
assortment, are numerous American-
made items. “‘Made in USA’ prod-
ucts continue to be important to VCS 
assortments, particularly in military 
licensed,”  categories, Childress noted. 
“We are consistently sourcing and 
adding new ‘Made in USA’ products 
and vendors to the mix. Currently, over 60 percent of the products on the military 
auto-replenishment planogram are made domestically.”

Childress told E and C News that the military planogram was recently re-
freshed, along with an additional new planogram, which recently made its 
canteen debut. “A new ‘patriotic’ planogram was launched, which includes 
flags, flag cases and military frames,” she noted. 

This new planogram will add to 
an already strong assortment of Vet-
centric merchandise planned for fall, 
“especially around Veterans Day,” she 
explained. “Product includes some new 
made-in-USA items as well as some 
new military apparel styles for both 
men and women.”

LOOKING AHEAD
Childress is bullish about the 

prospects for military-themed items 
in PatriotStores. “We feel we have a 
strong presence and variety of products 
planned for the balance of the year, 
and are looking forward to a strong 
end in fiscal 2016 in military items,” 
she said. “Sales are projected to reach 
over $9 million by the end of the year. 

“Going forward into 2017, we will 
continue to increase the advertising 
presence in military items, and chal-
lenge our vendor partners to come up 
with new and exciting products.”
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M ilitary items — emblematic, logo and souvenir merchandise — are trend-
sensitive areas, and Veterans Canteen Service (VCS) PatriotStores are 

shaping their assortment to reflect the trends in these areas that have recently 
emphasized female veterans and domestically-made items.

According to Karolyn Childress, the VCS’s divisional merchandise man-
ager (DMM)/buyer responsible for menswear and military apparel, fiscal 2016 
year-to-date military sales though June were $3.8 million, and represented 4.1 
percent of the canteen service’s total retail business. 

“Our strongest category in military logo continues to be caps/headwear,” 
Childress said. “All three auto-replenishment vendors who supply our caps rotate 
designs every few weeks to ensure fresh, updated styles in our canteens. That 
way, our repeat Veteran customers consistently have new styles to choose from 
and purchase, which in turn, drives increased sales in the headwear category.”

 
TRENDS

With an increased presence of women in the military — the Department 
of Defense (DoD) reported during Women’s History Month in March that 
there were more than 201,000 women serving at various levels in the armed 
services, and female servicemembers were recently approved for combat duty 
— it was inevitable that emblematic, logo and souvenir products geared toward 
females would become increasingly popular, and VCS stores are tapping into 
this hot trend.

“Women Veteran product is performing extremely well at retail,” Childress 
noted. “Whether the product is a lanyard, coffee mug, or apparel, merchan-
dise aimed towards our women Veteran customers is achieving above average 
sell–throughs. We are definitely seeing a need for merchandise targeted to the 
women Veterans, and we are expanding our offering accordingly.”   

In response to this heightened interest, Childress said that the VCS has 
increased its advertising presence to include more items for female Veterans. 
“We expect that category to grow, and will be expanding the breadth of products 
for the rest of fiscal 2016 and into 2017,” she noted.

Included in the assortment geared to females, and in the overall PatriotStore 

Through June, fiscal 2016 sales of military 
items in VCS stores — emblematic, logo 
and souvenir merchandise, including those 
shown here at the Richmond, Va., Patriot-
Store — were $3.8 million, representing 
4.1 percent of the canteen service’s total 

retail business.
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VCS Emblematic, Logo and Souvenir


