
On equipping new recruits with new and 
familiar gear …

Atherton: You still have a lot of word of mouth in the military, “My buddy’s 
got this item, and it’s really good, it really works well, it’s really cool and I want 
one just like it.” You have that word of mouth, and you also have senior leaders 
telling the soldiers that they need to purchase various items because they are go-
ing to need it when they are deployed. 

A lot of times Soldiers and Airmen will ask for those specifi c products. They 
might want to get a CamelBak hydration pack, or Wiley X gloves, or Oakley 
sunglasses, the Approved Protective Eyewear List (APEL) eyewear. They also 
look for the products they are accustomed to purchasing; products they’ve used 
in the past and that they have that confi dence with. They will defi nitely talk with 
other soldiers and let them know that those are the types of items they need when 
they deploy. 

On new technology coming to the 
marketplace … 

Atherton: Among the new items we’ve seen recently include a new am-
munition pouch that is canted at 45 degrees to make it easier to get the ammo 
magazine out of the pouch. The 45-degree ammo pack is made by Patriot Outfi t-
ters. Another new item we’re looking at, that we’ll be adding this coming year, 
is a hydration bladder that allows you to pump air into part of it to pressurize it, 
rather than sucking the air through the tube to start the fl ow. 

Not only can you drink from it, or share water without as much worry about 
bacteria, but you can also direct the water anywhere you need it, for example 
to clean a piece of equipment or a wound. Geigerrig makes the hydration pack.  

On MC, camoufl age-specifi c items, 
tactical gear and sales support for Joint 

Bases and Marine Corps stores …

Atherton: We try to stay up to date on what the services are doing. Obvi-
ously, the Marine Corps were the fi rst one to change their camoufl age patterns 
and everybody sort of followed suit. We knew, in talking with the Navy, what 
their plans were, so we communicate with the different services. 

As far as trying to bring in the tactical items, the Marine Corps really has 
stayed with Coyote Brown, that what’s they want their tactical accessories to be, 
versus being the Woodlands Digital and Desert Digital. Companies out there 
have those patterns, but historically, the Marine Corps have wanted to stay with 
the solid color to wear with their uniforms. So that’s not been an issue, we’ve 
known that. 

Moving with the Navy — that’s something that we’re still working with them 
on — the change to their new digital pattern, and verifying whether they are 
authorized to wear that digital pattern with their tactical accessories, the few ac-
cessories that they would carry. 

We support Navy personnel at some of the Army and Air Force locations 
because of the joint bases. In those cases, the Navy personnel on those bases will 
request uniforms to be carried in the MC stores through their base commander. 
The Navy commander would go to the post commander and request that the MC 
store carries these items, more specifi cally the government-issued items, such as 
digital combat uniforms, digital working uniforms. The base or post commander 
approves it — it’s known as a cross-service support agreement. 

If the local post or base commander approves that, then we get a copy, and 
it goes through our channels, whether it be the Air Force of the Army, for their 
approval, so that those items can be carried in that store. When everybody ap-
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On rebranding the Military 
Clothing (MC) area …

Atherton: The project is ongoing. Currently,  we 
have completed seven stores, with 17 more stores 
projected for 2012.

On the rebranded 
stores’ new designation…

Atherton: On base, a lot of them call them clothing 
sales, which is why we’ve gone to the military 
clothing (MC) name. A portion of our customers, not 
everybody, adopted the Military Clothing Sales Store 
(MCSS) name. It’s something that AAFES itself used. 
We’re actually the ones who have more of a diffi culty 
phasing it out. We always just want to quickly say 
“MCSS” instead of Military Clothing. It’ll take us a 
little bit to get used to. It’s actually what we truly are, 
Military Clothing. 

We also support fi ve Marine Corps stores in Oki-
nawa. They call themselves Military Clothing. It’s a 
corporate-wide name.

On his message to the fi eld …

Atherton: Planogram compliance is key — mak-
ing sure that they follow the guidance that we’ve put 
out there, and staying in stock on the merchandise. As 
they have customers who have additional needs, they 
should communicate that to the headquarters folks so 
we can take care of them. Stores should always stay 
in stock on the merchandise that has historically sold 
in the system — take care of the customers so that 
they can take care of  our freedoms.  —E and C NEWS

that that garment is as NiR compliant as we can make 
it. NiR stands for Near Infra-Red, meaning that the 
items will appear to blend in with the surroundings 
when viewed through night vision devices.

We take special care about what we are looking at 
quality wise — essentially, we make sure that what 
we purchase is not going to put a soldier in harm’s 
way. 

On standards compliance …

Atherton: All the eyewear that we carry that 
we would consider “ballistic” is on the Authorized 
Protective Eyewear List (APEL). It has has all been 
tested and reviewed by the Army. For the APEL, we 
follow that list so that we can be sure it is within 
all of the Army’s requirements. We work with the 
Army if they have issues. We follow suit with their 
requests. If there are no issues with new additions, 
we bring those in if we have space or demand. As far 
as the other eyewear is concerned, it is considered 
much like fashion eyewear. 

On demand downrange …

Atherton: There is still a demand for items in 
Afghanistan. There is always a need, and as sol-
diers come in and out during their rotations, they 
fi nd that there are other things that they need or 
things that they didn’t think of when they were 
leaving their home base. When they get there, they 
fi nd that they need something that you forget, or 
things that you don’t realize and you fi nd you actu-
ally have to have it. So we still see a demand for 
items in Afghanistan. 

proves, we then bring those items into the 
store. So we will support the Navy or the 
Marines based upon their needs and the 
approval of the services. 

On the various 
Special Forces 

needs …

Atherton: We’ve seen in some areas 
that they’re really looking for Marine 
Corps items, Coyote Brown items or the 
ACU, or the Multi-Cam pattern that we 
have out there. And with the Air Force 
going where they are, now they are going 
to start deploying in the Multi-Cams, we 
will probably see an increase in some of 
those areas.

On the close 
connection between 
base senior enlisted 
NCOs and feedback 

from MC store 
managers …

Atherton: We get feedback from the 
store managers on local requirements, 
and in some cases, we’ve already got 
something in the assortment that will fi t that need. 
They’re typically not the fi rst store where someone 
has come in and asked, so we will probably already 
have something in the system. We just need to be 
aware so we can let the store know what is available, 
so that we can help the store set up to order that to 
meet that demand.

On new subcategories to 
watch for 2012 …

Atherton: There are some new assortments that 
we are looking at that we haven’t done in the past. 
We’re looking at a work glove assortment, like me-
chanics wear, those types of gloves that are not a 
combat glove and not a dress glove. 

On category review 
frequency …

Atherton: Whether it be gloves, eyewear or any 
other category, we do a review of each one of the 
areas yearly, as the category planograms come up ac-
cording to their schedule.

On working with his 
predecessor Ray Downs …

Atherton: I learned much about the tactical area, 
the different knives, the different eyewear, and the dif-
ferent requirements as far as pouches are concerned 
for the many different items we purchased. We ver-
ify whether it is a nylon tactical-type item, that the 
color, shade and pattern need to match the uniform. 
We need to ensure that if specifi c testing is required, 

Atherton noted that servicemembers often look 
for tactical products they are used to purchas-
ing, that they have used in the past, “and that 

they have confi dence in.” Sheppard AFB, Texas.

A
A

FES PH
O

TO

EXCHANGE and COMMISSARY NEWSJANUARY 2012

AAFES MC/Tactical




