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Year after year the De-
fense Commissary Agency
told Congress and store
patrons that commissary
shoppers saved an average
of at least 30 percent on
brand name groceries over
prices in commercial
stores and supermarkets.
The claim lost some

credibility over time with
the rise of big-box dis-
counters and retail super-
centers. Also, DeCA’s
price-tracking methodol-
ogy lost support in Con-
gress and at the Pentagon
amid a push to transform
commissaries into more
businesslike operations,
using commercial tools
such as variable pricing
and private label brands to
try to reduce DeCA’s $1.3
billion annual appropri-
ation.
DeCA officials now

concede the 30 percent
savings figure didn’t in-
clude price comparisons at
Walmart Supercenters.
Nor did it consider the
popularity of private-label
goods that outside grocers
find so profitable. Nor did
DeCA adjust its own esti-

mates to give greater
weight to products in high-
est demand with lower
savings.
On Monday, DeCA

released a new set of
“baseline” estimates of
commissary savings that
reflect these factors and
more. Without reducing
the value of the shopping
benefit, DeCA says, it has
redefined how it measures
savings. Global savings
across all 238 commissar-
ies are calculated now at
23.7 percent and savings
stateside at 20.2 percent.
At 61 overseas commissar-
ies, average savings are
44.2 percent against local
food prices. To be able to
shift to variable pricing,
DeCA also is publishing
average savings by seven
U.S. commissary regions.
The 36 commissaries op-
erating on New England
bases, for instance, pro-
vide average savings of
21.4 percent. Across 30
commissaries in the South
Atlantic states, savings
average 19.9 percent.
The combined region of

Alaska/Hawaii, with nine
commissaries, offers the
highest savings for patrons
at 32.6 percent. Twenty
commissaries in the Rocky

Mountain region, which
runs south from the Cana-
dian border through Arizo-
na and New Mexico, had
the lowest savings of 17.6
percent compared with
prices off base.
The Pacific coastline

states, with 31 commissar-
ies, provide average sav-
ings of 20.9 percent while
18 military grocery stores
in North Central states
save shoppers an average
of 20.2 percent.
“This enhanced way of

calculating savings doesn’t
change the actual dollars
that patrons save, but it
will give patrons a better
understanding of price
comparisons in their local
area,” said DeCA Director
Joseph H. Jeu in a news
release Monday unveiling
revised savings estimates.
A day later Jeu an-

nounced that, effective
June 3, he will retire after
six-and-a-half years at
DeCA’s helm and more
than 38 years’ total federal
service.
“The transformation is

well on its way, and the
right people are in place to
see it through,” said Jeu
on Tuesday.
Military exchange exec-

utives, said industry sourc-

es, were surprised and
upset by DeCA’s an-
nouncement on the new
baseline savings. Ex-
change directors have
argued for years that their
own store traffic and sales
performance are linked to
the popularity of commis-
saries, and commissary
sales are falling.
Since last October, the

start of fiscal 2017, DeCA
sales are down 7.6 percent
and more than 10.5 per-
cent in January compared
with January 2016.
“It’s just really bleak,”

said one representative for
manufacturers serving the
military resale system. “If
your sales are down, the
last thing you want to do is
send out a press release
saying that people are
saving 10 percent less than
they thought they were.
That’s just going to drive
sales way down.”
Some might challenge

Jeu’s timing, but he was on
the clock. Congress first
ordered DeCA to produce
more realistic baseline
savings, including across
regions, in 2015. The due
date to report was March
2016 so DeCA was 11
months late.
Brooke Goldberg, direc-

tor of family policy and
spouse programs for Mil-
itary Officers Association
of America, said senior
defense officials have
given assurances if the
revised savings rate “drops
even 1 percent, DeCA will
begin evaluating a correc-
tive measure.” The hope is
that a more granular ap-

proach to tracking savings
will “be good for patrons
as it provides a more de-
finitive benchmark on a
regional basis rather than
national scale,” Goldberg
said.
Some advocates for

military families fear that
the mere perception of
lower savings could put
commissaries at greater
risk, despite DeCA’s vow
that it only has clarified
current savings in order to
preserve them through the
changes ahead.
“I do think it means less

certainty for families mov-
ing forward,” said Eileen
Huck, government rela-
tions deputy director for
National Military Family
Association. “Families
have always been told they
could expect a certain
level of savings when
shopping at the commis-
sary, regardless of where
they happened to be sta-
tioned. Now the rules of
the game have changed
somewhat. Although De-
CA has stated its commit-
ment to preserving this
new level of savings, there
are many more factors in
play,” including variable
pricing of products and
introduction of DeCA-
branded products later this
year.
So, said Huck, “it is fair

for families to question
what this will mean for the
value of the commissary
benefit in the long run.”
For years DeCA mea-

sured shopper savings by
comparing a 26-week
average of brand name

prices, always set at cost,
against average market
prices across the country.
It used Nielsen price data
and filled in any gaps —
for Alaska, Hawaii and
overseas — with limited
manual price comparisons
in those locales.
That method of calculat-

ing savings for 38,000
branded items at the na-
tional level has been re-
placed by a new method
more suited to the trans-
formation. “We are adding
more geographic specifici-
ty, since cost of living
varies by region,” said a
DeCA official. “Adding a
regional savings level will
provide a better sense for
how much our patrons
save by shopping at their
local commissary, com-
pared to retailers in their
particular region.”
DeCA has also updated

the products it uses for
price comparisons, empha-
sizing “the most common
patron purchases” within
sales categories such as
produce or meat. The new
savings benchmarks also
take into consideration
patron purchases at local
commercial grocers, as
manually gathered in
every region. Critics have
raised concerns about how
DeCA is relying more
heavily now on “clip-
board” pricing methods
rather than Nielsen data to
benchmark local savings
across regions.

To comment, email
milupdate@aol.com or
twitter: @Military_Update
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Commissary savings
reset to 20% stateside
BY TOM PHILPOTT
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Davies Pearson, PC, a
Tacoma law firm, has
recently announced two
new shareholders elected
to the board of directors.
Monte Bersante, new

sharehol-
der, practic-
es in the
areas of
personal
injury, med-
ical negli-
gence,
health care
law, media-
tion and criminal law. He
is a graduate of Seattle
University, Willamette
University and the Uni-
versity of Puget Sound and
has been with the firm
since 1988.
Christopher Marston,

new share-
holder,
practices in
the areas of
construction
law, real
estate law,
commercial
litigation,
creditor’s
rights, general business,

contract review and prep-
aration. He graduated
from the University of
Puget Sound and Seattle
University School of Law.
He has been with the firm
since 2007.

A Larry Dodson of
Puyallup recently complet-
ed the course in auctio-
neering and auction sales
management at the Mis-
souri Auction School. The
diploma included the
honorary title of colonel, a
tradition dating from the
Civil War. The school is
the world’s largest auction
training center, with sub-
jects including selling
antiques, livestock, furni-
ture, business liquidation,
real estate, auto, machin-
ery and general merchan-
dise.

A The Pierce County
Readiness Center in Tac-
oma, built by Absher Con-
struction Co. of Puyallup,
was recently recognized as
one of the most innovative
heavy commercial projects
in North America. The
award was presented as
part of the ICF Builder

Awards, an international
competition designed to
showcase the advantages
of building with insulated
concrete forms, commonly
called ICFs. The center
was named Best in Show
in the Heavy Commercial
division. This building was
designed by WJA Design
Collaborative and was
cited by the judges for the
complexity of the design,
the striking architecture,
and the challenges the
construction team over-
came.

— COMPILED BY MARY
ANDERSON, STAFF WRITER
The News Tribune pub-

lishes hires and promotions
at the professional and
management levels. It recog-
nizes honors at the state or
national level awarded by
independent professional or
trade associations and
appointments to corporate
or civic boards. To submit
information go to
thenewstribune.com/
business, go to People In
Business and select Add an
announcement. All submis-
sions become the property of
The News Tribune and may
be published in any form.
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Managing personal
finances makes many
people uncomfortable. For
some it’s a lack of finan-
cial literacy. For others,
it’s difficult to make plans
or decide how to invest in
an uncertain environment
with a large range of po-
tential outcomes.
And then there is what

seems to be the most con-
sistent pain point — your
goal. Without clarity or
conviction, many people
grab a default number out
of thin air and assign it as
their goal. They’ll retire
when they have saved $1
million or the day after
they turn 65.
Rather than carrying a

single arbitrary number
around as a goal, it’s more
important to think about a
goal in terms of a way of
life. Where and how do
you want to live? What
activities, organizations or
lifestyle choices do you
value or want to support
with your financial free-
dom?
These prompts can add

context to your goals.
They are the first step in
helping you build a consis-
tent process that can lead
you in the right direction.
This is more important
than working toward a
number.
Working toward your

number is an idea com-
mon enough that invest-
ment firms have built
advertising campaigns
around it. But there are

several reasons why this
intuitive short-cut is in-
complete, even misguided.
Take the idea of retiring

once you have $1 million
(or whatever number you
think fits your situation). A
quick scratch of the sur-
face identifies factors that
could significantly influ-
ence whether your number
is enough or not.

AYour age is a large
influence. If you retire at
62 instead of 65, your
savings may have to
stretch to cover far more
spending, depending on
your longevity.

AOther income sources
may be more important
than your savings. One
million in savings leads to
a far different set of op-
tions for a person who also
has $3,000 per month in
pension income than it
does for someone using
their savings to supple-
ment Social Security only.

A Investment strategy
and realized returns can
make a huge difference in
the longevity or shortfall
of your savings. Your fi-
nancial security is much
different if your invest-
ments are positioned to
achieve a 4 percent aver-
age annual return as com-
pared to a 6 percent re-
turn. The impact of the
investment strategy also
depends on your tax
bracket, inflation and your
risk tolerance.

AYour number is only
useful if you know how
much you intend to spend
against it. Needing to
make $40,000 of with-
drawals each year from

your “number” leads to a
different probability of
lifetime financial security
than does withdrawing
$50,000 per year.

AThe tax character of
your savings also must be
built into your plan. If your
number is composed of all
pre-tax dollars in a retire-
ment savings account
(e.g., 401k, 403b,), you
have less after-tax money
to live on than someone
whose savings consist of
after-tax accounts (Roth),
or capital-gains-oriented
investments in a broker-
age account.
For some people, the

“goal” is different. For
instance, they might sim-
ply choose a date, intend-
ing to retire on their 65th
birthday or at their full
retirement age to collect
Social Security. This date
doesn’t tell you much
about the savings rate
required between now and
then, or whether the
spending rate is sustain-
able after retirement. The
same series of other con-
siderations outlined above
needs to be understood.
This is the sort of prac-

tice commonly applied by
people who have had the
good fortune to build
enough financial success
to get serious about their
money decisions.
Too often, however,

people don’t take the time
to make a plan that helps
them understand their
options and opportunities,
whether tied to retirement
or the many other life
events and financial mile-
stones along the way.

Gary Brooks is a certified
financial planner and the
president of Brooks, Hughes
& Jones, a registered
investment adviser in Gig
Harbor. Reach him at
gary@bhjadvisors.com.
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Friday 1 year ago

Prime rate 3.75 3.50
Federal Target Rate 0.75 0.50
3-month Treasury bills 0.51 0.33
6-month Treasury bills 0.63 0.46
10-year Treasury notes 2.49 1.88
30-year Treasury bonds 3.11 2.70

— BLOOMBERG.COM AND U.S. TREASURY

KEY RATES

Here is what Puget Sound-area banks and thrifts were offering on key consumer-loan and deposit
instruments on Friday. All yields are annual.

DEPOSITS MMA:
Rates and yields on money-market
accounts with a balance of $2,500.
CD: Fixed rates and yields on one-year
certificates of deposit of $5,000.
IRA: Fixed rates and yields on 18-month ac-

counts.

LOANS
Auto: Fixed rate for a $10,000, 60-month,

new-car loan and for a $7,000, 48-month, used-car
loan for a 1- to 3-year-old model. Actual rates
might change with variations from the scenario,
and fees and other costs at loan initiation.

DEPOSITS AUTO LOANS
Institution MMA CD IRA New Used
America's CU 0.20/0.20 0.35/0.35 0.45/0.45 3.740 3.490
Chase 0.01/0.01 0.01/0.01 0.05/0.05 2.890 3.240
Columbia Bank 0.03/0.03 0.06/0.06 0.07/0.07 3.556 3.628
Commencement Bank 0.10/0.10 0.30/0.30 0.30/0.30 4.057 5.373
HomeStreet Bank - Western0.45/0.45 0.35/0.35 0.35/0.35 NO NO
KeyBank 0.04/0.04 0.15/0.15 0.10/0.10 3.740 4.390
Qualstar CU 0.25/0.25 0.40/0.40 0.50/0.50 2.490 2.240
Sound CU 0.05/0.05 0.15/0.15 0.30/0.30 2.940 2.640
Tapco CU 0.03/0.03 NO/NO NO/NO 2.740 2.490
U.S. Bank 0.05/0.05 0.10/0.10 0.15/0.15 4.250 3.745
Verity CU 0.10/0.10 0.35/0.35 0.43/0.43 2.790 2.640
Washington average 0.12/0.12 0.22/0.22 0.27/0.27 3.319 3.388
Change in average NO/NO NO/NO NO/NO -0.050 -0.050
NA: Not available NO: Not offered

Source: Informa Research Services 818-880-8877 Ext. 266
**Do not have a bank, thrift or credit union charter; all products are FDIC insured

MONEY RATES

Click’s rates go up.
It’s not just old media

that are dealing with the
interlocked, and some-
times dueling, matters of
audience and ad revenue.
If you peruse YouTube,
you’ve probably noticed
ads encroaching more and
more on the start, finish
and sometimes middle of
videos. YouTube, you’ll
recall, is owned by Google
which, along with Face-
book and other compa-
nies, is trying to mine
every nugget of personal
information about you that

can be sold to potential
advertisers on the premise
that “we know what
they’re looking for.”
The advertisers, mean-

while, are rethinking the
whole notion of what ad-
vertising means and
whether the traditional
methods and approaches
have any remaining rele-
vance. The most recent
presidential campaign, in
which one candidate re-
lied on a combination of
the very traditional (the
stump speech) and the
very modern (Twitter),

will only serve to acceler-
ate the rethinking.
You’ll probably watch

the ads during today’s
game. You might even like
or remember some of
them. The big challenge
for advertising and ad-
vertisers resumes tomor-
row. How do they get
potential customers to
recall the advertising of,
much less do business
with, companies whose
ads they didn’t see in the
first place?

Bill Virgin is editor and
publisher of Washington
Manufacturing Alert and
Pacific Northwest Rail
News. He can be reached at
bill.virgin@yahoo.com.
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