
 

From the Desk of the ALA President 

Quotes of note 

“The safety of our force and their families is a top priority for the Department. We are communicating this pause to our 

military health facilities and are reviewing our global vaccine distribution to address this issue and ensure we can continue to 

provide vaccines to our DoD population at home and abroad,” said Pentagon press secretary John Kirby, in a statement. “At 
this time, we do not know how long the pause will last.”   Pentagon spokesman Kirby on pause in J&J vaccine 

administration to U.S. military personnel. 

“Ending direct support to the Afghan government could free up as much as $21 billion of “additional trade 

space.” Budget expert James McAleese commenting on impact of the Biden Administration’s plan to pull out of 

Afghanistan and the effect on the 2022 defense budget negotiations.   

“In the past two years, the number of these stores with at least 5,000 square feet rose by 1,253 to 23,603, according to CoStar 

Group. In the previous two years, the number of stores was basically unchanged.”  CoStar Group on the growth of grocery.  

“The Game Plan’s strategy is focused on positioning the Agency for long-term success in delivering the Commissary Benefit to 

our Patrons, with an aim point of December 31, 2022.”  DeCA Director and CEO Bill Moore.  

“Military families are key to the readiness and well-being of the all-volunteer force, and therefore are critical to 

national security.  The discretionary request supports military families  by prioritizing programs that directly support 

military spouses, caregivers, survivors and dependents.”   Biden Administration Fiscal Year 2022 Budget 

description.  

“The discretionary request supports DOD’s plan to divest legacy systems and programs to redirect resources from low- to 

high-priority programs, platforms, and systems. Some legacy force structure is too costly to maintain and operate, and no 

longer provides the capabilities needed to address national security challenges. The discretionary request enables DOD to 

reinvest savings associated with divestitures and other efficiencies to higher priority investments.”  POTUS statement on 

Defense budget. 

“The notion that we can cut personnel costs to get our way out of our budget problems, I think, is ve ry 

overstated.”  House Armed Services Committee Chairman Adam Smith (D-Wash.) 

“Our partnership continues to improve the lives of airmen, guardians and their families.” retired Chief Master Sgt. of the Air 

Force Kaleth O. Wright, CEO of the Air Force Aid Society on the $2.4 million donation by AAFES customers to their 

cause.  

“We’re facing a monumental legislative traffic jam.” Arnold Punaro, former Senate Armed Services Committee staff 

director commenting on the crowding of appropriations and authorization bills, infrastructure bills, and nomination 

confirmations that are coming up in the Congress.  

"It's like the Holy Grail for vendors.” That’s way bigger than Amazon."  Bradley Sutton with Helium 10 commenting on 

why Walmart is catching up with Amazon on third-party sellers due to its dual e-com and brick and mortar presence.  



“This is a very strong signal of our partnership and friendship.  And I am -- would like to thank you once more for that.  We will 
do what we can to make this stay a worthwhile one for the 500 troops and their families coming to Germany.  We hope that they 

will feel like Germany is a good -- a home for them while they're here and they will leave with fond memories.” German 

Defense Minister Annegret Kramp-Karrenbauer on the decision by the U.S. to stay in Germany.  

“We are no longer making any plans; we've ceased planning as well.”  Secretary of Defense Lloyd Austin on removal of 

troops from Germany.    

“Nearly 40% of the 123,000 Marines who have had the chance to receive the vaccine for the illness caused by the coronavirus 

have turned it down.”  Marine Corps report. 

“At the recommendation of the FDA and CDC, the Department of Defense is immediately pausing the use of the J&J 

vaccine.”  Pentagon spokesman.  

AAFES shoppers donate nearly $2.4 Million to relief agencies…a 1000 percent increase.  Spurred on by the incredible 

needs brought on by the existence of the pandemic, Army & Air Force Exchange Service (AAFES) shoppers donated nearly 

$2.4 million to Army Emergency Relief (AER) and the Air Force Assistance Fund (AFAF) — which the Exchange said was a 

1,000-percent increase over 2019 contributions.  AER and AFAF provide financial assistance, sponsor educational scholarship 

grants for military family members and offer community programs to make life better for service members and their families. 

The relief organizations supported warfighters and their families through the COVID-19 pandemic in 2020. 

AER Director Lt. Gen. Raymond V. Mason, (ret.), noted, “Since 2020, the Exchange has been one of the top donors to AER, 

helping to support soldiers facing challenging times. Shoppers’ donations have made it possible for AER to help even more 

members of the Army family.”  “The response from Exchange shoppers has been tremendous,” said retired Chief Master Sgt. of 

the Air Force Kaleth O. Wright, CEO of the Air Force Aid Society, one of four charities that benefits from AFAF. “Our 

partnership continues to improve the lives of airmen, guardians and their families.” 

DeCA NTT pulled.  The NTT 21-60 Promised Net Cost Agreement and Approval Process Change for All Cost and 

Adjustment has been postponed. 

MCX million-dollar vendor list is at the end of this email.  

Travel Restrictions.  Of the 147 installations with lifted travel restrictions this week, none reinstated travel restrictions while 2 

lifted restrictions.  Here’s the link to the latest DoD notification.  

https://media.defense.gov/2021/Apr/14/2002620590/-1/-1/0/COVID-19-TRAVEL-RESTRICTIONS-INSTALLATION-

STATUS-UPDATE-APRIL-14-2021.PDF?source=GovDelivery 

Military bases are infrastructure too.  The Congress and the Biden Administration is deliberating over a trillion dollar-plus 

infrastructure package.  ALA is working to have funding relief for commissaries and exchanges included in the infrastructure 

package.  Earlier last year, Congress included $1.4 billion of funding to relieve the pressure on military exchanges which have 

experienced hundreds of millions in losses and costs during the pandemic.  That funding did not go through as Congress pared 

back the overall funding number and the exchange relief fell out. ALA believes that any infrastructure bill should also include 

restoring the infrastructure of military bases and the ability of commissaries and exchanges to finance and capitalize facilities; 

facilities which are paid for by patrons but are turned over to the Federal government inventory once construction is 

completed.   The reduction in revenue from the pandemic reduced sales and traffic at both the commissaries and exchanges as 

base access and distancing impeded patron flow.  This severely limited the amount of commissary and exchange revenue that 

could be generated to finance facility modernization.  We believe that as much as $1 billion is required to make these 

commissary and exchange operations whole and will be pressing the Congress to recognize and provide funding to offset these 

expenses.  

Defense nominees to have a hand in resale oversight.  President Biden has nominated three people who will have a hand in 

the direction and the oversight of military resale programs.     

https://media.defense.gov/2021/Apr/14/2002620590/-1/-1/0/COVID-19-TRAVEL-RESTRICTIONS-INSTALLATION-STATUS-UPDATE-APRIL-14-2021.PDF?source=GovDelivery
https://media.defense.gov/2021/Apr/14/2002620590/-1/-1/0/COVID-19-TRAVEL-RESTRICTIONS-INSTALLATION-STATUS-UPDATE-APRIL-14-2021.PDF?source=GovDelivery


Gil Cisneros, for Under Secretary of Defense, Personnel and Readiness, Department of Defense.  As a Congressman 

representing parts of Orange County California.  Cisneros served on both the Armed Services and Veterans’ Affairs 

Committees, and was a strong advocate, for our veterans, servicemembers and our military families.   Here's a House floor 

speech from Cisneros:  https://fb.watch/4RcEQqV-bO/ 

Christine Wormuth, for Secretary of the Army.  Key in the AAFES reporting chain, Wormuth is currently Director of the 

International Security and Defense Policy Center at the RAND Corporation.   

Susanna Blume for Director of Cost Assessment and Program evaluation.  With the abolition of the Pentagon’s Chief 

Management Officer, the DoD’s CAPE office will take on a major role in determining the budget for Defense Agencies 

including DeCA.  Blume is currently in an “acting” capacity performing the duties of CAPE director, the department’s top 

budget analyst, directed the defense program at the Center for a New American Security. She was deputy chief of staff for 

programs and plans for the deputy secretary of Defense and is also another veteran of the Pentagon policy shop. 

DeCA sidewalk sales aimed at patron excitement.  The ALA Commissary Council has been working hand in hand with 

DeCA on a major sidewalk sales event slated for May.  "This is our way of saying 'thank you' to our patrons for their service 

and sacrifice," said Bonita Moffett, DeCA's director of sales. "These U.S. sidewalk sales give our military members and their 

families a chance to realize extra savings during this military recognition month. We care and you save!"  Commissaries 

stateside only will hold their sidewalk sale, with a few exceptions, sometime between April 29 and May 31. The sales coincide 

with May's Military Appreciation Month. 

HASC Vice-Chairman Elaine Luria (D-Va.) urges Defense intervention EU restrictions.  Luria wrote to the 

Secretary of Defense last week.  Here’s the text of her letter:  

“The pandemic underscored the need for a safe, reliable and secure pipeline especially at these overseas locations as pandemic 
restrictions lockdowns caused uncertainty and concern for families who are in an already unfamiliar environment. Our military 

exchanges and commissaries are a vital source of products and services for our military families.  This is especially the case at 

overseas locations.” 

“That’s why I am alarmed by recent events that threaten the availability of thousands of American products to these 

locations.  The European Union is moving to impose unjust, unnecessary, and unprecedented restrictions on the flow of these 
products.    The restrictions are unjust because these are American products shipped by American carriers destined for 

American consumers in Europe and run counter to the Administration’s stated buy America policies.  They are unnecessary 
because these products have already undergone extensive and rigid inspection and health certification by U.S. regulatory 

agencies.  The restrictions are unprecedented because these products have flowed unimpeded for over 70 years and since the 

European Union was formed.  This disruption is wrong, especially in an already difficult pandemic environment that has 

caused convulsions in the supply chain and in the freedom of movement for our military families.” 

“Congress and the American people have consistently recognized the difficulties faced by American families stationed overseas 
at military bases positioned to defend our allies against adversaries.  That’s why we have provided funding for movement of 

products to overseas locations in order to normalize prices for products between overseas and U.S. locations and ensure a 
steady supply of safe and recognizable American products made by American workers wherever our military serves.  American 

manufacturers are being notified by U.S. Government officials that they must comply with the new and onerous EU restrictions 

or that their products will no longer be shipped.”    

“I seek your assistance in gaining the removal of any threat to the smooth and orderly flow of these products and assurance by 

the EU that they will remove the threat of these disruptions.” 

J&J vaccine pause.  The Department of Defense (DOD) is pausing its administration of the Johnson & Johnson vaccine to the 

military after the Centers for Disease Control and Prevention (CDC) and Food and Drug Administration (FDA) called for such a 

move over rare instances of blood clots.  “At the recommendation of the FDA and CDC, the Department of Defense is 

immediately pausing the use of the J&J vaccine,” Pentagon press secretary John Kirby said in a statement.  

The J&J pause will exacerbate a shortage of vaccines overseas.  Some 143,000 adults who are eligible for the vaccine have yet 

to get a shot at Army and Air Force bases in Europe, officials said this week. That includes service members, family members, 

civilians, some contractors and others who are treated at base medical facilities.  U.S. military bases in Japan and South Korea 

https://fb.watch/4RcEQqV-bO/


that scheduled vaccination clinics with the Johnson & Johnson one-shot vaccine either canceled or rearranged their calendars 

after the government halted the shot’s distribution. 

“The safety of our force and their families is a top priority for the Department. We are communicating this pause to our military 

health facilities and are reviewing our global vaccine distribution to address this issue and ensure we can continue to provide 

vaccines to our DoD population at home and abroad,” Kirby added. 

DOD joins a host of states that paused administering the vaccine after the recommendations from federal health experts. 

Each state is handling the pause differently, with some states telling people to keep their appointments and others saying 

that their shots will need to be rescheduled. 

Some branches of the military have been struggling with getting members to get the coronavirus vaccine, with Marines 

declining at a rate of 40 percent.  The Army’s Surgeon General reported on Monday that it was well on its way to meeting the 

goal of having 80 percent of the force vaccinated by July 4. 

The Johnson & Johnson pause could particularly made a difference for Pentagon vaccination efforts overseas. The vaccine is 

the only of the three approved for use in the U.S. that is one-shot, and it doesn't require refrigeration at ultra-cold temperatures, 

so DOD has been largely been using it for inoculation efforts outside of the country. 

Kirby said it is unclear when the DOD will start administering the Johnson & Johnson vaccine again. 

The Johnson & Johnson pause threatens to hinder the Biden administration's aggressive vaccine rollout, though the White 

House said Tuesday that it won't have a "significant impact" as the Pfizer-BioNTech and Moderna vaccine supply remains 

steady. 

1,250 more military folks coming to Wiesbaden.  The DoD has announced that 500 soldiers and 750 family members will 

move to U.S. Army Garrison Wiesbaden, Germany.  The move comes as the Biden administration stopped a plan by former 

president Donald Trump to withdraw thousands of troops from Germany, and instead add 500, defense officials said on 

Tuesday.  The Army said in a news release after Austin’s announcement that two units will be added in Germany in coming 

months and that three sites previously scheduled to be returned to the German government will remain open “due to growing 

operational requirements in the European theater.” 

Afghan pull-out to affect exchange operations.  The Biden Administration’s decision to pull out of Afghanistan will have an 

effect on exchange operations.  There are six main bases in Afghanistan and exchanges support operations with a variety of 

products and services.  Some 4,600 exchange associates have deployed to Afghanistan and Iraq since 9/11.  

Defense budget fight shaping up.  Afghan pull-out impact.   President Biden is getting hammered from both sides of 

the aisle for his proposed $715 billion defense budget the White House released Friday, with progressives saying that's too 

much money for the Pentagon while Republicans say the proposal falls way short of defense needs. 

The $715 billion plan ($753 billion if you include nuclear weapons) represents a 1.6 percent increase in spending from 

fiscal 2021 but would amount to a decrease of about 0.4 percent when inflation is factored in. Unlike past years, when 

overseas operations were funded through a different account, the $715 billion total includes all Defense Depart ment 

spending.  It’s not exactly clear on how the decision to pull the troops will affect budget negotiations.  “Ending direct 

support to the Afghan government could free up as much as $21 billion of “additional trade space” budget Expert 

James McAleese said.  

“Military families are key to the readiness and well-being of the all-volunteer force, and therefore are critical to 

national security,” the White House wrote in their budget outline document sent to lawmakers Friday.  “The 
discretionary request supports military families by prioritizing programs that directly support military spouses, 

caregivers, survivors and dependents.”   The document went on to say that DoD needs to divest  legacy capacity and 
force structure. “The discretionary request supports DOD’s plan to divest legacy systems and programs to redirect resources 

from low- to high-priority programs, platforms, and systems. Some legacy force structure is too costly to maintain and operate, 

https://thehill.com/policy/healthcare/547945-states-pause-use-of-jj-vaccine-following-fed-advice
https://thehill.com/policy/national-security/547534-40-percent-of-marines-have-declined-the-coronavirus-vaccine


and no longer provides the capabilities needed to address national security challenges. The discretionary request enables DOD 

to reinvest savings associated with divestitures and other efficiencies to higher priority investments.” 

https://www.whitehouse.gov/wp-content/uploads/2021/04/FY2022-Discretionary-Request.pdf 

Exchange privileges for DoD civilians is approved by the Department of Defense.  Close to 600,000 Department of Defense 

appropriated and nonappropriated funded civilian employees have been granted “Category C” MWR privileges (includes 

exchanges) privileges under a policy that was signed by Ms. Vee Penrod, Acting Undersecretary of Defense for Personnel and 

Readiness. There are about 796,000 DoD civilians in the U.S., but about 221,000 of those employees already have 

exchange benefits resulting from another beneficiary category such as retiree or military spouse,  the policy change was 

first announced at ALA’s annual convention in October of 2020 but was put on hold pending some administrative review 

procedures and notification requirements.  The DoD and the exchanges will move over the next month to implement the 

expansion.  

The “Directive Type Memorandum” appears at the end of this email and essentially says:  

Extends limited online shopping privileges at Category C morale, welfare, and recreation (MWR) activities, including Military 

Service exchanges to: 

·      “All honorably discharged veterans of the uniformed services (referred to in this DTM as “honorably discharged 

veterans”) 

·      “All retired DoD and Coast Guard appropriated fund and nonappropriated fund civilian employees (referred to in this 
DTM as “retired DoD and Coast Guard civilian employees”), effective within 180 days of the effective date of this 

DTM. 

·      “Extends in-store and online Military Service exchange shopping access to DoD and Coast Guard appropriated fund 

and nonappropriated fund civilian employees (referred to in this DTM as “DoD and Coast Guard civilian employees”) 

who are assigned in the United States and U.S. territories and possessions. Revises authority and criteria to approve 
waivers to extend DoD commissary and exchange shopping access to non-DoD Federal employees serving in the U.S. 

territories and possessions.” 

“This DTM applies to OSD, the Military Departments (including the Coast Guard at all times, including when it is a Service in 

the Department of Homeland Security by agreement with that Department), the Office of the Chairman of the Joint Chiefs of 
Staff and the Joint Staff, the Combatant Commands, the Office of Inspector General of the Department of Defense, the Defense 

Agencies, the DoD Field Activities, and all other organizational entities within DoD (referred to collectively in this DTM as the 

“DoD Components”). “ 

·      “This DTM extends access to MWR Category C online activities, including the Military Service exchanges, to 
honorably discharged veterans of the uniformed services and all retired DoD and Coast Guard civilian employees 

effective within 180 days of the effective date of this DTM and in accordance with Attachment 2, Paragraph 1 of this 

DTM.” 

·      “DoD and Coast Guard civilian employees who possess a valid DoD-issued common access card (CAC) and who are 

assigned in the United States or in the U.S. territories and possessions (not under a valid transportation agreement), 

are allowed access to in-store Military Service exchanges within 30 days after the effective date of this DTM and 

access to online Military Service exchanges within 180 days after the effective date of this DTM, in accordance with 

Attachment 2, Paragraph 2.” 

·      “Military Service exchange access for DoD and Coast Guard civilian employee CAC holders in foreign countries who 

are not on transportation agreements is subject to applicable host-nation laws and applicable international 

agreements, such as status of forces agreements.”  

·      “Only the Secretaries of the Military Departments may grant deviations from DoD policy to allow non-DoD Federal 

employees serving in the U.S. territories and possessions access to DoD commissaries and exchanges.” 

Retired civilian employees of DoD and the Coast Guard won’t get in -store exchange shopping privileges, but they will 
get limited online shopping privileges for exchanges and for o ther online Category C Morale, Welfare and Recreation 

https://www.whitehouse.gov/wp-content/uploads/2021/04/FY2022-Discretionary-Request.pdf


activities. One example of a Category C MWR program is the American Forces Travel program, an official DoD site 

for travel discounts on airfare, flights, hotels, car rentals, travel packages and cruises . 

Civilian employees will use their Common Access Card for the benefit. According to the directive, employees who are 
not issued CACs can show their locally issued proof of civilian employment for exchange access, only at the location 

where they are employed. Otherwise, access to the stores is not linked to employees’ work assignments.  

Verification for online shopping for all the groups will be done through the Defense Manpower Data Center, and 

those systems, processes and records are being updated.  

The Coast Guard will ensure that its MWR organizations, exchange system and the supporting entities put procedures 

in place for the access; and is coordinating with DMDC for the authentication process.  

DoD civilians stationed outside the U.S. have exchange shopping privileges. DoD officials have been deliberating this 

policy change for about three years. Last October, a DoD official said the proposal to open the exchanges to civilians 

was close to being approved, and that it was expected to bring about 575,000 new  eligible customers into exchanges. 

There are about 7,000 Coast Guard civilians, according to a Coast Guard website. Coast Guard exchanges already 

allow Coast Guard civilians to shop in their exchanges. In 2019, the Department of Homeland Security, the Coa st 

Guard’s parent organization, opened up Coast Guard exchanges to the more than 200,000 civilian employees of the 

department. 

These new shopping privileges don’t apply to commissaries.  

This policy reverses a statement by a DoD spokeswoman in January, who told Military Times “DoD is not pursuing 

military exchange access for DoD civilian employees at this time.”  

“Access is granted for the convenience of the DoD and Coast Guard civilian employees,” the directive states. DoD 

civilians are on the base every day, Patrick noted in his briefing to the American Logistics Association last October.  

The Military Times newspaper said the expansion is also expected to help boost the military resale system and MWR 

programs, which have faced a number of obstacles over recent years. Based on projections of buying patterns, Patrick 

said, DoD officials estimate exchange sales could increase by about $287 million a year, with a potential increase of 

$48 million in profits going back to support the services’ MWR programs.  

One indicator of the popularity of the benefit among DoD employees was the situation in Ma rch 2020 at the beginning 

of the pandemic, when DoD gave base commanders temporary authority to give commissary and exchange privileges 

to DoD civilians and contractor employees considered mission critical. Many people misinterpreted that to mean that 

every DoD mission-critical civilian employee automatically got those privileges, and DoD officials were getting 

phone calls from those potential customers, Patrick said.  

But it was up to each installation, and some commanders gave the privileges while others d idn’t, for various reasons 

such as concern about the strains on the supply chain’s ability to provide enough products for the stores.  

This is the latest of several expansions of the pool of those eligible to shop in exchanges over the last several years. I n 

January 2020, on-base shopping benefits at commissaries and exchanges and the use of certain MWR activities were 

launched for about 4.1 million veterans. The new benefits were authorized by law for all veterans with VA service -

connected disability ratings; Purple Heart recipients; veterans who are former prisoners of war; and primary family 

caregivers of eligible veterans under the VA caregiver program.  

Families will be able to come to graduations at Marine Corps Recruit Depot in San Diego.  Starting April 22, Marines will 

be able to invite two family members to their graduation. Base officials will screen guests for COVID-19. Once on base, they 

can tour base facilities such as restaurants, the Marine Corps Exchange and the command museum. Masks are required. 

DeCA Director’s ‘Game Plan’ Focuses on Delivering ‘Vital’ Benefit. ALA’s Larry Lapka reports on the issuance of the 

DeCA strategic blueprint.    Late in 2020, the senior leadership of the Defense Commissary Agency (DeCA) — under the 

https://www.militarytimes.com/pay-benefits/2019/05/28/more-than-200000-dhs-employees-have-this-new-benefit/


guidance of Director/Chief Executive Officer (CEO) Bill Moore — brainstormed together to establish a new vision for the 

agency, and the result was a “Game Plan,” essentially an updated road map for success for 2021 to 2022. 

“Our patrons have earned the exclusive right to their Commissary benefit, and it’s our responsibility to deliver it in a way that 

meets their expectations,” Moore noted. “The Game Plan’s strategy is focused on positioning the Agency for long-term success 

in delivering the Commissary Benefit to our Patrons, with an aim point of December 31, 2022.” 

The DeCA Game Plan appears at the end of this communication. 

Moore said that the Game Plan created a “new vision” for the agency: “To be THE grocery provider of choice for our eligible 

patrons — delivering a vital benefit exclusively for our military community and their families.”  Although this “new vision” 

might seem to be the same vision that the agency has had since its inception nearly 30 years ago, Moore noted that the 

establishment of a series of “Lines of Effort” as “the priority areas for improving the way we deliver the benefit” gives the 

vision a new shine in an environment that is much different than it was all those years ago — one that is being shaped by not 

only changes in customer need, but also by changes in customer need brought on by the existence of the pandemic.  

Each of the six Lines of Effort puts those changes into focus and has a desired end-state for each outcome that is sought. If the 

outcome can be met, the agency believes it will lead it to success in not only that specific area, but for the agency in its entirety. 

DeCA said it will reinvent its End-2-End supply chain resulting in “best-in-class on-shelf product availability” and its own 

“accountability and control of results.” 

This includes “an optimized, accountable and DeCA-controlled supply system from Store Demand Signal generation to the 

complete, on-time, and damage-free delivery of the order at the store dock,” as well as “an optimized, accountable and DeCA-

controlled store shelf replenishment system from the back dock to the shelf.” 

Major measures of this success include full shelves and product satisfaction. 

“The Supply Chain is optimized and enables full commissary shelves with the right products delivered at the right time and 

place at the lowest cost that meets the demands of our patrons at all times.” 

Outcome 1: Full Shelves and Product Satisfaction 

• eCommerce 

The agency noted that among its objectives in this regard include Next Generation Digital Shelf, a “secure end-to-end online 

shopping process that leverages DeCA associated investments”; Information Technology (IT) Infrastructure, a “modernized and 

secure IT infrastructure that is cloud enabled and conforms to Defense Department IT reform initiatives”; Optimized In-Store 

Resources, a “cross-functional eCommerce team enabling the development and comprehension of key performance indicators”; 

and delivery services. 

Major measures of this success include improved eCommerce customer satisfaction scores; an increased number of deployment 

sites; and increased online sales and usage statistics. 

“DeCA’s 21st century grocery operation offers patrons eCommerce service to include: next generation digital shelf, dynamic 

order fulfillment, a secure and trusting online payment environment, enhanced mobility and localized pickup or delivery.” 

Outcome 2: Increased Availability of the Benefit 

• Patron Focus 

DeCA noted that the objectives of its stores include “delivering outstanding customer service, to include hours aligned to patron 

expectations.” 

In order to sharpen patron focus, shelf management optimization must be “fully employed to achieve well-stocked stores,” and 

the agency must maximize its outreach programs “to include open and frequent communication with installation/mission 



leadership, spouses’ clubs, Retiree councils, single service member program, and exchanges and services’ morale, welfare and 

recreation (MWR) programs,” among others. 

The agency must also exhibit “superior speed-to-shelf for new items and promotional execution and compliance,” and utilize 

“fully implemented and sustained planograms in all stores.” 

Major measures of this success include improved customer satisfaction survey results on such measures as CCSS and ForeSee, 

among others. 

“We have earned the confidence of our patrons that we will deliver our exclusive benefit in a safe, convenient and exciting way, 

and have earned their trust as the ‘grocery provide of choice.’” 

Outcome 3: Premier Customer Service 

• Demand Creation 

The agency must establish “revenue, benefit and profit goals for each category and category manager (cascading ‘agency’ 

plan)” and implement “productivity goals for SKU’s and planogram implementations.” 

In addition, DeCA must have joint business plans and performance scorecards “with shared goals, measures and schedules in 

place with the top-20 suppliers” and have a strategic marketing and social media plan in place “to increase the usage of our 

patrons and align with the eCommerce rollout plan.” 

Major measures of success include increased revenue and margin and maintained savings. 

“Met or exceeded sales goals and achieved margin, while delivering savings and increasing shopper share of wallet, customer 

perception and benefit usage.” 

Outcome 4: Increased Revenue (Sales) 

• Facilities Management 

In order for DeCA to reach its goals in this area, it must have “high-quality contracted maintenance services; adequate funding 

for facility sustainment; and optimal investment of surcharge funds.” 

Major measures of success include facility and equipment readiness and store cleanliness. 

“All stores are comfortable, clean, inviting, well-lit and maintained, with functional equipment, up-to-date décor packages, and 

modern amenities.” 

Outcome 5: Clean and Modern Stores 

• Workforce Investment 

To lead this area to success, the agency must “develop a customer-centric culture; modernize employee skill sets; and increase 

employee awareness.” 

Major measures of success include employee satisfaction through surveys and other indicators. 

“A leader-driven, customer-focused culture encompassing trust, respect and ownership among DeCA’s managers and 

employees.” 

Outcome 6: Engaged, Customer-Centric Workforce 

“P.A.S.S.I.O.N.” 



Further, these lines of effort dovetail into the agency’s values, which are defined by the concepts captured in the acronym 

“P.A.S.S.I.O.N.” which represents the agency’s guiding principles, “and are intended to inspire us to take ownership of our 

performance and behavior, help us to make the right decisions, and ultimately define our culture.” 

“P.A.S.S.I.O.N.” represents the “passion” for what the agency does on a daily basis — which is to deliver the benefit — and it 

also represents the following: 

• The Pursuit of excellence through innovation. 

• Accountability to patrons; 

• A Sense of commitment and urgency; 

• The setting of relevant and high Standards; 

• Inspiring trust and confidence; 

• Taking Ownership of performance and behavior; and  

• Being Necessary to support commissary patrons. 

 DeCA’s commitment to its patrons include “value; convenience; products you need; a clean and safe store; premier customer 

service; and a great shopping experience.” 

Moore summed up the Game Plan by reiterating the agency’s adherence to this commitment.  “We are committed to delivering 

our vision ‘to be THE grocery provider of choice for our eligible patrons — delivering a vital benefit exclusively for our 

military community and their families’,” he stated.  “We will provide value and convenience, while delivering superior 

customer service and the items patrons want at the best possible savings.  “We hold ourselves accountable and are committed to 

exceeding our patrons’ expectations as we deliver the commissary benefit.” 

Beautycounter is getting a $1 billion investment.  The model for Beautycounter, a cosmetics and beauty products company, is 

largely based on viral marketing that is driven by a team of more than 65,000 independent sellers who promote Beautycounter’s 

products—often by posting about them on Instagram and other social media executives from the companies said. 

Grocery store headwinds and new competition.  Some analysts noted that unless grocers expand in high-population 

growth areas, the pie doesn’t get bigger.  Instead, it gets split up between more players.  Instacart added more than 200 new 

retailers whose food it started delivering in 2020, and the company also started pickups from about 2,000 new locations last 

year. The company said its transaction volume remains higher than before Covid-19, and it says consumers like its services 

because it saves time.  Yet the number of grocery stores continues to grow, clogging the market. In the past two years, the 

number of these stores with at least 5,000 square feet rose by 1,253 to 23,603, according to CoStar Group. In the previous 

two years, the number of stores was basically unchanged.  For landlords, grocery stores were considered a better bet than 

other kinds of retailers even more vulnerable to e-commerce. Some grocers are also experimenting with smaller-format stores 

of less than 10,000 square feet. Trader Joe’s continues to expand, too.  Aldi, a discount supermarket chain with more 

than 2,000 stores across 37 states, said it plans to open approximately 100 stores this year, focusing on Arizona, California, 

Florida and the Northeast. Amazon has opened 12 Amazon Fresh stores since September last year, with plans for more. 

AAFES has partnered with Slim Chickens to open the first location started serving guests on a military installation at Fort 

Leonard Wood in March 2019, and the second opened at Fort Hood in August of 2020.  Fort Sam Houston will mark the 

third location.  The Fort Sam Houston opening is just a piece in Slim Chickens' larger growth story. Since its founding in 

2003, the brand has celebrated over 100 openings in 19 states, with an overall goal of opening 600 restaurants by 2025. 

AAFES BE FIT Hubs aid readiness.  The BE FIT Hub is now fully compatible with smartphones and tablets devices, 

allowing members of the military community to follow workout routines on the go. 

 

“The Exchange’s BE FIT Hub is a one-stop resource dedicated to helping Airmen, Soldiers, Guardians and their families live a 

healthy life,” said Air Force Chief Master Sgt. Kevin Osby, Exchange senior enlisted advisor. “From workout gear to nutrition 



information, the BE FIT Hub has the information needed to go the distance.” 

 

Organized under four categories—Fitness, Nutrition, Wellness and Gear—the updated Hub lets users set calendar reminders for 

weekly BE FIT Live workouts hosted by the Exchange’s director of Public Health and Food Safety Master Sgt. Sonja Berry of 

the Air Force and BE FIT ambassador Roy Montez. 

Ports remain clogged.  Port and shipping backlogs have left many retailers waiting weeks for goods stuck on ships at sea or at 

the port, hitting small- and medium- size companies with lean operations particularly hard.  Ship congestion outside the busiest 

U.S. gateway for trade with Asia persisted over the past week as imports surged through March, usually one of the slower 

months of the year for container volumes.  A total of 25 container ships were anchored awaiting entry into the neighboring ports 

of Los Angeles and Long Beach, California, as of Sunday, compared with 28 a week earlier though still below a peak of 40 in 

early February, according to officials who monitor marine traffic in San Pedro Bay. Another 10 are scheduled to arrive over the 

next three days, with seven of those expected to drop anchor and join the queue.  The average wait for berth space was 8 days, 

unchanged from a week earlier, according to the L.A. port. That’s about triple the average delay in November.  Long Beach’s 

port last week said it handled the equivalent of 840,387 20-foot containers in March, topping the volume logged in December to 

become its busiest month on record.  

Contract awards: 

1.9 million Marine fitness uniforms purchased.  American Fashion Fitness,* East Syracuse, New York Fabrox, doing business 

as Fit USA,* Ormond Beach, Florida (SND Manufacturing,* Dallas, Texas and String King,* Gardena, California were are 

awarded contracts for the purchase 1,800,800 physical training uniforms. The maximum dollar value for all four contracts 

combined is $146,240,522 

Vectrus Systems Corp., Maxwell Air Force Base, Alabama, has been awarded a $30,628,414 contract base operations support. 

at Maxwell-Gunter Air Force Base, Alabama.  

The Logistics Company Inc., Fayetteville, North Carolina, was awarded an $11,192,326 modification (for supply services in 

support of logistics support services in Fayetteville, North Carolina 

Amentum Services Inc., Germantown, Maryland, was awarded a $10,000,000 modification for maintenance, supply logistics 

and administrative duties in Corpus Christi, Texas. 

Olgoonik Federal LLC, Anchorage, Alaska, has been awarded a maximum $125,000,000 indefinite-delivery/indefinite-quantity 

contract for a wide range of DLA warehouse and distribution operation services. Using customers are Defense Logistics 

Agency, Defense Department and federal civilian agencies. 

Sleep disorders way up in military.  A new study has found that serious sleep disorders are on the rise in the U.S. military -- 

conditions that can affect readiness and cause short- and long-term physical and mental health problems for troops and 

veterans.  According to research from the University of Texas Health Science Center at San Antonio, insomnia diagnoses 

increased 45-fold, and obstructive sleep apnea rose 30-fold, among U.S. service members from 2005 to 2019. 

Amazon is introducing a major private brand food line. Aplenty will bring hundreds of products across confections, salty 

snacks, cookies, crackers, frozen foods, condiments, sauces, seasonings, baking mixes and other pantry goods, according to the 

retailer.  The line will build up the center-store and frozen-foods departments with items that look to be more on the creative 

side, including Salted Caramel Chip Mini Cookies made with real butter and sugar, and Pink Himalayan Sea Salt Kettle Cooked 

Potato Chips.  

Two of the largest delivery platforms merge.  Farmstead and DoorDash said Tuesday that they plan to integrate platforms, 

giving retailers using Farmstead’s Grocery OS for online grocery delivery access to DoorDash’s delivery network and services. 

Grocers employing Farmstead’s software will gain access to DoorDash via Drive, the delivery specialist’s white-label 

fulfillment platform that enables direct delivery for any business. 

Farmstead’s grocery brand also will become available through the DoorDash app and website for one-hour delivery in all of 

Farmstead’s active markets, the companies said. Farmstead’s current markets — the San Francisco Bay area and Charlotte, N.C. 



— cover 19 million households, and the e-grocer said its upcoming 15-city expansion will give it access to 75% of the $1 

trillion U.S. grocery market. 

The partnership, too, will allow grocers using the Farmstead platform to list their brands on DoorDash’s app and websites to 

provide one-hour delivery from “dark” locations dedicated to online grocery service, expanding their coverage area and 

bolstering delivery operations, Farmstead and DoorDash said. 

“Together, Farmstead and DoorDash can remove the two biggest barriers to grocery e-commerce success: order picking and 

packing efficiency, and low-cost, high-quality delivery with a production capacity of thousands of orders per day,” according to 

Pradeep Elankumaran, co-founder and CEO of Farmstead. “Farmstead’s Grocery OS facilitates efficiency inside the warehouse, 

and DoorDash provides the last-mile delivery logistics and marketplace platform to reach consumers. It’s a great combination 

that will help move the industry forward, while fulfilling the promise of e-commerce for grocery for customers.” 

In September, Burlingame, Calif.-based Farmstead began licensing its Grocery OS platform to other grocery to help meet rising 

demand for online grocery shopping. The solution is designed to boost the delivery capacity and profitability of retailer-

controlled pickup and delivery fulfillment operations — whether from a supermarket, “dark store” space or delivery-only 

warehouse — and enable self-management of marketing, order picking, packing and delivery. Farmstead has said its platform 

supports last-mile one-hour delivery (five-mile radius) and batched same-day delivery (50-mile radius) for very low or no 

delivery fees, with no added per-order fees and a delivery cost to the grocer that’s typically less than $10 per order. 

Farmstead noted that Grocery OS has enabled its own online grocery service to offer consumers prices comparable to or lower 

than most supermarkets, but with free home delivery. The company said it recently landed $7.9 million in new funding to fuel 

its national expansion. Farmstead has doubled its Bay Area delivery radius and expanded from its home base in Northern 

California to Charlotte, and it aims to launch service in Raleigh-Durham, N.C.; Nashville, Tenn.; Miami and at least 13 other 

cities this year. 

“We’re excited to partner with Farmstead to support its national expansion while offering our customers even more local 

grocery selection on the app,” Fuad Hannon, head of new verticals at DoorDash, said in a statement. “We’re proud to play a part 

in accelerating the growth of local grocers and serving their local communities, with a focus on selling essential perishable 

staples customers need.” 

For DoorDash, which December after launching an IPO the previous month, the alliance with Farmstead continues its 

expansion into the grocery arena. Last August, DoorDash — known primarily for restaurant food delivery — announced plans 

to delve deeper into the on-demand grocery delivery market with the launch of its new DashPass subscription service. Initial 

retail partners included Smart & Final, Meijer, Fresh Thyme Market, Hy-Vee and Gristedes/D’Agostino. At the time, Hannon 

said the new service marks “the extension of DoorDash in the overall grocery business.” 

Overall, San Francisco-based DoorDash provides on-demand delivery and logistics services to local and national businesses in 

more than 4,000 cities and all 50 states across the United States, Canada and Australia. 

 SpartanNash taps C&S Wholesale’s David Petko as supply chain chief.  David Petko has joined SpartanNash as senior vice 

president and chief supply chain officer, coming over from rival grocery distributor C&S Wholesale Grocers.  SpartanNash said 

Tuesday that Petko started in his new post yesterday and reports to President and CEO Tony Sarsam. In the role, he will oversee 

all aspects of the Grand Rapids, Mich.-based distributor and retailer’s supply chain management, including warehousing, 

forecasting, planning, sourcing, procurement, inventory control, transportation, logistics, engineering, budgets and business 

plans. 

With $9.35 billion in net sales last year, SpartanNash operates grocery wholesale, military commissary distribution and 

retail grocery business units, serving customer locations in all 50 states and the District of Columbia, Europe, Cuba, 

Puerto Rico, Honduras, Iraq, Kuwait, Bahrain, Qatar and Djibouti. Its retail network encompasses 154 corporate-

owned supermarkets under such banners as Family Fare, Martin’s Super Markets, D&W Fresh Market, VG’s Grocery 

and Dan’s Supermarket 

https://www.supermarketnews.com/online-retail/doordash-kicks-ipo
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Consumers: grocery priority is value.  Chicago-based dunnhumby. “It’s noteworthy that consumers are now prioritizing value 

instead of speed, which was their key driver for much of 2020.” 

Key findings from the study include: 

• Value-seeking consumers (70%) far outpace quality-seeking consumers (13%) in the United States. 

• Consumers are employing various shopping tactics to seek value in the face of rising prices. After shopping at everyday 

low-price stores (52%), the most popular consumer shopping tactics are buying some brands on sale (36%), stocking up 

on products that are on sale or promotion (36%), searching online to find the best sales (34%), searching online for 

coupons (34%), and buying private brands when available (33%). 

• Online shopping has grown stronger in every Wave. Shopping in stores has declined from 77% of all trips in March 

2020 to 64% in February 2021, while shopping online (including pickup and delivery) has grown from 23% in March 

2020 to 36% in February 2021.  The number of online trips is also rising. In March 2020, consumers said that online 

shopping trips accounted for 1.3 of their trips each week, but by the end of February 2021, online trips had increased to 

account for 3.6 of their trips each week. 

• Consumer satisfaction with shopping online has been ahead of, or equal to shopping in store since September 2020, 

with survey respondents also noting a 53% net satisfaction for pickup, and 49% for delivery. 

• Pandemic-driven changes in shopping behavior are stabilizing. From the start of the pandemic, consumers shopped at 

stores when fewer people would be there (63%), made fewer trips to the store (74%) and spent more on each trip 

(38%). By the end of February 2021, 49% of consumers shopped  at fewer stores, a 14% decrease; 53% made fewer 

trips to the store, a 21% decline; and just 21% spent more on each trip, a 17% drop. In fact, respondents said that they 

made 6.4 trips (including online) to the store weekly in February 2021, versus 3.8 in March 2020. Also, in February, 

grocery led all retailers with the most weekly shopping trips (68%), followed by convenience stores (29%), 

hypermarkets/clubs (20%), discounters (20%), and pharmacies (15%). 

Kroger Plans to Gain Greater Share of $1.4T Market.  I listened in on Kroger’s March 31 investor meeting and learned 

how Kroger is thinking about its potential to grow and gain market share in an industry that it values at $1.4 trillion. 

Sales of fresh products, which Kroger defines as consisting primarily of produce, floral, meat, seafood, deli, bakery and fresh 

prepared, increased 13.6% last year to nearly $33.5 billion, representing 27.4% of the company’s merchandise sales, excluding 

fuel. 

The availability of pickup service at more than 2,200 stores enabled the company’s digital sales to double in 2020 to exceed $10 

billion. Additionally, thanks to a 20-year-old loyalty program with strong engagement, Kroger was able to serve 500 

billion personalized offers to digitally engaged shoppers and generate $150 million in incremental operating profit from 

its retail media group, Kroger Precision Marketing (KPM).  

” Noted Kroger Chairman and CEO Rodney McMullen: “Today, we have a 10% share of food at home, with No. 1 or No. 2 

market share positions in the vast majority of the major markets in which we operate, which makes the opportunity for growth 

ahead of us incredibly exciting.” 

The company’s digital sales last year doubled to more than $10 billion, and by the end of 2023, Kroger CIO Yael Cosset, 

speaking at the same investors conference, said that digital sales are forecast to double. 

If that target is achieved, a key reason will be the result of a strategy Cosset, McMullen and other Kroger leaders revealed in 

early 2018. That’s when the company committed to an unprecedented deal with online grocer Ocado to open as many as 20 

robotic customer fulfillment centers (CFCs). Few retailers in the United States were familiar with the United Kingdom-based 

company prior to the deal with Kroger, but now the U.S. food retailing world could be turned on its head as Kroger’s new CFCs 

become operational over the next two years. 

To date, specific details on the location of eight facilities and their sizes have been revealed, with approximate details provided 

for two others. Collectively, these facilities encompass roughly 3 million square feet, and each is capable of fulfilling online 

orders equivalent to the sales volume of 20 stores, but with only 60% of the capital and labor required. The first new facility, in 

Kroger’s hometown of Cincinnati, became operational in March, and a second facility, near Orlando, Fla., went live in April. 

https://www.dunnhumby.com/


The combination of a growing network of CFCs, blended with a store base of more than 2,700 locations, is setting up Kroger to 

be a more disruptive force than it already is in the markets where it operates, as well as new ones. For example, according to 

Gabriel Arreaga, the grocer’s SVP of supply chain, 45% of the U.S. population is within reach of a Kroger store, most within a 

few miles, but that situation will change. 

“We’re rolling out our new CFCs, which will enable even more customers to access more products even faster and, in more 

markets,” Arreaga says. “Our customer fulfillment centers will create an opportunity to serve 75% of the U.S. population within 

a 90-mile radius.” 

Each CFC is expected to fulfill the sales volume of roughly 20 stores. Special delivery vehicles equipped with frozen, chilled 

and ambient zone are capable of making 20 deliveries per trip and drivers will be paid a starting hourly wage of $18.45. In a 

market like Florida, where Kroger doesn’t have any stores, but surveys show it has a high degree of favorable name 

recognition, it will rely on a hub and spoke approach. That gives it the ability to serve the entire state along with Southern 

Georgia and Alabama from a single location. While the profitably of any single location will be determined by volume, 

McMullen provided general guidance and also contrasted Kroger’s approach with the micro-fulfillment strategy that has been 

more broadly adopted by grocers. 

In addition to CFCs, Kroger is counting on Ocado’s technological sophistication in other ways. The companies expanded their 

relationship last fall to leverage Ocado’s in-store fulfilment (ISF) capabilities, which include proprietary software that supports 

employees’ efforts to assemble orders by making it easier and more efficient to find products when fulfilling pickup orders. 

“Building upon the foundation established by our Restock Kroger transformation, and leveraging key learnings from operating 

during the pandemic, our strategy of leading with fresh and accelerating with digital is designed to convert our industry’s near-

term tailwinds into long-term competitive advantages,” McMullen says. 

KPM is a retail media platform that’s best in class in the industry and also part of a major trend of changing how brands connect 

with shoppers. Led by SVP Cara Pratt, KPM is helping brands capitalize on the shift to digital purchase behaviors while also 

serving as a meaningful new alternative revenue stream.  Privacy regulations and changes to the use of third-party data sources 

make the use of first-party data such as Kroger’s more valuable, because of the direction connection it affords shoppers. 

“Now more than ever, it is critically important to leverage Kroger as the No. 1 digital grocery destination, as measured by 

Comscore, to allow brands to drive food inspiration, and ultimately bring more performance to the media supply chain,” Pratt 

says. 

Walmart gaining on Amazon in third-party sellers.  But what was treated as an afterthought for years has emerged as an 

important leg in the world’s biggest retailer’s long-term strategy to take on Amazon Inc, which it is battling for advertising and 

ecommerce dollars. 

Walmart Marketplace grew to an estimated 70,000 sellers in 2020, fueled by a surge in online shopping due to the Covid-19 

pandemic and a series of investments in technology and vendor relationships reported here for the first time. 

That is expected to rise 146% by the end of 2022, according to projections by data firm Marketplace Pulse that have not yet 

been published. 

The rapid growth is starting to stress the system, some merchants said, a growing number of whom worry that if the pace picks 

up, Walmart risks damaging its reputation as a haven for quality sellers. Reuters spoke with vendors from Walmart.com and 

Amazon, analytics companies that help merchants sell on both marketplaces, industry experts, consultants and executives. 

"A year or two ago, every brand on Walmart.com would be trustworthy but now it's getting very similar to Amazon and that's a 

huge risk," said Cal Chan, who sells supplements and skincare products on both Walmart and Amazon. "Amazon let everyone 
under the sun in - that helped them grow, but now they're trying to clean up the riff-raff and it's very hard to close Pandora's 

Box." 

Amazon disputed the characterization by merchants and said it has a thorough vetting process designed to help honest sellers set 

up accounts quickly. The company employs more than 8,000  
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people to remove counterfeit products, false listings and identify intellectual property theft. In 2019, Amazon stopped over 2.5 

million suspected bad actors from opening Amazon selling accounts, and blocked more than 6 billion suspected bad listings, an 

Amazon spokesman said in an email. 

Walmart has distinguished itself as a safer, less crowded marketplace than rivals like Amazon, making it easier for merchants to 

stand out and sell products. But it is now expected to see a surge of new vendors after it said last month it will open its online 

store to international merchants, which are less accountable to U.S. consumer protection laws. Walmart has already added over 

130 new Chinese sellers, Marketplace Pulse said. 

The retailer said it is actively courting foreign vendors including from ecommerce giant Flipkart, which is bigger than Amazon 

in India and in which Walmart holds a 77% stake. It vowed to maintain quality control. 

“We do not plan to lower our bar or change our vetting standards, our monitoring or management of sellers," Jeff Clementz, 

Vice President of Walmart Marketplace, said. “We are aiming to attract the best from around the world.” 

Walmart said its sourcing teams in other countries have begun vetting potential sellers by their reviews, licensing permissions, 

reputations and items. 

The business of providing a storefront for outside sellers is, as one analyst called it, a “secret weapon” for Amazon and a major 

growth engine that has caught the attention of Target and big tech rivals Google and Facebook, which are eager to expand 

similar businesses. 

Sales generated by Amazon’s third-party vendors totaled $189 billion last year in the United States, or nearly 60% of the 

company’s total U.S. retail ecommerce sales, according to eMarketer data from Insider Intelligence.   Amazon, which declined 

to verify these numbers, dwarfs Walmart's marketplace and is estimated to have more than 3 million sellers on its U.S. third-

party store at the end of 2022, and 7.5 million globally, according to Marketplace Pulse. 

But the lure of Walmart's over 5,000 stores and clubs - more important than ever as pick-up and delivery hubs take off due to 

the pandemic - is a big attraction for many vendors.  “Walmart has something Amazon can’t match: brick-and-mortar stores. If 

you do well on Walmart.com, there’s potential you can get into a regular Walmart,” said Bradley Sutton, who works at third-

party seller consulting firm Helium 10. 

To sweeten the pot, Walmart has also undercut Amazon on the commission it takes on sales of some items. Walmart takes a 

3%-20% cut of items sold versus Amazon’s rate of 6%-45%, depending on the type of product. 

"It's like the Holy Grail for vendors. That’s way bigger than Amazon." 

Walmart moves to make most workers full time.  Walmart is moving more of its workers full time, with the goal of having 

two-thirds of its U.S. store hourly jobs be full time with more consistent work schedules by early next year. That’s up from 53% 

five years ago but still below the average of 71% for the retail and wholesale industry as a whole. With this move, announced 

Wednesday, the nation’s largest private employer says it will have 740,000 of its 1.2 million U.S. Walmart hourly store workers 

work full time by January 31. That would mean it will have roughly 110,00 more full-time workers than it did five years ago. 

Walmart employs roughly 1.5 million workers in the U.S. including those at Sam’s Club, distribution centers and in corporate 

and managerial jobs. 

Alibaba Group, the world’s biggest e-commerce company, was fined 18.3 billion yuan ($2.8 billion) by Chinese 

regulators for anti-competitive tactics, as the ruling Communist Party tightens control over fast-growing tech 

industries.  Party leaders worry about the dominance of China’s biggest Internet companies, which are expanding into finance, 

health services and other areas. 

Alibaba was fined for “abusing its dominant position” to limit competition by retailers that use its platforms and hindering “free 
circulation” of goods, the State Administration for Market Regulation announced. It said the fine was equal to 4 percent of 

Alibaba’s total 2019 sales of 455.712 billion yuan ($69.5 billion). 

Restaurants in retail stores---a mixed bag.   While McDonald’s Corp. and Subway are closing units inside U.S. Walmart Inc. 

stores, the retailer says it is replacing those with other concepts such as Domino’s Pizza and Taco Bell.  Chicago-based 

http://walmart.com/


McDonald’s said its U.S. division expected to close “roughly 325 restaurants in 2021; a majority of which are lower sales 

volume McDonald's in Walmart locations.”  Longtime restaurant relationships between some restaurant chains had “frayed as 

more shopping goes online and fast-food restaurants depend more on drive-through windows for sales, a feature Walmart 

locations don’t have. The pandemic has made indoor dining unappealing—or prohibited—for many shoppers, accelerating the 

split.”  Over the past 30 years, McDonald’s peaked at about 1,000 units in Walmart stores. Walmart has about 3,570 

Supercenters in the United States.  Walmart expects to have 150 McDonald’s remaining in Walmart units in the next few weeks 

and more than 1,000 Subway sandwich outlets. 

The company is testing a location of Yum Brands’ Inc.’s Taco Bell as well as expanding its relationship with Domino’s Pizza 

Inc., which has 30 units in Walmart locations, Dudhia said. 

Most of the Domino’s locations allow for customer pickup at the Walmart locations as well as delivery, Dudhia said, which has 

been beneficial during the COVID-19 pandemic.  Toronto-based Ghost Kitchen Brands in March said it was rolling out its 

hybrid virtual brand/ghost kitchen concept in dozens of Walmart stores in the U.S. and Canada.  The new service allows 

shoppers in those locations to select items from the menus of about 15 national and regional restaurant and CPG food concepts, 

including Quiznos, Saladworks and others, combined in a single order. The on-site kitchens, meanwhile, will also serve as 

delivery hubs for those brands via third-party delivery services such as Uber Eats. 

Ghost Kitchen Brands rolls out multi-concept foodservice offering in Walmart.  The new service will allow shoppers in 

those locations to select items from the menus of about 15 national and regional restaurant and CPG food concepts, including 

Quizno’s, Saladworks and others, combined in a single order. The on-site kitchens, meanwhile, will also serve as delivery hubs 

for those brands via third-party delivery services such as Uber Eats.  The company has licensing or distribution agreements with 

each of its restaurant partners, and uses the same ingredients, training, marketing and operational support as the brick-and-

mortar locations of those brands. 

The Ghost Kitchens concept has been installed in two Walmart stores in Ontario, and three more are scheduled to come online 

in April, including two in Quebec, along with six Walmart installations in New York state. Another 33 are under construction, 

and as many as 50 additional locations could roll out across Canada and the U.S. this year, Choy said. The company also 

operates 20 stand-alone outposts not affiliated with Walmart stores. 

“We believe in Ghost Kitchens' strategy and vision, and we’re very excited to be the first retailer to team up with Ghost 

Kitchens,” said Sam Hamam, senior director of licensees at Walmart Canada, in a statement. “We’re always looking at ways to 

improve our customer shopping experience with greater access to affordable products, services and brands.” 

Saladworks said this week it planned to open in 90 Ghost Kitchens locations by the end of this year, including 60 in the U.S. 

and 30 in Canada. Saladworks, which is part of the newly formed WOWorks family of brands, said its sister brands Garbanzo 

Mediterranean Fresh and Frutta Bowls have also begun testing in Ghost Kitchen locations.  

Each Ghost Kitchens offers slimmed-down menus from the restaurant concepts to make operations more efficient. Ghost 

Kitchens' Quizno’s menu includes only the top 15 sandwiches, for example, rather than the two dozen or so in a traditional 

Quizno’s. Similarly, Ghost Kitchens' Saladworks offer only salads, and do not offer that chain’s sandwiches or paninis, Choy 

explained.  The Walmart Ghost Kitchens operate with minimal person-to-person interaction — customers order via an array of 

four, 55-inch touchscreen kiosks, then receive a receipt via text, and another text when their order is ready. This allows the 

restaurants to operate efficiently with a staff of only two or three employees per location, and provides a convenience to 

consumers, who have the ability to not only combine orders from multiple brands on one ticket, but also to continue shopping 

while their order is being prepared. Customers can also download the menu via QR codes located alongside the kiosks for a 

contactless ordering experience. 

Ghost Kitchen Brands is also considering expanding its operating model to commercial foodservice venues, including airports 

and other travel centers, hospitals, colleges and universities, and has been in discussions with a military base as well, Choy 

said.  In addition to Quizno’s and Saladworks, other restaurant and food brands offered at Ghost Kitchens locations include The 

Cheesecake Factory Bakery (desserts and beverages only, and no cupcakes or hot items), Pepe’s Perogies, Rocky’s Italian, 

Canadian Jerk, Slush Puppie, Monster Cupcakes, Cinnabon, Amaya Indian Street Food, Taco del Mar, Lola’s Latin Food, Tazo, 
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Red Bull, Crêpe Delicious, Nescafé and Ben & Jerry’s. The company’s website also lists items from Beyond Meat, Campbells’ 

and other restaurant and food brands as “coming soon” at some locations. 

Retail and tech firms upend banking.  Non-financial companies with a strong e-commerce operation are adding banking 

services for their large customer bases.  Advancements in payment technology and pandemic-era trends toward automated 

commerce provide these firms with the ability to register and store credentials for hundreds of millions of users 

internationally.  The firms can also use open banking API connections to build a stack of services that not only resemble a 

traditional bank, but can actually provide a broader menu of offerings. 

Firms are taking advantage of embedded payments have core brands that have little to do with financial services, but are still 

recognizable and regularly used, creating regular habit-forming usage that's transferable to banking. 

Walmart.  Walmart has emerged as one of the leaders in embedded finance.  Walmart is expanding its Walmart+ subscription 

service, and has partnered with BigCommerce to extend its online marketplace. Walmart is working with Ribbit Capital on its 

fintech venture, with hopes to serve smaller markets where Walmart is often the largest employer and one of the largest 

retailers. 

Amazon.  Amazon's scale is so massive, it's generated a market of financial technology companies to serve the third-party sellers 

that use fulfillment to reach buyers worldwide.  Fulfillment is one of dozens of ways Amazon is using shopping technology to 

attract consumers for add-ons like Amazon Prime and the e-commerce company's ever-expanding roster of shopping and 

payment technology, such as checkout-free stores.  Amazon has added at least two payment products in recent years. Services 

offers installment payments, while Amazon pay has partnered with acquirers such as FIS to build a merchant network. Amazon 

additionally offers a secured credit card as well as conventional co-branded payment cards. 

PayPal.  At PayPal's recent investor presentation, executives from the payments company detailed a mobile app that would 

cover shopping, and traditional PayPal functions like payment processing. But the app will also be designed to pay bills, access 

payroll, transfer funds, cash checks and perform other tasks associated with banking.  PayPal has long offered lending to 

merchants based on future sales revenue. PayPal was also part of the Paycheck Protection Program   PayPal's future plans 

include using its popular Venmo transfer app as an enrollment tool to push deeper into consumer banking, offering incentives, 

managing authentication through what President and CEO Dan Schulman refers to as a "super app.  

Square.  After years of fits and starts, the payment company in 2020 acquired an industrial bank license and this year 

debuted Square Financial Services, which offers deposit accounts and loans to merchants.  Square's advantage is its large 

merchant base, which for years has already used Square to access capital and pay back loans through future payment flows. The 

bank license creates a direct connection between Square and its merchants for lending and other services, with Square able to 

avoid the bank partnerships that most fintechs require.  That direct merchant connection also potentially applies to Square’s 

other businesses such as its Cash transfer app that both merchants and consumers use; and Square's fast-growing bitcoin 

business. Square can additionally earn a greater share of fee revenue via its banking license and can use its lending arm to 

compete with both fintech and traditional merchant acquirers. 

Stripe.  Investors have poured billions of dollars into Stripe, pushing its valuation to near $100 billion, a trend that's accelerated 

during the pandemic.  The funding has allowed Stripe to build new products designed to reach merchants that traditionally did 

not use e-commerce, as well as expand authentication and build a potential lending product to compete with merchant credit 

products from Square and PayPal.  This also allowed Stripe to launch a treasury management service, Stripe Treasury which 

allows businesses to embed financial services through Stripe's APIs. Stripe has partnered with Evolve Bank & Trust in the U.S. 

at launch, and also works with Citibank and Barclays.  The small businesses that make up a large part of the base for firms like 

Stripe and Square suffered mightily during the pandemic, creating a need for liquidity, lending and financial services. By 

providing banking-as-a-service, Stripe and Square can build relationships that last beyond the crisis. 

Apple.  The concept of embedded finance has existed for years, but was given new life by Apple Card, a collaboration between 

Apple and Goldman Sachs.  Apple uses its devices to enable fast deployment of credit, prepaid, P2P, debit and other Goldman 

Sachs-affiliated banking products quickly. And unlike banks, Apple's other businesses allow a direct link to incentive marketing 

tied to streaming media, the App Store, and other digital content that has little to do with traditional banking.  Apple's advantage 

is people are generally buying iPhones and adding functions and apps, with payments and banking belonging to a much broader 

menu. It's a mix that's hard for incumbent banks to match. And fully digital application and onboarding is also a differentiator. 



Google.  The latest in a series of Google Pay redesigns in late 2020 added new financial management and incentive marketing 

features, following an earlier launch that uses the mobile wallet to scale P2P and other banking products. That followed an 

earlier GooglePay with Citigroup and Stanford Federal Credit Union to offer instant card issuance.  The partnerships allow 

Google Pay users to create a mobile-focused bank account called Plex that's offered through other banks and credit unions — 

only with Google controlling enrollment and acting as the distribution channel. That allows Google to counter Apple Card and 

to make its stand in embedded finance.  The search giant has since added BBVA USA, BMO Harris and more than a dozen 

others to the Plex network.  It's also a way for Google to serve as a partner to the financial institutions in reaching younger 

consumers with a growing menu of banking that includes payments, bill-pay and other activities that provide data for Google to 

inform cross-selling, marketing and advertising strategies. 

Facebook.  The social network has several products and strategies that draw on its international reach and large number of users 

to add financial services and payments.  Diem, the Facebook-affiliated stablecoin project that's expected to launch later this 

year, has drawn a lot of attention due to the initiative's regulatory pushback. Diem could increase merchant acceptance of 

cryptocurrency for payments, and the project's managers also hope to contribute to financial inclusion in emerging markets and 

use Diem as a springboard for other services. Stablecoins can additionally provide a way to build onto payment apps with less 

involvement of banks or other third parties, slicing time and expense. 

 

Facebook is also making other forays into financial services. Facebook is testing an accounts center that allows users to post 

content across Facebook, Instagram, and messenger, and save payment details across the platforms. The center also supports 

Facebook Pay, which allows transactions from the different platforms as part of the same experience.  An additional partnership 

adds Shopify's checkout and payment processing to Facebook platforms. 

The London fintech has made several moves to tap embedded finance, including acquiring the U.K. division of  Wirecard in the 

wake of Wirecard's accounting scandal 

 

Railsbank recently partnered with Sydney-based challenger bank Volt to support account management, card and payment 

products through Volt’s banking-as-a-service platform.   In an earlier interview, Dov Marmor, COO of North America for 

Railsbank, said that while Wirecard as a company had issues, it also had technology and expertise in open banking that could 

aid Railsbank's embedded financial services project.  That will allow Railsbank to offer embedded finance in Australia, a 

country where open banking is advancing after delays. It's also a way to compete with Apple in Australia, where ApplePay 

controls two-thirds of the national mobile payment market, providing a base for Apple Card. 

Ride sharing.  Like Apple, Uber and Grab have come to represent the recent spat of embedded finance 

deployments.  Both ride-sharing apps have consumers who store payment credentials for recurring trips, making it a 

natural steppingstone for value-adds. Uber and Grab have added financial services over the past three years, 

with Grablaunching its own financial services platform. Uber in late 2020 partnered with open banking 

company Margeta to support a payment card for drivers with the promise of further collaboration in the future. 

Mastercard recently certified Marqetas a digital card issuer in Europe, opening new possibilities.  Grab’s forays into 

financial services include a prepaid card and a lending program for small businesses in its target markets. But the tie-

ups aren't necessarily a slam dunk. Barclays in 2020 stopped taking new applications for a credit card in partnership 

with Uber. 

Instacart and DoorDash.  The promise of embedded finance also plays well outside of ridesharing with both Instacart 

and DoorDash closing in on partnerships with JPMorgan Chase.  Instacart’s deal with the bank includes a credit card 

that's expected to launch early in 2022, with both companies hoping to take advantage of a pandemic-era shift to remote 

grocery shopping.  JPMorgan Chase is also working on a card partnership with food delivery app DoorDash, building 

on an existing relationship that powers incentive marketing. Digital shopping, payments and delivery in the food 

industry have expanded quickly during the pandemic, creating an opportunity for delivery and shopping apps to expand 

their networks and ability to use open banking to tap financial services. 

 

 

 

 



Alipay and WeChat Pay.  The Chinese payment apps have served as a model for combining shopping, payments and 

financial services in a single mobile experience.  Alipay and WeChat have gained an international base by allowing 

travelers from China to pay in their own currency while shopping at merchants or e-commerce sites outside of China. 

But they've also used their scale to diversify services.  Ant Group, which operates Alipay, recently introduced 

an investment advisory service that builds on an existing partnership with Vanguard and is part of a strategy to bring 

Alipay users to the robo advisory industry. 

 

Defense memo on exchange privileges for civilians 

 

 

DeCA Game Plan 

 

 

MCX million dollar vendors 

 

 

http://www.multibriefs.com/briefs/alaorg/DTM161.pdf
http://www.multibriefs.com/briefs/alaorg/directors-game-plan.pdf
http://www.multibriefs.com/briefs/alaorg/MillionDollarVendorFY20.xlsx

