … and let’s remember, our active-duty focus remains 

18-to-24 years of age.”  Rich Honiball, NEXCOM’s Global Chief 

Merchandising and Marketing Officer (CMMO) at a March 16 Town 

Hall with industry.  

  

“Though there is optimism among economists, it will still take time for 

downward price shifts to trickle down to the store level, leaving many 

consumers with lingering food price concerns, Harig explained. According to 

FMI data, 48% of shoppers report being extremely concerned about grocery 

prices rising, while a disconcerting 43% are concerned about having enough 

money to buy the food they eat.”  2022, FMI’s VP of Tax, Trade, 



Sustainability & Policy Development Andy Harig. 

  

“I regretfully announce the obituary for commercial acquisition in federal 

government. And while the government used to have a commercial first 

buying method, which attempted to mirror commercial acquisition practices, 

the reality today is that the way that the government buys commercial goods 

and services really bears little or no resemblance to how they’re bought in 

the commercial market. And the result of that is reduced competition to 

specialized suppliers, higher prices, because there are more hoops that 

contractors providing commercial solutions have to jump through, and a lack 

of innovation. Because truly innovative companies may just sit on the 

sidelines rather than have to deal with some requirement that they do a 

robust check of all of their companies’ telecommunications devices to make 

sure they pass federal muster.”  Federal sales and marketing consultant, 

Larry Allen on regulations implementing Section 889 (prohibitions on 

certain electronics in the Department of Defense).  

 

“Ghost Kitchen is an exciting and welcome addition to the Exchange 

portfolio.  The variety, versatility and efficiency make it a great match to meet 

the needs of our customer base.”  Darryl Porter, AAFES SFD senior vice 

president on the Ghost Kitchen concept at Peterson Space Force Base, 

Colo. 

 

“The inflation numbers, I wish I got to pick them myself. I don’t. They are 

handed to us by OMB. We use the same thing other agencies use”   Defense 

Department Comptroller on the FY 2024 budget assumption of 2.4 

percent inflation. 

  

“The American Logistics Association is a 100-year-old trade association that 

advances the business of quality of life for our military through the thousands 

of industry partners that support various programs on military bases 

including commissaries, exchanges, food service and MWR programs.   



  

We are all about helping military and veteran families before it was cool and 

have never let up.   

  

No other program in government or the private sector reflects the military 

family support values of the First Lady more than the military’s commissary, 

exchange programs.     

  

At the inception of the Joining Forces program during the Obama/Biden 

Administration, we were the first out of the gate to join forces with the White 

House to jump-start the Joining Forces military family employment effort in 

2011 and was recognized by the White House for fulfilling our pledge to 

25,000 military families in our member companies. 

  

Over 60 percent of the tens of thousands of employees have a military 

affiliation.  And no other program provides more seamless employment 

mobility as families move from base to base. 

  

We empower military family entrepreneurship and job creation and small 

businesses working with the military’s on-base retailers. 

  

Moreover, this system works to ensure military food security both from a food 

price and availability and – as demonstrated during the pandemic – ensuring 

a safe and reliable pipeline to military families in remote and overseas 

areas.  And the Biden Administration has stepped forward to boost food 

security as demonstrated by Defense Secretary Lloyd Austin’s October 2022 

mandate to reduce food prices at military outlets to aid financially distressed 

military families.  And, in October, Undersecretary of Defense Gil Cisneros 

recognized the ALA for ensuring food security for our military.”  March 16 

letter to the White House from ALA President Steve Rossetti. 

  

“At a time when food prices are high and many Americans are struggling to 



afford their groceries, we must examine the industry’s role in perpetuating 

high prices and hold those responsible accountable for their 

actions.”  Sen. Jack Reed (D-R.I.) in a letter calling on the Federal Trade 

Commission (FTC) to investigate soaring egg prices.  Reed is on the 

Senate Appropriations Labor, Health and Human Services, Education, 

and Related Agencies Subcommittee and is Chairman of the Armed 

Services Committee.  

 

“House Republican Leadership reportedly unveiled a plan to cap fiscal year 

2024 discretionary spending at the fiscal year 2022 enacted level. The details 

of this policy have not been publicly released—some reports have described 

the policy as returning defense spending to its 2022 level.  I am writing to 

agency heads across the federal government for an analysis of what such cuts 

will mean to services impacting the American people.”  House 

Appropriations Committee Ranking member Rosa DeLauro in a 

January 9 letter to the Secretary of Defense on reports that the GOP is 

looking to cut Defense spending by $130 billion.  

 

“My office has heard from servicemembers in Hawaii that they are deeply 

concerned about imminent COLA cuts of at least 50 percent.  Gas is $4.80 a 

gallon, a dollar above the national average.    A gallon of milk is $7.25 

compared to an average price of $4.41 on the mainland.”   Senator Mazie 

Hirono (D-Hawaii) at a March 15 hearing before the Senate Armed 

Services Committee with the personnel chiefs of the military and 

questioning a reported imminent 50 percent drop in the cost-of-living 

allowance there for military personnel and families.  

 

“With grocery prices continuing to rise at a faster rate than restaurant 

prices, and with commodity-cost inflation remaining a huge challenge – 

coupled with what has been so far fairly manageable consumer resistance to 

menu price increases.  We expect that U.S. restaurants will continue to raise 

menu prices at a meaningfully higher-than-historical-average rate during the 

https://protection.greathorn.com/services/v2/lookupUrl/b5d72d9c-7074-47ea-9cba-48022331bfac/616/346ac352b2f447e5b9aa98e7e2e12a650bb2be74


first half of 2023, if not for longer.  The 1.8 percentage-point difference 

between food-at-home’s 10.2% and food-away-from-home’s 8.4% 

nevertheless remains one of the widest gaps in 40-plus years.  However, on a 

monthly basis, it is 370 basis points less than the 5.5 percentage-point gap 

witnessed for July 2022 and August 2022. We expect the gap to continue to 

narrow over the next six to 12 months, meaning that the current advantage 

for restaurants is likely to dissipate in the not-so-distant future.”  Mark 

Kalinowski of Kalinowski Equity Research. 

 

“And I think the government can address this by actively taking on policies 

that try and encourage more small businesses to enter the federal 

marketplace. A lot of these innovative contract methods, these non-farm 

contracting methods to bring small businesses in, need to be multiplied again 

and again. I think, particularly, with the small business sector, because there 

are companies out there capable of doing this work. But they need the 

incentive to be able to do it. They need to see avenues. And when you’re 

increasing the cyber certifications, and Cybersecuirty Maturity Model 

Certification (CMMC)] and FEDRAMP and making the barriers to entry to 

the market that much higher. I think there needs to be attention paid to all 

these issues. The supply chain, the lowering the barriers to entry, diversifying 

the contract base, and loosening, perhaps, some of the restrictions on 

awarding visas so that particularly small businesses and mid-sized firms can 

have access to the workers they need to do some of this high-tech 

work.”    Bloomberg Senior Data Analyst Paul Murphy. 

  

By the numbers 

 

‘2.4 percent—DoD’s inflation rate for FY 2024 (October-October).  Defense 

Comptroller Mike McCord concedes that it’s “at a fairly modest rate.”  

 

$886 billion—DoD’s 2024 budget request.  2023 authorized spending was 

$858 billion, an $80 billion increase from 2022.  



  

5.7 percent—Military pay raise request for 2024.  

 

13--States that tax grocery purchases, more than half have efforts underway 

aimed at eliminating or reducing those taxes.  

 

340,000—Attendees at the Ocean Naval Base air show.  

 

24 percent—SNAP consumer chare of total CPG spend.  61 percent of SNAP 

recipients in the bottom 30th percentile in terms of purchasing power. 

 

7.7 percent—YoY February retail sales increase with e-commerce up 8.5 

percent.  Apparel sales rose 4.1%, department store sales rose 2.7%, sporting 

goods rose 3.4% and general merchandise sales rose 10.7%, per the 

government’s numbers. Home goods and furniture sales edged up just 0.4% 

while electronics sales continued their losing streak, falling 2.2%. 

 

320,000—Casualty estimates on both sides of the Ukraine War.  Russian 

estimate at 200,000. 

 

10.2 percent--YoY February grocery price increases.  The consumer price 

index for cereals and bakery products rose 14.6%.  The remaining major 

grocery store food groups posted increases ranging from 5.3% (fruits and 

vegetables) to 12.4% (other food at home).  The index for restaurant food rose 

8.4% over the last year, with the index for full-service meals rising 8% over 

the last 12 months, and the index for limited-service meals rose 7.2% over the 

same period.  

 

Here are the year-over-year inflation numbers for select categories: 

• All items: 6%. 

• Food: 9.5%. 



• Food away from home: 8.4%. 

• Full-service meals and snacks: 8%. 

• Limited-service meals and snacks: 7.2%. 

• Food at home: 10.2%. 

• Eggs: 55.4%. 

• Dairy: 12.3%. 

• Fresh fruits and vegetables: 2.6%. 

• Fresh fruits: 0.4%. 

• Apples: 5.6%. 

• Bananas: 4.6%. 

• Citrus fruits: -1.2%. 

• Oranges, including tangerines: -0.4%. 

• Fresh vegetables: 5.3%. 

• Potatoes:  13.5%. 

• Lettuce: 10.4%. 

• Tomatoes: 3.4%. 

  

Military Exchanges Produce $10.56 Billion In Fiscal 2022 Sales.  ALA’s 

Larry Lapka reports.  The military exchanges fought constant supply chain 

problems that greatly impacted their available store stock both stateside and 

worldwide, the often rough shift from COVID-19 pandemic to endemic and 

other woes, yet based on their respective flash sales figures, they were able to 

produce a slightly more than 3.0-percent sales increase during fiscal 2022. 

 

- The military exchanges — AAFES, NEXCOM, MCX; and CGX — along 

with the Veterans Canteen Service (VCS) — generated $10.56 billion in sales 

during the past fiscal year, which commenced at the beginning of February 

2022 and concluded at the end of January 2022. 

 

- This sales total bested the sales total of fiscal 2021 — $10.26 billion — by 

slightly more than 3.0 percent. 



 

- AAFES, the Defense Department’s largest military exchange service, posted 

$6.62 billion in sales, or nearly 63 percent of the total. 

 

- That sales performance bested the prior year’s sales activity — $6.41 billion 

— by 3.2 percent. 

 

- NEXCOM had an up-and-down year, generating $2.36 billion in sales, or 

slightly more than 22 percent of the exchange total. 

 

- With only six of 12 months showing positive sales, the Navy Exchanges just 

missed breaking even during fiscal 2022, with its total sales just 0.9-percent 

less than the $2.28 billion it recorded during fiscal 2021. 

 

- (Note: NEXCOM’s January 2023 flash sales report featured sales that were, 

according to the exchange service, “preliminary and unaudited, [and is] 

subject to change upon the completion of [the] annual external audit,” so this 

sales information might not be final.) 

 

- MCX garnered $948,05 million in sales, or slightly less than 9 percent of the 

exchange total. 

 

- Its fiscal 2022 sales trumped prior year sales of $882.14 million by 7.5 

percent. 

 

- CGX registered $257.64 million in activity during fiscal 2022, or slightly 

more than 2.4 percent of the exchange sales total. 

 

- Its sales production during the past fiscal year was, percentage-wise, an 

exchange-best 14.5-percent better than fiscal 2021, when it generated a 

$224.98 million sales tally. 

 

- Finally, VCS Patriot Stores in VA Hospitals put up fiscal 2022 sales of 



$382.61 million, or more than 3.6-percent of the total.Its total sales for fiscal 

2022 were more than 5-percent better than the $363.30 million it generated 

during the prior year. 

 

- The exchange’s total sales of $10.56 billion, coupled with the $4.16 billion 

that the Defense Commissary Agency (DeCA) tallied during its fiscal 2022 

— from October 2021 to September 2022 — gave the entire Military Resale 

system an impressive $14.72 billion in sales for the entirety of fiscal 2022. 

 

- This total bested Military Resale’s fiscal 2021 sales activity of $14.29 

billion by slightly more than 3.0 percent. 

 

 

ALA Commissary Council is engaging with DeCA on loyalty card roll-

out.  The Council has been busy providing some industry metrics and other 

ideas for optimizing the card and enrollment.  DeCA’s target for the rollout is 

July 31.    Any comments on the card should be sent to IRI’s Christine 

Roussey -- christine.roussey@iriworldwide.com 

  

ALA and ALA member companies providing heavy support for 

upcoming DeCA Health and Wellness Expo.  Companies have aggressively 

stepped forward with promotional support and in-store manpower to ensure 

event success.  Thanks to all of the companies.  More information from IRI’s 

Christine Roussey -- christine.roussey@iriworldwide.com 

  

Rep. Wittman confirmed for the June 13 ALA Congressional Caucus and 

Public Policy Forum.  The event will be held at the Capitol (Rayburn House 

Office Building) in Washington D.C. and coincides with the ALA 

commissary roundtable.  Register at the ALA website.  

  

Defense guidance on ID cards.  A February 17 Defense directive on Civilian 

Retiree Identification Cards is causing some confusion and 

mailto:christine.roussey@iriworldwide.com
mailto:christine.roussey@iriworldwide.com


consternation.  “DoD Civilian Retiree ID Cards will remain valid through 

August 31, 2023, and will not be reissued,” the memorandum said.  The 

memo said that “advancements in installation physical access control systems 

and procedures, and the implementation of the REAL ID Act, have eliminated 

the requirement for the Department of Defense Civilian Retiree ID 

Card.”  “The limited use of morale, welfare and recreation activities by DoD 

civilian retirees will remain at the discretion of the installation commander, 

subject to the DoD civilian retiree meeting … identity, fitness, and purpose 

requirements for installation access.”  

  

Users cite a number of concerns including:  

• Not all civilian retirees have an SF-50.  

o AAFES uses AAFES Form 1200 – 100 

o MCCX uses DD Form 2473 

o NEXCOM prints files of actions which can be 20 pages…..so 

may have to modify their processes.  

 

An informed AAFES retiree source said: “If you did not get the indefinite 

DD2574 ID which is issued upon retirement if you have 20+ years of AAFES 

service (i.e., shopping privileges) go to your local HR office and get one.” 

  

ALA working documents seek to gather industry input on DeCA 

payment flow and fill rates.  The two papers were developed as a starting 

point for an airing of these long-standing DeCA issues.  Copies of the papers 

can be obtained from any member of the ALA Commissary Council. 

 

Defense moving to implement Suicide report 

recommendations.  Secretary of Defense Lloyd J. Austin III issued a 

March 16 memorandum on the Next Steps on Suicide Prevention in the 

Military. That report recommended limitations on the sale of energy 



drinks, alcoholic beverages and guns and ammunition in the exchanges 

which appear to be addressed in the second phase of the implementation 

review.     

 

On March 22, 2022, Secretary Austin established the Suicide Prevention and 

Response Independent Review Committee (SPRIRC) to conduct a 

comprehensive review of the Department's efforts to address and prevent 

suicide. For the past year, committee members have studied suicide 

prevention and response activities, policies, and programs. The SPRIRC 

visited a range of military installations, both in the continental United States 

and outside the continental United States and received input through focus 

groups and individual interviews. 

 

Recently, the SPRIRC delivered its report, which provides a range of 

recommendations to eliminate suicide in the military, to Secretary Austin. As 

a result, Secretary Austin has approved a two-phase approach to drive 

progress on implementation.   

 

In the first phase, Secretary Austin approved the immediate implementation 

of the recommendations addressing service member well-being and access to 

behavioral and mental health care based on existing authorities and available 

resources, with adjustments made as appropriate, with a focus on rapid and 

effective implementation, according to a DoD statement. 

 

In the second phase, the Under Secretary of Defense for Personnel and 

Readiness, will swiftly establish a Suicide Prevention Implementation 

Working Group as the primary body to: (1) assess the advisability and 

feasibility of implementing each of the remaining recommendations; (2) 

identify specific policy and program changes needed to implement each 

remaining recommendation, as appropriate; (3) provide cost and manpower 

estimates required to implement each remaining recommendation; (4) provide 

an estimated timeline to implement each remaining recommendation; (5) 



identify barriers to implementing the remaining recommendations, if any; and 

(6) to the extent applicable, identify recommendations for which 

implementation can be synchronized with current Department prevention 

activities and capabilities resulting from the Independent Review Commission 

on Sexual Assault in the Military. 

 

DoD’s commitment to continue efforts to improve Service member wellness 

and delivery of prevention and response efforts crosses multiple disciplines, 

including public health and prevention-related actions underway, as informed 

by the 2021 Independent Review Commission on Sexual Assault in the 

Military. The memorandum on the Next Steps on Suicide Prevention in the 

Military can be found here. 

 

DMDC piloting on-line ID renewal capability.  The Defense Manpower 

Data Center (DMDC) is piloting new services that do not require in-person 

visits to Real-time Automated Personnel Identification System (RAPIDS) 

sites, including implementation of an online ID card renewal capability. 

 

With this new capability, select card recipients will have the ability to request 

renewal of their USID card online, via ID Card Office Online (IDCO) and 

have the new card mailed directly to them. After approving online requests 

from eligible card recipients (see Question 1 below), DMDC will produce the 

USID card and mail it to the card recipient. 

 

Sysco USA awarded a $15,684,189 firm-fixed-price contract for full-line 

food and beverage items. This is a 28-week bridge contract with no option 

periods. The ordering period end date is Sept. 16, 2023. Using customers are 

Army, Navy, Air Force, Marine Corps and Coast Guard. 

  

DeCA home delivery pilot statistics:   

Daily averages experienced since inception of the delivery pilot: 

Fort Belvoir 17.3 
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Fort Bragg South 6.9 

MacDill AFB 4.6 

Lewis Main 9.1 

Miramar MCAS 10.3 

Norfolk NAVSTA 5.8 

San Diego NB 13.7 

Scott AFB 5.3 

  

NEXCOM Town Hall Meeting: Deep dive into “Patron First” initiatives. 

ALA's Larry Lapka reports.  NEXCOM is pushing ahead with its “Patron 

First” mission as fiscal 2023 takes shape, and the exchange service, along 

with the ALA, held another one of its series of Town Hall Meetings on the 

morning of March 15 to bring attendees up to date on this mission as the year 

unfolds. 

  

Once again hosted by Rich Honiball, NEXCOM’s Global Chief 

Merchandising and Marketing Officer (CMMO), the 90-minute meeting 

clearly put the focus on NEX patrons, and the progress that the NEXs are 

making to ensure that shoppers look to their local Navy Exchanges first when 

seeking out the products and services that they want and need. 

  

“It is a pretty tumultuous world today… people are wanting to see, touch and 

feel things around them again, and that aligns to the strategy that we are 

talking about here,” Honiball said. 

  

“The real and the digital world are blending into each other, and whatever 

generation you are part of, this is the world you are going to find yourself in 

… and let’s remember, our active-duty focus remains 18-to-24 years of age.” 

  

While Honiball noted that the progress of some of the initiatives was slower 

in 2022 than was expected, “slower because we needed to get them fixed to 

run right.” 



  

Many of these initiatives “are picking up more steam” as 2022 gave way to 

2023, 

  

Honiball said that in spite of these slowdowns and other factors, he is bullish 

about what is happening as the Navy Exchange enters fiscal 2023. 

  

“I feel pretty good about us,” he related. “Last year, there was this sense that 

the customer was going to come back and rebound in. I know that when we 

looked at this internally, we didn’t see that. 

  

“We still see cautiousness; we don’t see people going out to buy a lot of stuff. 

So yes, our sales were down at the end of 2022, but we bought for that. Our 

levels came in below plan due to our projections; we weren’t left with a high 

percentage of goods where we had to liquidate, and our margins and our value 

were healthy. I think we managed that part pretty well.” 

  

Honiball noted that right at the moment, “there is a lot of turn, a lot of turmoil 

… and it is interesting that you have the Walmarts and the Home Depots, and 

they are scaling back, and you have Meta — Facebook’s parent company — 

and they are letting go thousands of people.” 

  

Honiball spoke about current trends and how they will impact business during 

2023. 

  

He noted that the inflation rate is expected to moderate, “Which could bring 

some relief to customers’ household budgets,” but it is unclear where the 

discretionary spending will be targeted. 

  

Honiball said that interest rates are also likely to continue to escalate, 

property markets weaken, and labor markets loosen, but with all of that 

happening, global tensions will continue, “with the potential lingering 



impacts on sourcing, logistics and supply chains,” and will hit those brands 

and suppliers the hardest “who have not positioned themselves more 

effectively.” 

  

The way to position NEXCOM for the greatest amount of success, said 

Honiball, is for the organization “to be fully customer-centric … we have the 

opportunity to gain ground by combining efficient solutions with local 

service.” 

  

NEXCOM hopes to execute this customer-centric approach in each of its 

Business Groups — Retail; Convenience; Uniforms; Services; food and Fuel 

— and within each of its Business Pillars — Essentials Zone and Home Zone; 

Consumer Tech and Beauty and Jewelry — “built not around how we procure 

the product, but around how the patron shops for them,” Honiball explained. 

  

These areas are broken down to several different types of store components, 

including Main Stores- “the heart of the community”; General Stores, “the 

community ‘go to’”; Mission Stores, “focused on the rapid and immediate 

delivery of critical and essential supplies for the ‘right now’”; and 

Convenience Stores, “designed to fit your busy life and take care of 

immediate needs.” 

  

Other concepts discussed that are part of the customer-centric approach 

include “shoppable showrooms,” creating “retail space flexibility”; and 

“quality-of-life activations,” which create “an engaging patron experience.” 

  

Products are being priced in four different strategies, including “Everyday 

Value”; “Everyday Low Price”; “Your Favorite Brands”; and “Military 

Exclusive Price.” 

  

Promotions by category are also patron focused: “Sale”; “True Deals’; 

“Special Buy!”; mad “Clearance.” 



  

The key to engaging NEXCOM customers to shop their stores on a regular 

basis is by providing inviting programs that endear shoppers to their local 

Navy Exchanges. 

  

The NEXt Level Rewards program continues to grow, with Honiball telling 

attendees that membership at the end of fiscal 2022 was at more than 

800,000, an increase of 236,000 members, good for a 43-percent uptick in 

membership from the prior year. 

  

This initiative, at NAS Oceana, Va., continues to proceed on a steady pace. 

  

“We hope to have the ribbon cutting by about Oct. 1, and we are seeing about 

an 800-basis point lift in the areas that we have completed at the store,” 

Honiball said. 

  

“Where we are seeing the biggest lift is in our ‘Everyday Essentials,’ he 

explained. “The gap is widening, so we are going to be rolling out what we 

did at Oceana to other stores.” 

  

Honiball said “Consumer Tech” would be in play by second quarter, and that 

the store will include the “Home Depot Experience” by third quarter, with a 

Hair Zone soon to follow. 

  

“We couldn’t be more excited about all of this,” Honiball said. 

  

Honiball reported that private brands increased 11.4 percent on 6.5-percent 

more inventory. 

  

“We did not introduce any private brands in 2022,” he noted. “Private brands 

represent about 3 percent of total sales, so it’s not 30 percent, and we are still 

selling national brands. 



  

“Our top private brands are Harbor Home; Exchange Select; Yarn & Sea; 

Liberty & Valor and Eight Bells. We developed Harbor Home, and another 

private-label brand, Simply Perfect, is an Army & Air Force Exchange 

Service (AAFES) developed brand. We now carry both, they now carry both, 

and we make sure that they complement each other.” 

  

Honiball said that is also being done with North Star Trading and Patriot’s 

Choice, “and that is creating efficiencies and savings.” 

  

He also announced that Navy Price — a new private-label brand developed 

by NEXCOM — is set to launch later in the third quarter of the new fiscal 

year. “And we have an athletic brand that should launch at the tail end of the 

fourth quarter, a tremendous expansion of Harbor Home, repositioning Navy 

Star, and the Military Resale Alliance is working on the sourcing matrix for 

Exchange Select … 

  

“We believe collectively in military resale on the strength of our private 

brands. Again, when you look at the percent of the total … when I worked for 

another retailer, our private brands were at 40 to 45 percent. That is not the 

case here, but this does help tremendously with the value that we have.” 

  

Honiball noted that now that the pandemic has morphed over to its endemic 

phase, there are more opportunities for live events to engage and connect 

shoppers with their local NEX stores. 

  

There are also a number of live streaming opportunities that are now available 

that did not exist before, and events like those held on Veterans Day and 

Navy Blue during the holiday season will continue to embrace NEX patrons 

during the 2023 calendar year, potentially creating even more marketing 

opportunities. 

  



Honiball told attends that a master list of dates and times for the remaining 

schedule of NEXCOM Town Halls for the remainder of calendar year 2023 

would soon be released to ALA.     

  

“I feel that more and more, NEXCOM, the Navy Exchange Service 

Command, and military resale … I think that we ebb and flow how the 

customers need us to, and as long as we can continue to work with you and be 

agile … I am not going to say that I am necessarily ‘optimistic,’ but I feel 

very good in the direction we are heading into, and I think we have upside. 

  

“Who knows what the world will bring, but I do feel that there is upside as we 

go through the year.” 

  

Making military life better for military folks is par for the course at 

AAFES.  But this interaction kicked it up a notch.  Michael Lee, a Fort 

Bragg Military Clothing store shift manager, recently went the extra mile to 

help a customer in need. It’s possible nobody would have known were the 

customer not so grateful. 

 

The Fort Bragg Military Clothing store received a message that a customer 

needed help making sure that a Soldier who had passed away received a 

proper burial, which included a full uniform. 

 

When Lee called the customer back, he learned that the customer had 

everything but the Army sergeant first class sew-on rank insignia. He had 

tried four other stores in the area without success. He told Lee that the funeral 

was the next morning – and the customer lives four hours from Fort Bragg. 

 

Lee said he would send the insignia to the customer. Knowing that it was too 

late in the day to ship the insignia via Federal Express, he went to the post 

office across from the Bragg mini mall to send the package via overnight 

mail—and paid for everything out of his own pocket. 



 

It was 4:30 in the afternoon when Lee talked to the customer. The post office 

closed at 5. 

 

“When I looked at the receipt, the time said 1655,” Lee said. “The packaged 

arrived at 8:30 the next morning. I don’t know how they did that so quickly, 

but I’m glad the customer received the package.” 

 

The customer offered to pay Lee back. He declined. 

 

“That was all Michael,” Dave Dingwell, Fort Bragg Military Clothing store 

manager, told the Express Post during this week’s Military Clothing 

Conference. “Nobody knew what he did until the customer called the general 

manager’s office. He’s just a very modest guy.” 

 

The customer called to praise Lee, a 20-year Army Veteran who has been 

with the Exchange since 2011 and been at the MCS since 2016. General 

Manager Thomas Kuttamperoor presented Lee with a “Sharing and Caring” 

certificate in a ceremony attended by Bragg team members. 

 

For Lee, though, this was all in a day’s work. 

 

“It was taking care of a Soldier,” Lee said. “That was one of the reasons I 

wanted to work in a Military Clothing store.” 

  

Lockhart tapped as DeCA logistics chief.  Joel L. Lockhart, former senior 

supply management for the Department of the Army, has been named director 

of logistics for the Defense Commissary Agency (DeCA) effective March 12. 

 

He fills the position previously held by Randall S. "Randy" Eller who retired 

from government service Dec. 31. Jerry Hall, chief of the overseas 

distribution division, had served as acting director and deputy director of 



logistics since Jan. 1.  

 

"Mr. Lockhart's vast experience in logistics, both as a government civilian, a 

contractor and in uniform, has served the military quite well," said Michael J. 

Dowling, DeCA deputy director and COO. "I'm confident that our logistics 

team, with his leadership and expertise, will continue to help support DeCA's 

mission of delivering the commissary benefit to our patrons worldwide." 

 

As the agency's logistics director, Lockhart will oversee the operations and 

business processes of eight overseas central distribution centers, the central 

meat processing plant in Europe, management and accountability for 

operational store and CDC equipment and supplies, and the agency's 

distribution and transportation operations supporting nearly 240 commissaries 

in 13 countries and 780 employees. 

 

Prior to his current assignment, he had served since September 2017 as senior 

supply management specialist in the Acquisition Logistics Policy and 

Programs Directorate, Office of the Deputy Assistant Secretary of the Army 

for Sustainment, ASA (ALT). There he was responsible for advising the ASA 

(ALT) leadership on strategies and resources necessary to execute supply 

management and property accountability policies, processes, and procedures.  

 

From 2016 to 2017, Lockhart also served as a contractor in support of the 

Office of the Deputy Chief of Staff, G-4, Logistics Innovation Agency, and 

the Office of the Assistant Secretary of the Army for Financial Management 

and Comptroller. Before his contracting assignment, he served in the civil 

service as the chief of the Logistics Enterprise Systems Division at the 

Combined Arms Support Command.  

 

"What an honor to join the DeCA Team," Lockhart said. "I am extremely 

grateful for this opportunity, and I look forward to meeting and working with 

my fellow DeCA teammates.   



 

"My father is a retired Air Force non-commissioned officer, so I grew up 

shopping at the commissary," he added. "As a life-long customer of the 

commissary, I am excited to join DeCA to help provide the best possible 

service to the most deserving customers - our military personnel, retirees, 

disabled veterans and their families." 

 

Lockhart has more than 33 years of combined military and civil service. 

Before retiring from the U.S. Army in 2015 as a chief warrant officer five, 

Lockhart served on active duty for over 26 years in a variety of tactical, 

operational, and strategic-level assignments that included deployments to 

Panama, Saudi Arabia, Kuwait, Iraq, and Afghanistan.  

  

Commissary promotions. “Kerrygold - St. Patrick's Day Giveaway.” 

Customers can visit DeCA’s Facebook, Instagram and Twitter pages, look for 

the post on the Kerrygold St. Patrick’s Day Giveaway and comment on why 

they like Kerrygold butter. Tag a friend and selected winners will receive a 

$25 Commissary Gift Card. 

 

• Monster Energy. Commissary customers at participating stores can enter for 

a chance to win a Kawasaki motorcycle by scanning a QR code on in-store 

posters and displays. Contest ends Nov. 30. 

 

• Commissary Store Brands. DeCA’s private label inventory of Commissary 

Store Brands include an assortment of items spanning the entire store to 

include Freedom’s Choice food, HomeBase non-food, TopCare health and 

beauty, Full Circle Market natural and organic food, Wide Awake ready-to-

drink coffee products, Tippy Toes baby products, Flock’s Finest wild bird 

food and Pure Harmony pet food.  

 

• Dietitian-Approved Fueling Stations. The commissaries’ grab-n-go 

Dietitian-Approved Fueling Stations are a great alternative to the drive-thru or 

https://protection.greathorn.com/services/v2/lookupUrl/e1737dab-27c8-41a0-9ebd-95eb9d36459f/616/346ac352b2f447e5b9aa98e7e2e12a650bb2be74
https://protection.greathorn.com/services/v2/lookupUrl/89e45194-dddf-4ded-92c5-f72455649c41/616/346ac352b2f447e5b9aa98e7e2e12a650bb2be74
https://protection.greathorn.com/services/v2/lookupUrl/67c67275-05b2-4320-873b-f2d9a2afe5f4/616/346ac352b2f447e5b9aa98e7e2e12a650bb2be74
https://protection.greathorn.com/services/v2/lookupUrl/058a1e3e-f114-46fc-9702-2232591f6fa2/616/346ac352b2f447e5b9aa98e7e2e12a650bb2be74
https://protection.greathorn.com/services/v2/lookupUrl/058a1e3e-f114-46fc-9702-2232591f6fa2/616/346ac352b2f447e5b9aa98e7e2e12a650bb2be74
https://protection.greathorn.com/services/v2/lookupUrl/45b1c960-bdeb-411d-98d4-28403dedd173/616/346ac352b2f447e5b9aa98e7e2e12a650bb2be74


can be used as a quick way to stock office and barrack fridges with quick, on-

the-go, snacks and meals. These stations are full of dietitian-approved snacks 

and meals that are nutritious and high-performance foods. They’re 

conveniently located near the registers in select stores. View the Deli Fueling 

Station page for a list of dietitian-approved salads, sandwiches, and wraps.  

 

• “Box Tops for Education.” General Mills is offering customers an 

opportunity to save money while supporting their local schools through the 

“Box Tops for Education.” 

  

Balanced budget…in your dreams  Hopes by lawmakers to balance the 

federal budget in a decade through reductions in spending could mean 

significant cuts to programs to achieve that goal, an analysis released by the 

Congressional Budget Office (CBO) said on Tuesday.   The analysis, 

requested by Democrats, crunches the numbers behind what achieving a 

balanced budget in the next 10 years would mean for federal programs. The 

report comes as Democrats have sought to hammer Republicans over 

proposals to balance the budget in the timeframe through potentially steep 

cuts to spending.  

  

AAFES MCS Stores Specialize in Last-Minute Requests.  ALA’s Larry 

Lapka reports.   AAFES stores are known to “go where you go” to bring “a 

touch of home” to service members and their families, and they will also go 

out of their way to help their customers when a pressing problem needs 

attention. 

  

With the Exchange’s recent Military Clothing Conference registering a 

successful week-long run, here are two stories where the Exchange’s Military 

Clothing Stores (MCS) at Fort Myer, Va., and Fort Bragg, N.C. — and other 

Exchange entities — went out of their way to serve customers with virtually 

last-minute requests. 

  

https://protection.greathorn.com/services/v2/lookupUrl/40ab8fb9-1ce8-4344-95ea-a54290113cc2/616/346ac352b2f447e5b9aa98e7e2e12a650bb2be74


AAFES Quickly Responds to Outfit Medal of Honor Recipient for 

Ceremony. Retired Col. Paris D. Davis was preparing to receive the Medal of 

Honor — the nation’s highest military honor — for serving during the 

Vietnam War and for his heroic duty he performed in that conflict. 

  

His wait was a long one — more than 50 years, due to a variety of errors — 

but after a decades-long wait, the day was quickly approaching. 

  

Davis only needed one more thing before the White House ceremony with 

President Joe Biden: a full uniform, and the Army & air force Exchange 

Service (AAFES) helped in providing this war fighter with the proper attire 

for his big day. 

  

According to a variety of news sources, on June 18, 1965, Davis — a Green 

Beret and one of the first black officers to join the elite Special Forces — his 

Special Forces team, and an inexperienced company of South Vietnamese 

soldiers, started taking heavy machine-gun fire from literally hundreds of Viet 

Cong fighters. 

  

During a 19-hour battle, Davis saved three Americans under his command, 

disobeying two direct orders from a superior officer to do so. 

  

Davis killed more than a dozen enemies using all manner of weapons, 

including engaging in hand-to-hand combat. He was wounded at least eight 

times in the process and was the last American to step off the battlefield that 

day. 

  

When his exploits became known, he was nominated for the Medal of Honor, 

but the paperwork for him to become a recipient of this prestigious award was 

inexplicably lost, not once, but twice. 

  

Finally, nearly 60 years after he performed these exploits, a wrong was to be 



righted, and Davis would finally receive this well-earned honor. 

  

Davis was finally going to receive this honor but lacked a proper uniform in 

which to receive the award. 

  

That is where a gaggle of AAFES teams stepped in to help the retired soldier 

wear the proper attire on his big day. 

  

The White House Ceremonies team reached out to the Fort Myer, Va., 

Exchange Military Clothing Store (MCS) two weeks ahead of the ceremony 

to order a Vietnam-era uniform with decorations for Davis. 

  

“Typically, we have two months to prepare a uniform for Medal of Honor 

ceremonies,” said Fort Myer MCS Manager Alan Poe. “Since it had been a 

long time coming to present Col. Davis with this honor, the White House 

wanted to hold the ceremony as soon as possible and even held it at the White 

House instead of at the Pentagon.” 

  

In need of Vietnam-era military decorations to appropriately fit the retired 

colonel, Poe reached out to Store Manager David Dingwell at the Fort Bragg, 

N.C., MCS — the only MCS that offers the Special Operations uniform. 

  

“Col. Davis was one of the first black Special Forces officers of that time,” 

Poe said. “Some of his awards were from South Vietnam, which is no longer 

a country.” 

  

Poe’s team worked with the Fort Bragg MCS team to get a green beret and 

Special Forces flash; a patch worn on the beret that denotes the unit. 

  

Since many of the decorations were inaccessible, Poe’s team sought out other 

avenues, including the use of South Vietnam jump wings from a veteran at 

the local VFW post. 



  

“A veteran offered his jump wings and name plate for Col. Davis to wear to 

the ceremony,” Poe said. “He said he would be proud to see it on a Medal of 

Honor recipient.” 

  

After the initial fitting, Col. Davis returned to try on his uniform. The MCS 

team noticed the uniform trousers didn’t fit. 

  

Poe reached out to Christopher Kershaw, the Exchange’s replenishment, and 

allocation analyst at AAFES’s Dallas, Texas, headquarters to retrieve and 

send trousers. 

  

“I realized this was more than an emergency situation and instant-messaged 

Shelly Reinert at the Dan Daniel Distribution Center (DDDC) to request her 

assistance in over-nighting the trousers,” Kershaw said. “I made sure I 

received a tracking number as I was anxious to meet the quick deadline. I was 

so relieved when I received word that Col. Davis was fitted in time.” 

  

Col. Davis received an in-room alterations service at his hotel on the morning 

of the ceremony. The Exchange team altered his pants to stop at the top of his 

shoes, as Davis opted to wear shoes instead of boots. 

  

“His uniform looked great! Providing in-room personal alterations was the 

perfect detail for a Medal of Honor recipient,” Poe said. 

  

“I want to thank everyone, especially Shelley, for the quick response,” Poe 

noted. “Over-nighting the trousers was the only way we could make this 

happen in time, but that’s AAFES — it’s what we do.” 

  

Helping heroes.  In another action made in a time of great need, the AAFES 

MCS network came through once again. 

  



Michael Lee, the base’s MCS shift manager, recently went the extra mile to 

help a customer in need … and it is possible nobody would have known about 

this extra effort were the customer not so grateful. 

  

The Fort Bragg MCS received a message that a customer needed help making 

sure that a Soldier who had passed away received a proper burial, which 

included a full uniform. 

  

When Lee called the customer back, he learned that the customer had 

everything but the Army sergeant first class sew-on rank insignia. He had 

tried four other stores in the area without success. 

  

He told Lee that the funeral was the next morning — and the customer lives 

four hours from Fort Bragg. 

  

Lee said he would send the insignia to the customer. Knowing that it was too 

late in the day to ship the insignia via Federal Express, he went to the post 

office across from the base’s Mini-Mall to send the package via overnight 

mail — and paid for everything out of his own pocket. 

  

It was 4:30 p.m. when Lee talked to the customer. The post office closed at 5 

p.m. 

  

“When I looked at the receipt, the time said ‘1455,’” Lee said. “The package 

arrived at 8:30 the next morning. I don’t know how they did that so quickly, 

but I’m glad the customer received the package.” 

  

The customer offered to pay Lee back, but he declined. 

  

“That was all Michael,” said Dave Dingwell, Fort Bragg MCS manager, who 

attended last week’s Exchange Military Clothing Conference. “Nobody knew 

what he did until the customer called the general manager’s office. He’s just a 



very modest guy.” 

  

The customer called to praise Lee, a 20-year Army veteran who has been with 

the Exchange since 2011 and been at the MCS since 2016. 

  

General Manager (GM) Thomas Kuttamperoor presented Lee with a “Sharing 

and Caring” certificate in a ceremony attended by Fort Bragg team members. 

  

For Lee, though, this was all in a day’s work. 

  

“It was taking care of a Soldier,” Lee said. “That was one of the reasons I 

wanted to work in a Military Clothing Store.” 

  

AAFES MCS Sites Recognized for Outstanding Performance.  ALA’s 

Larry Lapka reports. Eleven AAFES Military Clothing Stores were each 

honored with a three-coin award for exemplary service at the Military 

Clothing (MC) Conference, capping the Exchange’s week-long gathering. 

  

The award included Exchange Director/Chief Executive Officer (CEO) Tom 

Shull’s coin, Chief Operating Officer (COO) Jason Rosenberg’s coin and the 

coin of Air Force Chief Master Sgt. Kevin Osby, Exchange senior enlisted 

advisor. 

  

“These stores demonstrated superb customer service, going above and beyond 

to ensure military members were properly outfitted,” said J.R. Chidester, the 

Exchange’s MC divisional merchandise manager (DMM). “We are pleased to 

recognize them and highlight the tremendous year they had.” 

  

Here are the winners by region, and some of the reasons they earned their 

awards: 

  

Western Region 



Creech AFB, Nev.: Increased sales by 46.4 percent since March 2020 

White Sands MR, N.M.: Increased sales by 17.2 percent since March 2020 

Peterson SFB, Colo.: Increased sales by 31 percent and gross margin by 36 

percent over prior year 

  

Central Region 

Fort Riley, Kan.: Increased sales by 8.5 percent since March 2020 

Vance AFB, Okla.: increased sales by 32.6 percent since March 2020 

  

Eastern Region 

Hanscom AFB, Mass.: increased sales by 1.4 percent since March 2020 

Fort Jackson, S.C.: Increased sales by 7.7 percent since March 2020 

  

Pacific Region 

Andersen AFB, Guam: increased sales by 4.7 percent since March 2020 

Schofield Barracks, Hawaii: increased sales by 2.5 percent since March 2020 

  

Europe Region 

Grafenwoehr, Germany: increased sales by 14.1 percent since March 2020 

and supported operations in Eastern Europe 

Ramstein AB, Germany: Received award for “expertly outfitting heroes” and 

supporting operations in Eastern Europe 

  

In addition to the store awards, three Military Clothing Store (MCS) 

managers who did presentations at the conference were honored. 

  

MCS managers Emmanuel Belt, Fort Knox, Ky.; Karen Anderson, Pentagon, 

Washington, D.C., and Cheryl Hollis, Fort Eustis, JB Langley-Eustis, Va., 

received certificates for their contributions to the conference. 

  

The Exchange’s first Military Clothing (MC) Conference in three years was a 

success, setting the stage for future conferences. 



  

“It went really well,” said Dan Koglin, Exchange vice president (VP) of 

Hardlines, who oversees the Military Clothing Store (MCS) line of business. 

  

“MCS is a small but tight community,” Koglin noted. “It’s good to reconnect 

people and get a lot of mentorship. A lot of these folks have been doing this 

for a long time, and one of the reasons for doing this is to hook them up with 

those who are newer to it.” 

  

Koglin said the conference included a lot of good information from vendors, 

as well as from buyers and other Exchange teams. 

  

“It’s a special mission,” Koglin said of the MCS side of the business. “We 

had a lot of good feedback, and we always ask them what they’d like to see 

next time.” 

 

J.R. Chidester, MC divisional merchandise manager (DMM), agreed that the 

conference went well. 

  

“We’ve gotten a lot of good feedback from store managers,” Chidester said. 

“You can tell they’re 100-percent engaged.” 

  

Highlights of the conference included late-afternoon sessions with the store 

managers and the buying staff. 

  

“This gave them the opportunity to voice concerns,” Chidester said. “There 

was a lot of good feedback from both sides on different topics.” 

  

Managers who attended the last conference in 2020 said they enjoyed 

reconnecting with MCS teammates in person. 

  

“We kept in touch for a little bit after the last conference,” Mary Ellis, MCS 



manager at Schofield Barracks, Hawaii, said of her Pacific Region teammate, 

Karl Franklyn, MCS manager in Okinawa. 

  

“Karl was new then, but seeing him again, it’s like three years haven’t 

passed,” she said. It’s fun for me as a seasoned Military Clothing Store 

manager. I still enjoy it.” 

  

With this latest show already in the rear-view mirror, Koglin said the current 

plan is to have a Military Clothing Conference every two years, with the next 

one taking place in 2025. 

  

Major AAFES Fort Lee upgrades to go heavy on self-checkout.  A 

multimillion-dollar expansion of the Main Exchange’s food court and mall 

area tops a long list of projects either in process or planned for the near future, 

said the Army and Air Force Exchange Service general manager here. 

 

Eric W. Desveaux, who retired this week from federal service, has overseen 

the AAFES retail facilities and restaurants at Fort Lee, Fort Pickett, and 

Charlottesville. He said many of the efforts are part of a strategy to enhance 

the customer shopping experience. 

 

In addition to the food court renovation, plans are in the works to makeover 

two Main Exchange restaurants, expand its mall area and add self-checkout 

registers to all convenience stores. 

 

Now out for bid, the food court renovation will be by far the most extensive 

and expensive of AAFES projects. Prior to the pandemic, it was described as 

a major renovation to the entire facility but was put on the backburner in 2020 

due to inflated construction costs and delays. It has since been separated into 

phases starting with the most expensive. 

 

“We’re pushing for an expansion for the food court that will take its seating 



capacity from 140 to 350,” Desveaux said. “That’s going to double the 

amount of space in the food court. The project in its entirety is estimated to 

cost $10-11 million.” 

 

Desveaux said construction is likely to start in late summer and will take 

about a year to complete. Customers should expect some inconveniences 

during the project. 

 

The Subway and Charley’s restaurants – located in the main store food court 

– are also scheduled for makeovers. Funds for the projects have been 

appropriated but start and completion times have not been established. 

 

AAFES convenience stores – four located at Fort Lee and two others at Fort 

Pickett and the Judge Advocate General School in Charlotteville, respectively 

– will all receive self-checkout registers over the next six months to offset 

reductions in manned checkouts at all stores. 

 

Eight self-checkouts – attended by two employees – have already been 

installed in the Main Exchange, replacing four manned registers. 

 

In addition to the self-checkout rollout, the Express convenience store, 

located adjacent to the Main Exchange on Sisisky Boulevard, is in the process 

of revamping its layout. The work includes the addition of kiosks for pizza 

and Southwestern foods. 

 

In the backdrop of renovations and store enhancements are wage increases 

implemented to make up for employee losses during the pandemic. The move 

forced the retailer to make major adjustments to continue fulfilling its 

mandate to provide services while producing dividends for recreation and 

other programs. 

 

“The responsibility of the exchange mission is twofold,’ said Desveaux. “One 



is to provide quality goods and services to our authorized patrons. The second 

part of that mission – and one not so frequently understood – is that the 

earnings from the sale of those goods and services come back to the 

installation in the form of dividends for MWR. 

 

“Anytime we make an adjustment like that where we have an increased cost,” 

he continued, “it’s obviously going to have an impact on our ability to 

provide the second part of our mission. So, our focus is on curbing expenses 

and making sure we’re only utilizing wages where we absolutely must.” 

 

The addition of self-checkouts is one of the adjustments that could offset 

wage increases and mitigate employee shortages, Desveaux said. So far, the 

new checkouts are seeing much traffic. 

 

“Overall, it’s working well,” he said. “The data supports it strongly. We’re 

seeing that 96 percent of all transactions are going through the unmanned 

registers. Customer feedback is mixed.” 

 

It is likely some customers have not warmed to the checkouts due to the 

inability to accept cash transactions, Desveaux concluded. The problem is a 

software issue AAFES is working to rectify, he added. 

 

No more eggs at Dollar stores temporarily.  The discount retailer announced 

on March 14 that due to high prices in eggs it will no longer carry them even 

with Easter and Passover right around the corner. Egg sales traditionally spike 

during the religious holidays. The price of eggs has increased 60% due to an 

avian flu outbreak. The average price of a dozen was $5 in January, but the 

price was down 6.7% in February. 

 

Marine Corps food service overhaul.  The Marine Corps is aware that on-

base dining leaves something to be desired and is planning big investments 

for feeding troops, according to top officials and reported in the Military 



Times.  

 

By the fall, the Corps must study the quality of food and service on Marine 

bases and recommend improvements, according to a recent update to Talent 

Management 2030 — a 2021 document that lays out the service’s plan for 

modernizing personnel policies, with an eye toward retaining more Marines. 

 

The low quality of dining makes it tougher for the Marine Corps to retain 

troops, the update acknowledges. 

 

“In the future world of recruiting challenges, we cannot lose a 12-year 

intelligence professional or artillery Marine because we could not provide 

access to pediatric care or a high-quality chow. 

 

The Marine Corps plans to spend heavily on improving quality of life for 

troops, Gen. Eric Smith, the assistant commandant, told reporters March 3, 

the Military Times reports.  

 

“I won’t reveal the budget, because it’s not yet through the Office of 

Management and Budget, but you’ll see significant — I can say it will have a 

‘B’ on the end of it — investment in things like barracks and chow halls,” 

said Smith, the second-in-command Marine. 

 

Better dining would mean newer chow halls, shorter lines, better-quality food, 

and more choices, according to Smith. 

 

Sergeant Major of the Marine Corps Troy Black, the senior enlisted Marine, 

noted Thursday that military dining facilities typically serve food through 

contracts with outside companies. 

 

“So, is that the proper quality and quantity?” he told reporters in his office at 

the Pentagon. “By the contract, yes, because it’s inspectable, it’s provided. 



The real question is, ‘Is it what people want to eat?’ There’s a choice 

conversation to be had.” 

 

The Marine Corps is considering using meal cards, which Marines could use 

at a variety of locations on base, akin to the dining system that many colleges 

have. The idea would be to make food both more varied and more convenient, 

Lt. Gen. James Glynn, deputy commandant for manpower and reserve affairs, 

said March 3. 

 

“Think about other examples of a dining hall card option, where you can get a 

full meal with your dining card at a chow hall, or you can get a reduced cost 

on a prepared meal at the Exchange, or you can go to the Quick Mart and pick 

up something, to a threshold,” Glynn told reporters. “Just like any other 

dining hall experience, it has a cap — how you use it is your choice.” 

 

There are limits on how specialized the food on Marine bases can be, Smith 

noted, since it must feed thousands of people. 

 

“But you want options, and you want it to be fuel for an athlete, fuel for a 

professional,” he said. “And these are Marines. They’re adults. If they want to 

get a hamburger, that’s fine, too. We just want to make sure that all the 

options are there for them.” 

 

About 25.8% of troops were food-insecure in 2018, compared to 9% of 

civilians, a January RAND Corporation report found. 

 

Food security means “access by all people at all times to enough food for an 

active, healthy life,” according to a definition by the Department of 

Agriculture. 

 

Some troops pay out of pocket for some of their meals rather than eat at 

military dining facilities, though the Defense Department isn’t sure the extent 
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of that phenomenon 

  

AAFES Ghost kitchen at Peterson Space Force Base.  The Peterson Space 

Force Base Exchange was recently the site of a “first” for the AAFES 

Services & Food Directorate (SFD), with a ribbon cutting for Ghost Kitchen, 

which takes its name from a trendy food concept that’s becoming more 

mainstream. 

 

A ghost kitchen is a single location that serves select menu items from a 

variety of restaurants. When the Peterson SFB Exchange was looking to fill a 

previously occupied space, SFD leasing manager Rena Arnold thought of a 

new company that she had connected with through industry networking: 

Ghost Kitchen. 

 

“Peterson was an easy choice for the first Ghost Kitchen because the space is 

in a great location for diners—right across the street from three office 

buildings,” Arnold said. “The Exchange can now offer quick and convenient 

access to dining options for those who work in and around those buildings.” 

 

Colorado Springs Consolidated Exchange General Manager Phonda Bishop 

and her team cut the ribbon on the new restaurant March 1. The Peterson SFB 

Exchange Ghost Kitchen features: 

   

• Skinny Butcher – Plant-based chicken sandwiches, chicken nuggets 

and salads 

• MrBeast Burger – Smashed burgers, chicken sandwiches and seasoned 

crinkle-cut fries 

• Wow Bao – Chinese steamed buns with fillings. 

• Pepe’s Pierogis – Dumplings and salads 

• Sam’s Crispy Chicken – Chicken sandwiches, specialty mac and 

cheese and waffle fries 
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• Umami Burger – Gourmet burgers and fries 

• Ghost Breakfast – Traditional breakfast items 

• Cheesecake Factory – Selection of cheesecakes 

• Mini Melts – Ice cream treats 

• Slush Puppies – Flavored ice drinks 

• Coca-Cola and Red Bull – Beverages 

 

Ghost Kitchen’s flexibility makes it a strong option for Exchange locations, 

providing a varied menu without needing a lot of space. The company’s 

kitchens are designed around multifunctional equipment, and the menus 

curated from brands’ top-selling items that do not require any special 

kitchenware. 

 

“It’s the most efficient kitchen I’ve ever seen,” said Arnold, who has worked 

in commercial real estate for 25 years, 13 with the Exchange. “It’s state-of-

the-art.” 

 

Ghost Kitchen’s company concept also gives the Exchange flexibility to 

adjust based on sales and customer demand. 

 

Ghost Kitchen has licensing for about 50 brands, so if a vendor is not 

performing well at a particular location, a new brand can easily be swapped 

in, and the selection of brands can be tailored to a community’s dining 

preferences. 

 

SFD hopes to add two or three Ghost Kitchen locations this year and about 

the same number in 2024. Directorate leaders are visiting Exchanges to find 

the best fit. 

 

“Ghost Kitchen is an exciting and welcome addition to the Exchange 

portfolio,” said Darryl Porter, SFD senior vice president. “The variety, 



versatility and efficiency make it a great match to meet the needs of our 

customer base. 

 

H&M ThredUp launch.  Indicating the continued rise of e-

Commerce, H&M has teamed up with ThredUp to launch its first resale 

service, “H&M Pre-Loved,” according to a Tuesday press release.   Starting 

Tuesday, the fast-fashion retailer will begin offering used items across 

various categories such as sport, denim, and kids. Shoppers can also buy from 

a “collabs” section featuring items from H&M’s previous guest designer 

collections and collaborations.   The program is part of the fast-fashion 

retailer’s efforts to extend the use of its products and establish a circular 

business model. 

 

Eggs are getting cheaper. Here's what else is more affordable. Prices rose 6 

percent annually. down from 6.4 percent the previous month, according to the 

Labor Department's Consumer Price Index (CPI). 

 

Eggs, which have seen their price soar to record levels, saw one of the largest 

price drops last month, a welcome relief for beleaguered shoppers.  

 

Still, inflation continues to run hot for groceries, housing, and various 

services, raising the question of when those categories will finally stop rising.  

 

“Today’s CPI report indicates that the inflation rate may take longer to reach 

the 2 percent target than markets were anticipating,” ZipRecruiter lead 

economist Sinem Buber said in a note. 

 

Price of eggs, used cars, energy falling. The price of eggs fell 6.7 percent 

last month. But egg prices remain 55.4 percent more expensive than they 

were one year ago. 

 

Egg producers have blamed the price hikes on an outbreak of bird flu that 
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forced farmers to kill millions of hens, reducing the supply of eggs. The 

outbreak has impacted more than 58 million birds since January 2022, 

according to Centers for Disease Control and Prevention.  

 

“Inflation inside core services, which are linked to wage demands, continues 

to rise, so the economic rationale for hiking rates continues to flash red,” 

RSM chief economist Joe Brusuelas said in a note. 

  

As exchanges look at EV chargers, $700 million from Department of 

Transportation. DOT opened a $700 million funding opportunity on 

Tuesday for states and local governments to install EV chargers and other 

alternative fuel infrastructure.  Funds from the Charging and Fueling 

Infrastructure program — which will total $2.5 billion over five years — 

will flow directly to state and local agencies. The money will be split equally 

between projects along state-designated alternative fuel corridors and those at 

community gathering points like stores and apartment complexes.  The CFI 

program is designed to work in conjunction with the $5 billion NEVI 

program, with CFI grants mostly supporting slower chargers at common 

stopping points and near residences and the NEVI program funding fast 

chargers along interstate highways.  CFI grants are much more 

flexible than NEVI funds, as the grants are discretionary and can go to a 

range of state, local and tribal agencies. That means equity will be a major 

focus of the CFI grants, with the administration aiming to ensure lower-

income and rural areas aren’t left behind in the rapid push to electrify. 

 

Shein cited for bypassing import tax.  South Africa’s government said 

Monday that it is investigating fast-fashion company Shein following 

complaints from the local textile union and industry association that it may be 

exploiting tax loopholes to gain an unfair advantage in Africa’s most 

developed economy. 

  

A spokesman for the Department of Trade, Industry and Competition 
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declined to provide details on the investigation, but he said that it was 

initiated in response to concerns raised by labor and industry groups. The 

issues raised by the South African groups resemble complaints by 

manufacturers and unions in the U.S. that claim that Shein and other Chinese 

retailers are taking advantage of an exception in U.S. customs law that allows 

them to import goods without paying tariffs. Shein ships its merchandise 

directly to consumers around the world.  

  

The South African probe is the first time a government has confirmed an 

official investigation into Shein’s import practices. Closely held Shein, which 

was founded in China but is now based in Singapore, has become one of the 

world’s largest online fashion retailers by shipping ultralow-priced 

merchandise from China directly to consumers in more than 150countries. 

Women’s tops on Shein’s website sell for as little as $2 and some dresses can 

be purchased for less than $5. 

  

The Southern African Clothing and Textile Workers’ Union and the National 

Clothing Retail Federation of South Africa allege that Shein deliberately 

sends its goods in small packages of lesser value to reduce import duties. 

Those duties have been put in place to help local industry compete against 

cheap imports. 

  

“The initial indications that we’ve seen based on import documents is that the 

company uses a loophole that is really intended for individual customers,” 

said Etienne Vlok, the union’s national industrial policy officer. “Below a 

certain value threshold, you don’t have to pay the same taxes as someone 

importing tens of thousands of garments.” 

  

The South African government normally charges tariffs of between 40% and 

45% on imported clothing, depending on the value, but Shein may be paying 

as little as 10% to 20%, Mr. Vlok said. 

  



“If that is the case, we should be looking at a way to close that loophole,” he 

said. Shein “doesn’t seem to be playing by the rules others are playing by.” 

 

A Shein spokesperson said the company is committed to complying with 

local laws and regulations of the markets in which it operates. 

  

Groups in the U.S., such as the Coalition for a Prosperous America, which 

includes U.S. manufacturers and labor associations, have raised similar 

concerns about a law, known as the de minimis rule. This law allows 

American tourists to bring back souvenirs from overseas duty-free and is now 

being used by companies to avoid paying billions of dollars in tariffs. 

  

The law allows U.S. retailers who sell Chinese imports and Chinese 

companies that sell directly to American consumers to avoid tariffs as long as 

goods are packaged and addressed to individual buyers and fall below an 

$800 cap. 

  

“The fact of Shein having very, very aggressive—as in low—price points is 

kind of a worldwide phenomenon,” said Michael Lawrence, executive 

director of the National Clothing Retail Federation of South Africa. “It’s not 

just my membership that is trying to get their heads around what allows for 

such aggressively low price points.” 

  

Retail theft climbs.  As shrink cuts into profits, companies lock up goods, try 

to track repeat offenders. 

 

Retailers say theft is rising as more people shop in stores, cutting into profits 

that were already under pressure. 

  

“We definitely had an uptick since last year,” Macy’s Chief Executive Jeff 

Gennette told analysts earlier this month. “It’s an industrywide trend.” 

 



Target Corp. said in November that it expected the problem, known in the 

industry as shrink, to reduce gross margins for the recently completed fiscal 

year by more than $600 million. TJ X Cos. and Macy’s Inc. also called out 

higher shrink rates in recent calls with analysts. 

  

“Theft is growing at a faster rate than sales,” said Dean Rosenblum, a senior 

U.S. retail analyst at Bernstein Research. Mr. Rosenblum said theft is 

becoming a big enough problem that it’s starting to affect margins, which is 

why retailers are talking about it more frequently, the Wall Street Journal 

reports.  

  

Retailers typically conduct a physical count of inventory once a year and 

compare it to what is recorded on their books. The difference is known as 

shrink, a broad term that encompasses not just internal and external theft but 

also process failures that could lead to inventory being lost or recorded 

inaccurately. 

  

The shift in shoppers returning to stores after a surge in online buying during 

the pandemic is partly responsible for the uptick, Mr. Gennette said. “More 

theft happens in stores,” as opposed to warehouses that fulfill online orders, 

he said. A jump in organized retail crime in certain areas of the country is also 

a factor, he added. “These are crime levels we haven’t seen before,” Mr. 

Gennette said. 

  

Shrink rates declined in 2021 and are broadly in line with historical levels, 

after rising in 2020 and 2019, according to a survey of 63 retailers conducted 

by the National Retail Federation and the Loss Prevention Research Council. 

Figures for 2022 aren’t yet available. 

 

Retailers calculate shrink differently and many don’t report thefts to the 

police, leading to imprecise measurements, said Cory Lowe, a senior research 

scientist with the Loss Prevention Research Council. 



 

Although shrink in 2021 fell back to 2018 levels, according to the survey, 

external theft, which includes organized retail crime in addition to regular 

shoplifting, has become a bigger piece of the pie. Organized retail crime, 

involving rings that steal from stores in bulk and then peddle the goods 

online, cost retailers nearly $720,000 for every $1 billion in sales in 2019, the 

most recent year the NRF published such figures. That was an increase of 

50% from 2015, it said. 

  

“Seven years ago, internal theft was the largest category of loss by retailers,” 

said David Johnston, the NRF’s vice president of asset protection and retail 

operations, referring to theft by employees. “Now, it’s external theft.” 

Retailers are combating the problem by adding security guards and cameras 

to stores, locking up goods and using facial recognition software to help 

identify repeat offenders. 

  

Macy’s is using radio frequency identification tags to better track inventory, 

adding more security personnel to stores and securing high-end brands with 

locked cables and sensors, Mr. Gennette said. 

 

TJX finance chief John Klinger told analysts in February that an unexpected 

increase in shrink hurt margins by 0.60 percentage point in the recent quarter. 

That follows higher shrink charges in the same quarter a year ago. The 

company said it expects shrink to remain similar to current levels for the next 

two years. 

  

New legislation signed into law by President Biden last year, called the 

Inform Consumers Act, will make it harder for criminals to resell stolen 

goods online. The Combating Organized Retail Crime Act of 2023 currently 

making its way through Congress seeks to pool expertise and provide more 

tools to prosecute criminals and recover stolen goods. 

  



Retailers and shoppers say there is a fine line between deterring criminals and 

annoying honest customers. 

  

“Retailers are locking up everything from shaving cream to soap,” said Oni 

Powell, a 46year-old office manager who lives in Porter Ranch, Calif. “These 

should be things that are quick and easy to grab and go. But now I’ve got to 

find an employee to unlock them for me.” 

  

Some retailers said they may have gone too far in their theft-prevention 

measures. 

 

“Maybe we cried too much last year,” Walgreens Boots Alliance Inc.’s 

finance chief James Kehoe told investors in January. “We’ve put in 

incremental security in the stores. Probably we put in too much and we might 

step back a little bit from that.” 

 

In 2021, a Michigan man sued the city of Detroit and its police chief for 

wrongfully arresting him based in part on facial recognition technology that 

erroneously matched him to surveillance-camera footage from a Shinola store 

where several watches had been stolen. The case is continuing. 

  

A month ago, New York City police asked shoppers to take off their face 

masks before entering stores, a measure intended to help them better identify 

criminals. The plea came after four unidentified men stole roughly $1.1 

million of goods from a jewelry store. 

 

Direct to consumer running strong. The direct-to-consumer business 

model, adopted and accelerated during the pandemic by a handful of big 

legacy brands, is showing no signs of slowing down anytime soon, according 

to a study of nearly 600 business leaders by Circuit.  

 

The study found that 85% of the business leaders it surveyed have already 



switched to a DTC model and over one in 10 (13%) plan to do so in 2023. 

Among the top benefits of a DTC model are better relationships and lifetime 

value with customers, the study found.  

 

Searches for DTC products were initiated over 242,000 times in 2022 and are 

expected to increase overall by 6% over the next year. The states most 

interested in DTC merchandise include New Hampshire, South Dakota, New 

Mexico, Oklahoma, and Alaska. The most in-demand consumer products for 

DTC purchasing in 2023 include rugs, clothing, and glasses. 

 

Customers prefer store pickup vs. delivery.  Grocers steer customers to 

coming in person, but delivery remains important.  

Grocery retailers continued to shift their customers toward store pick up and 

away from delivery in 2022 as they seek to unlock the potential profitability 

of online grocery. 

 

Although pickup and delivery vied back and forth for share of the digital 

grocery market through the first half of the year, pickup pulled away as a 

preferred method of fulfillment for customers during the last several months 

of 2022, according to research from Incisiv and its Grocery Doppio digital 

grocery data platform. Overall, 52% of all digital grocery sales in 2022 were 

fulfilled via pickup as opposed to delivery. 

 

Within, delivery, meanwhile, in-house fulfillment has gained against third-

party services, increasing from 23.6% of deliveries in August to 25.8% in 

December. 

 

Many grocery retailers continued to expand their partnerships with third-party 

delivery services in 2022, however, as they sought to capture the growing 

percentage of sales that take place online and, in some cases, meet demand 

for rapid fulfillment of orders. 



 

Grocery taxes under fire.  Of the 13 states that tax grocery purchases, more 

than half have efforts underway aimed at eliminating or reducing those taxes.  

 

Kansas, which is currently phasing out its grocery tax, dropped the tax rate to 

4% at the start of this year from the previous 6.5% rate. Its grocery tax 

rate will continue to drop each year until it is eliminated by 2025. Meanwhile, 

Virginia’s partial repeal of its grocery tax took effect at the start of this year.  

 

Proposals have been advancing this year in Oklahoma, Hawaii, Missouri, 

Utah and Alabama to cut those states' taxes on groceries. In some states, such 

as Oklahoma and Kansas, calls to eliminate the state grocery taxes have 

drawn bipartisan support.  

 

A grocery tax repeal bill died earlier this month in South Dakota’s current 

legislative session, but the state’s Attorney General Marty Jackley has 

reportedly taken the initial steps toward ballot initiatives in 2024 aimed at 

prohibiting state taxation on food. 

 

Opposition to grocery taxes has largely rested on the arguments that they 

burden consumers’ spending power.  

 

“Grocery taxes are fundamentally bad public policy because they 

disproportionately impact lower-income families,” said Andy Harig, vice 

president of tax, trade, sustainability, and policy development for the Food 

Industry Association (FMI). 

 

At 7%, Mississippi has one of the highest sales taxes applied to groceries. 

 

Harig stressed that fairness should factor into decisions with grocery taxes: 

“The less a family makes, the higher percentage of their income is spent on 

food, which makes the tax one of the most regressive ones on the books.” 
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But the taxes can also hurt grocers. 

 

“Particularly in inflationary environments when product costs are also 

increasing, taxes make it more difficult for consumers to focus on other retail 

differentiation strategies, such as selection and service-related efforts,” Harig 

said.  

 

While Harig said that FMI hasn’t done specific research into the impact of 

broad state grocery taxes, the trade group has found through its experience 

with similar issues, including soda taxes, that shoppers will cross state lines to 

seek savings, noting factors like travel distance and the difference in tax rates 

between districts can influence those decisions. 

 

That “exodus is real” as consumers seek lower costs of groceries, Jon 

McCormick, president and CEO of the Retail Grocers Association of Kansas 

and Missouri, said in written testimony regarding a Kansas bill that would 

have reduced the state’s sales tax on food but died in committee last May. 

 

“The retailers that are within a reasonable drive to another State’s 

supermarket are at a distinct disadvantage when it comes to increasing the 

cost of groceries of Kansas residents,” McCormick wrote, noting that people 

could go to neighboring Missouri and Oklahoma for lower grocery taxes or to 

Nebraska or Colorado for no food taxes at all.  

 

Former Republican State Rep. Dave Baker in Kansas, who used to own a 

grocery store and has supported efforts to do away with the state’s grocery 

tax, said last year that supermarkets are having trouble competing with senior 

centers and schools that benefit from subsidized food programs, the Kansas 

Reflector reported. 

 

But grocery taxes in the states that have them have endured largely because of 

the financial benefits they provide to governments. The Idaho Center for 



Fiscal Policy has said that grocery taxes can provide the benefit of relatively 

predictable revenue amid economic ebbs and flows, as well as make state 

budgeting more reliable and also bring in revenue from out-of-state visitors.  

 

Harig noted that these taxes tend to go into the state’s general treasury or get 

earmarked for specific state programs. Grocers don’t reap monetary gains 

from grocery taxes. In fact, food retailers can face additional expenses 

associated with these taxes due to data collection, record-keeping and 

transmission of funds involved, Harig said. 

 

However, since grocery stores carry non-food items that are subject to 

different sales tax rates, these costs would remain even when grocery taxes 

are eliminated, Harig said. 

 

Politicians in a handful of states have sought other ways to help consumers 

deal with their grocery taxes. 

 

In Alabama, House Minority Leader Anthony Daniels (D), who supports 

cutting the state’s grocery tax, has suggested a tax holiday for a few months 

to give legislators time to assess that tax, Yellow Hammer reported.  

 

Other states have paused their grocery taxes. Effective last July, Illinois is 

suspending its 1% grocery tax through June 30 — a move the state’s governor 

has said will result in $400 million in consumer savings. Tennessee paused its 

grocery tax for 30 days last August, and Gov. Bill Lee suggested last 

month another tax holiday in the future. 

 

A poll of 821 Mississippians conducted at the start of this year by Mississippi 

Today and Siena College found that 68% favor suspending the grocery tax — 

13 percentage points higher than those who want state personal income tax 

eliminated. 
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Idaho is one of several states to offset its grocery taxes with a tax credit. Last 

March, Idaho Gov. Brad Little signed into law a $20 increase to the tax credit, 

raising the amounts to $120 per person under age 65 and to $140 for people 

ages 65 and older for food purchased starting in 2023.  

 

While the state doesn’t have an income ceiling on its grocery tax credit, 

people who have received SNAP benefits in the same month they are seeking 

the credit, were formerly incarcerated or are living in the U.S. without legal 

permission aren’t eligible.  

 

Hawaii and Oklahoma, meanwhile, have grocery tax credits aimed at low-

income taxpayers. 

 

Harig said that there’s disagreement on whether credits impact consumer 

behavior and, if so, how. 

 

“Generally speaking, the simplest and most efficient system is simply not 

having the taxes in place to begin with,” Harig said. 

 

Instacart and nonprofit Partnership for a Healthier America (PHA) have 

launched a new nutrition security program for families in need. The 

program, which will initially start in Indianapolis before expanding to more 

cities throughout the year, will offer Instacart Health Fresh Funds stipends 

and provide participants with a complimentary Instacart+ membership for 

four months.  

 

The partnership between Instacart and PHA was announced in September 

2022 as part of the launch of Instacart Health and is also part of a larger 

commitment to provide 10 million servings of produce to nutrition-insecure 

families. 
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Steve Rossetti 
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