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A key communication channel

“Shopper marketing”–defined as all marketing that happens within the retail space–has emerged as a 
powerful force in the arsenal of consumer-goods marketers, and for good reason.  Reaching consumers 
in the in-store environment offers a number of benefits that cannot be matched by television or print mediums:  
large weekly shopper counts, retailer collaboration, heavy traffic, and ability to target a relevant 
message based on in-store placement. For pharmaceutical marketers, another distinct advantage is that 
a pharmacist is on hand to answer questions.

A recent study by the GMA and Deloitte Consulting found that over the next three years, in-store market-
ing activity will grow at a higher rate than any other marketing tactic. Even though pharmaceutical 
brands can’t be purchased on-the-spot when consumers see signage, the retail environment can none-
theless be an important moment of connection within the landscape of DTC media choices.

     Placement of Rx EDGE Information Dispensers

The in-store placement of Rx EDGE information dispensers is an important strategic decision and varies 
from brand to brand.  

 • More than half of Rx EDGE dispensers are installed at the shelf in the over-the-counter aisle that 
  corresponds with the pharmaceutical product.  Information regarding a prescription treatment for 
  acid reflux disease, for instance, would typically be placed in the antacid section.

 • Brands that do not have a direct OTC counterpart may choose to feature their product information 
  in high-traffic aisles such as analgesics.  

 • Approximately 15% of Rx EDGE placements are at the store’s pharmacy counter.  This is a good 
  place to reach a wide range of prospective patients, given the fact that over 1,300 prescriptions 
  are dispensed in a drug store in an average week.

 • Other programs are installed in the personal care section or in other areas that most closely
  correlate with the product and target audience.  For example, based on the comorbidity rates 
  between diabetes and high cholesterol, a statin brand may opt for placement with blood-glucose 
  testing supplies for diabetes monitoring.  

For optimal field of vision, Rx EDGE shelf programs are placed at the chest-to-eye-level.  Note that all 
placements are subject to retailer approval.  

Where consumers are shopping
Prescription purchases represent the largest share of the chain drug store merchandise mix, with 72% of 
total dollar sales. The “front end” of the store—defined as all non-prescription transactions---accounts for 
$42 billion in annual sales. In independent pharmacies, the concentration on pharmaceutical sales is 
greater, with 90% of store sales coming from prescriptions.
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Use matched-panel research to test alternative locations and messages

Through the use of matched panel testing, marketers can assess alternative locations, messages, 
and creative approaches. For example, an overactive bladder product executed Rx EDGE 
programs in both the feminine care section as well as the adult incontinence aisle. A migraine 
product tested variations in the color and design of the shelf dispenser. Other brands have run 
offer/no offer research panels.

     Growth of Retail Pharmacy

Community pharmacy plays an ever-expanding role in the healthcare and well-being of Americans.  
According to the 2008-2009 Chain Pharmacy Industry Profile, two out of three patients who visit a 
doctor leave with a prescription.  In 2008, more than 3.5 billion of those prescriptions were filled in the 
retail pharmacy---a 52% increase since 1997.  

Chain Pharmacy represents the largest component of pharmacy practice, composed of more than 
22,000 traditional chain drug stores and an additional almost 17,000 pharmacies within supermarkets 
and mass merchant stores.  Together, these outlets account for 61.1% of all retail prescription drug sales.  

Independent pharmacies account for 17.3% of retail pharmacy prescription drug sales.  A key distinction 
of independent pharmacies is their concentration on pharmaceutical sales:  independents derive about 
90% of their store sales from prescriptions.  

Pharmacies today are more than places 
where drugs are dispensed and where 
consumers can pick up a few necessities. 
They are a convenient destination whenever 
health concerns are top of mind and remedies 
are being sought. Pharmacies are responding 
to these positive trends by providing screenings 
and wellness programs focused on healthy 
lifestyles. Retail clinics are also expanding 
significantly, further reinforcing the pharmacy’s 
role as an important healthcare resource.

Promoting a pharmaceutical brand in this thriving environment is a powerful way to connect with 
involved, engaged consumers who are actively seeking products and information.  

Get the Most from your Rx EDGE In-Store
Marketing Program
From information-gathering at the pharmacy counter to reading signage 
throughout the retail space, consumers are paying attention to the communications 
available in their local pharmacies. Rx EDGE in-store programs give marketers 
the opportunity to reach consumers in the pharmacy at every stage of their 
healthcare management:  in the pre-diagnosis phase, at initial treatment, and 
throughout the therapy period.

Since the company’s inception in 2000, Rx EDGE has been a leading force 
and innovator in the retail pharmaceutical marketing sector. It is one of the few
pharmaceutical marketing vehicles for which results can be reliably measured, 
thus enabling marketers to evaluate the impact of their campaigns and optimize 
their investment.  In this document we are highlighting some of the key learnings 
we have compiled through our work in 380 in-store programs encompassing 
100 brands, 57 manufacturers, and 44 therapeutic categories.  
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     Inclusion of Incentive Offers

Slightly over half of all Rx EDGE in-store programs feature an incentive offer of some type, either to 
generate trial or to improve adherence.   Examples include:

 • Mail-in offer for a rebate check

 • Coupon promotion good for $15
  off a prescription

 • Free 14-day trial offer

Many brands also use Rx EDGE in-store communications to invite consumers to call a toll-free number 
or mail-in for more information, or to direct consumers to websites for the latest news, offers, and 
relationship marketing initiatives.

Impact on program results 

Most Rx EDGE content is focused on product information 
along with disease state education.  Whether or not 
to also include an offer is a strategic decision, based 
upon the objective of the program. For retail-delivered 
communications, the ability to engage consumers 
depends on many factors.  Incentive offers should be 
viewed as just one component of the total effort.

Key considerations are message relevance as well as 
the consumer’s “health mindset” while he or she is in 
the pharmacy. If the primary product message is 
motivating to the consumer, the addition of a mail-in 
offer will often bring about patient action and generate 
a higher overall return on investment.

         Program Timing and Store List Selection

Factors to consider in selecting retailers
Rx EDGE reaches consumers through pharmacy retailers that represent 51% of all U.S. retail prescription 
dollar volume in the Chain Drug, Supermarket, Independent and Mass trade channels.

Incentive offers should be viewed 
as just one component of the total 
effort. Key considerations are 
message relevance as well as the 
consumer’s “health mindset” while 
he or she is in the pharmacy.  If the 
primary product message is
motivating to the consumer, the 
addition of a mail-in offer will often 
bring about patient action and 
generate a higher overall return on 
investment.   
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Results—branded and unbranded campaigns 

communications in their marketing plans, depending on the stage of the product’s lifecycle and where 
patients are in the awareness-to-treatment process.  Another key consideration is conformance to 
DDMAC and regulatory guidelines. 

When consumers are shopping in the pharmacy, healthcare concerns are top of mind. They are 
looking for information and are receptive to informational messages.  Keep this foremost in view and 
deploy communication “triggers” that are appropriate to the retail setting.
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Results—branded and unbranded
campaigns 

A review of programs from 2005-2008 reveals 
very little difference in script lift results or return on 
investment between branded and unbranded 
efforts. The decision should be made in the 
context of the overall media mix. Brands typically 
use a combination of branded and unbranded

When consumers are shopping in the 
pharmacy, healthcare concerns are top 
of mind.  They are looking for information 
and are receptive to informational 
messages. Keep this foremost in view and 
deploy communication “triggers” that are 
appropriate to the retail setting.  

      Creative Considerations for the In-Store Environment

Most of our shelf dispensers are placed next to or near products that address similar health concerns, 
so you know they will be seen by a receptive audience. This means that marketers have a great
opportunity to align their messages with the needs of the consumer and really connect with the target 
audience.  As with most other media vehicles, a brand promotion delivered in the store needs to
stand out from competing messages.  Remember to keep the communication simple and focused on 
stopping power.  

Tailor messages to the needs of the target audience

Reach out to consumers with a message that says “this is 
relevant to me”.  One good way to do this is through direct 
association with the specific store section .  By mentioning the 
condition in your headline---heartburn, headache, insomnia, 
eye allergies---you will make a faster consumer connection.
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Unlocking the power of retail pharmacy marketing

Targeting, message relevance, and education are the components that make a 
pharmaceutical campaign work, and delivering the message in the pharmacy is no 
different. Consumers must connect with the message at a moment when it can 
affect their behavior. Placing actionable information in the pharmacy at this 
“moment of connection” can help consumers better understand their symptoms and 
move knowledgeably through the awareness-to-treatment experience.

Launch MaturityGrowth Stage

Objectives

• Stimulate brand awareness

• Acquire base of new
 patient starts 

Role of Rx EDGE Programs

• Convey detailed product
 information and key
 points of difference

• Communicate disease/
 treatment education
 and help patients learn
 more about a condition
 and whether it is
 relevant to them

• Deliver trial offers

Objectives

• Grow market share

• Build ongoing brand and
 disease awareness

Role of Rx EDGE Programs

• Communicate compliance
 and reminder messages — 
 help patients understand the
 importance of staying on
 therapy

• Deliver trial and continuity offers

• As competitive activities
 intensify, continue to
 promote brand benefits
 and points of difference

Objectives

• Retain patients through
 compliance and
 persistence messages

• If applicable, convert
 patients to new product
 versions and inform them
 about enhancements

Role of Rx EDGE Programs

• Deliver information
 about new indications

• Reinforce key brand
 attributes

 • “Migraine sufferers:  reach for relief”

 • ”Want to take control of your allergies?”

 • “Improved bladder control is possible”

 

A customized store list is supplied for each Rx EDGE program.  We work with you to develop a retailer 
line-up that will ensure that your message reaches the right consumer, at the time and place it will be 
most relevant. Store lists can be created by using any combination of factors: 

 • Value per store as defined by a chain’s percent of total U.S. Rx sales
 • Specified retailers:  full or partial chain
 • Designated Market Areas (DMA’s)
 • TDLinx:  Channel database
 • Brand-specific information:  sales regions, product availability,
  BDI/CDI, zip code, other geographic variables

Optimal program timing
Rx EDGE programs are available in eight six-week cycles throughout the year on a category-exclusive 
basis. Most brands will run one or more cycles in succession or execute “flights”, with one cycle 
on/one cycle off, followed by resumption with another cycle.  Such multi-cycle timing is ideal, because 
it maximizes brand awareness, allows time for patients to respond, and increases the total audience 
exposure to a message.  

     
     Mention a Brand Name on the Dispenser---or Not? 

Very few Rx EDGE programs are completely unbranded---meaning that both the dispenser box as well 
as the inserts inside have no brand name mention. However, in 40% of Rx EDGE programs, the outside 
of the box and the riser card/shouter do not communicate the brand name. Instead, the message is 
focused on the condition or store section.  Examples include:  

 • “Come here often?  Maybe what you
  have isn’t simple heartburn”

 • “Is your child’s ADHD treatment meeting
  your expectations?”

 • “Spending a lot on antacids?”

Our case studies provide an in-depth look at the results that can be achieved
with Rx EDGE. Visit www.rx-edge.com and click on Case Studies.

For more information, please contact us at
info@rx-edge.com or 866.697.9334

 • Up to 7 tablets free

 • $5 rebate on next purchase

Consider the section of the store where the
promotion will be placed

Take a look at the signs, packaging, and dominant colors.  
Explore graphic treatments that will help your program
stand out.

     Retail Pharmacy Programs and Adherence  

In order for an adherence effort to be successful, it is important to engage patients in a variety of
environments as they learn to manage their condition. While Rx EDGE in-store programs are often used 
to help establish a base of new patient starts, they are also deployed during a brand’s growth and 
maturity stages to build continued awareness and boost compliance.

When script data supplied by the retailer includes TRx as well as NRx vs. refills, the impact of Rx EDGE 
on total new as well as refill prescriptions can be assessed. This type of data furnishes directional 
information on the program’s effect on total longer-term volume related to compliance.  

Integrate with other media

Incorporate key messages from other media forms that the 
consumer is seeing.  Use identifiable colors, shapes, brand 
icons, and images to drive recognition. 

The best in-store creative:
  Demonstrates an understanding of the needs and motivations of the target audience

  Gains attention with a relevant message 

  Provides a “spark” and call to action to find out more

  Is tightly focused with clear, direct messaging

Get the Most from
your Rx EDGE In-Store

Marketing Program

2895 Greenspoint Pkwy, Suite 250
Hoffman Estates, IL 60169

866.697.9334 • rx-edge.com

©2009 LeveragePoint Media
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Aisles of Opportunity® – The Value of Promoting in the Retail Pharmacy 

For most Americans, the community pharmacy is their community health resource center

The pharmacist, a trusted healthcare provider, is within reach to answer questions 

Shopper traffic is significant --- in an average week, 2,380 transactions take place in a drug
store2 and 1,309 prescriptions are dispensed3

Over a six-week cycle period, a national Rx EDGE program delivers over 200 million
impressions4

The OTC/health category drives traffic and accounts for 30% of drug store sales5 

49% of consumers surveyed report that brochures found in the pharmacy are a commonly-used
source of information about medications6

1 Drug Store News Annual Report 2007
2 IRI 2007, total sales and average basket size, traditional drug stores (chain and independent)
3 Drug Store News 2007 Industry Profile
4 Audience and impressions based on Simmons Fall 2005 and IRI store-trip data
5 Drug Store News Strategies for Success 2007, Nielsen, NACDS Research
6 WilsonRx Pharmacy Satisfaction Digest 2008
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A key communication channel

“Shopper marketing”–defined as all marketing that happens within the retail space–has emerged as a 
powerful force in the arsenal of consumer-goods marketers, and for good reason.  Reaching consumers 
in the in-store environment offers a number of benefits that cannot be matched by television or print mediums:  
large weekly shopper counts, retailer collaboration, heavy traffic, and ability to target a relevant 
message based on in-store placement. For pharmaceutical marketers, another distinct advantage is that 
a pharmacist is on hand to answer questions.

A recent study by the GMA and Deloitte Consulting found that over the next three years, in-store market-
ing activity will grow at a higher rate than any other marketing tactic. Even though pharmaceutical 
brands can’t be purchased on-the-spot when consumers see signage, the retail environment can none-
theless be an important moment of connection within the landscape of DTC media choices.

     Placement of Rx EDGE Information Dispensers

The in-store placement of Rx EDGE information dispensers is an important strategic decision and varies 
from brand to brand.  

 • More than half of Rx EDGE dispensers are installed at the shelf in the over-the-counter aisle that 
  corresponds with the pharmaceutical product.  Information regarding a prescription treatment for 
  acid reflux disease, for instance, would typically be placed in the antacid section.

 • Brands that do not have a direct OTC counterpart may choose to feature their product information 
  in high-traffic aisles such as analgesics.  

 • Approximately 15% of Rx EDGE placements are at the store’s pharmacy counter.  This is a good 
  place to reach a wide range of prospective patients, given the fact that over 1,300 prescriptions 
  are dispensed in a drug store in an average week.

 • Other programs are installed in the personal care section or in other areas that most closely
  correlate with the product and target audience.  For example, based on the comorbidity rates 
  between diabetes and high cholesterol, a statin brand may opt for placement with blood-glucose 
  testing supplies for diabetes monitoring.  

For optimal field of vision, Rx EDGE shelf programs are placed at the chest-to-eye-level.  Note that all 
placements are subject to retailer approval.  

Where consumers are shopping
Prescription purchases represent the largest share of the chain drug store merchandise mix, with 72% of 
total dollar sales. The “front end” of the store—defined as all non-prescription transactions---accounts for 
$42 billion in annual sales. In independent pharmacies, the concentration on pharmaceutical sales is 
greater, with 90% of store sales coming from prescriptions.
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Use matched-panel research to test alternative locations and messages

Through the use of matched panel testing, marketers can assess alternative locations, messages, 
and creative approaches. For example, an overactive bladder product executed Rx EDGE 
programs in both the feminine care section as well as the adult incontinence aisle. A migraine 
product tested variations in the color and design of the shelf dispenser. Other brands have run 
offer/no offer research panels.

     Growth of Retail Pharmacy

Community pharmacy plays an ever-expanding role in the healthcare and well-being of Americans.  
According to the 2008-2009 Chain Pharmacy Industry Profile, two out of three patients who visit a 
doctor leave with a prescription.  In 2008, more than 3.5 billion of those prescriptions were filled in the 
retail pharmacy---a 52% increase since 1997.  

Chain Pharmacy represents the largest component of pharmacy practice, composed of more than 
22,000 traditional chain drug stores and an additional almost 17,000 pharmacies within supermarkets 
and mass merchant stores.  Together, these outlets account for 61.1% of all retail prescription drug sales.  

Independent pharmacies account for 17.3% of retail pharmacy prescription drug sales.  A key distinction 
of independent pharmacies is their concentration on pharmaceutical sales:  independents derive about 
90% of their store sales from prescriptions.  

Pharmacies today are more than places 
where drugs are dispensed and where 
consumers can pick up a few necessities. 
They are a convenient destination whenever 
health concerns are top of mind and remedies 
are being sought. Pharmacies are responding 
to these positive trends by providing screenings 
and wellness programs focused on healthy 
lifestyles. Retail clinics are also expanding 
significantly, further reinforcing the pharmacy’s 
role as an important healthcare resource.

Promoting a pharmaceutical brand in this thriving environment is a powerful way to connect with 
involved, engaged consumers who are actively seeking products and information.  

Get the Most from your Rx EDGE In-Store
Marketing Program
From information-gathering at the pharmacy counter to reading signage 
throughout the retail space, consumers are paying attention to the communications 
available in their local pharmacies. Rx EDGE in-store programs give marketers 
the opportunity to reach consumers in the pharmacy at every stage of their 
healthcare management:  in the pre-diagnosis phase, at initial treatment, and 
throughout the therapy period.

Since the company’s inception in 2000, Rx EDGE has been a leading force 
and innovator in the retail pharmaceutical marketing sector. It is one of the few
pharmaceutical marketing vehicles for which results can be reliably measured, 
thus enabling marketers to evaluate the impact of their campaigns and optimize 
their investment.  In this document we are highlighting some of the key learnings 
we have compiled through our work in 380 in-store programs encompassing 
100 brands, 57 manufacturers, and 44 therapeutic categories.  
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     Inclusion of Incentive Offers

Slightly over half of all Rx EDGE in-store programs feature an incentive offer of some type, either to 
generate trial or to improve adherence.   Examples include:

 • Mail-in offer for a rebate check

 • Coupon promotion good for $15
  off a prescription

 • Free 14-day trial offer

Many brands also use Rx EDGE in-store communications to invite consumers to call a toll-free number 
or mail-in for more information, or to direct consumers to websites for the latest news, offers, and 
relationship marketing initiatives.

Impact on program results 

Most Rx EDGE content is focused on product information 
along with disease state education.  Whether or not 
to also include an offer is a strategic decision, based 
upon the objective of the program. For retail-delivered 
communications, the ability to engage consumers 
depends on many factors.  Incentive offers should be 
viewed as just one component of the total effort.

Key considerations are message relevance as well as 
the consumer’s “health mindset” while he or she is in 
the pharmacy. If the primary product message is 
motivating to the consumer, the addition of a mail-in 
offer will often bring about patient action and generate 
a higher overall return on investment.

         Program Timing and Store List Selection

Factors to consider in selecting retailers
Rx EDGE reaches consumers through pharmacy retailers that represent 51% of all U.S. retail prescription 
dollar volume in the Chain Drug, Supermarket, Independent and Mass trade channels.

Incentive offers should be viewed 
as just one component of the total 
effort. Key considerations are 
message relevance as well as the 
consumer’s “health mindset” while 
he or she is in the pharmacy.  If the 
primary product message is
motivating to the consumer, the 
addition of a mail-in offer will often 
bring about patient action and 
generate a higher overall return on 
investment.   
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Results—branded and unbranded campaigns 

communications in their marketing plans, depending on the stage of the product’s lifecycle and where 
patients are in the awareness-to-treatment process.  Another key consideration is conformance to 
DDMAC and regulatory guidelines. 

When consumers are shopping in the pharmacy, healthcare concerns are top of mind. They are 
looking for information and are receptive to informational messages.  Keep this foremost in view and 
deploy communication “triggers” that are appropriate to the retail setting.
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Results—branded and unbranded
campaigns 

A review of programs from 2005-2008 reveals 
very little difference in script lift results or return on 
investment between branded and unbranded 
efforts. The decision should be made in the 
context of the overall media mix. Brands typically 
use a combination of branded and unbranded

When consumers are shopping in the 
pharmacy, healthcare concerns are top 
of mind.  They are looking for information 
and are receptive to informational 
messages. Keep this foremost in view and 
deploy communication “triggers” that are 
appropriate to the retail setting.  

      Creative Considerations for the In-Store Environment

Most of our shelf dispensers are placed next to or near products that address similar health concerns, 
so you know they will be seen by a receptive audience. This means that marketers have a great
opportunity to align their messages with the needs of the consumer and really connect with the target 
audience.  As with most other media vehicles, a brand promotion delivered in the store needs to
stand out from competing messages.  Remember to keep the communication simple and focused on 
stopping power.  

Tailor messages to the needs of the target audience

Reach out to consumers with a message that says “this is 
relevant to me”.  One good way to do this is through direct 
association with the specific store section .  By mentioning the 
condition in your headline---heartburn, headache, insomnia, 
eye allergies---you will make a faster consumer connection.
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Unlocking the power of retail pharmacy marketing

Targeting, message relevance, and education are the components that make a 
pharmaceutical campaign work, and delivering the message in the pharmacy is no 
different. Consumers must connect with the message at a moment when it can 
affect their behavior. Placing actionable information in the pharmacy at this 
“moment of connection” can help consumers better understand their symptoms and 
move knowledgeably through the awareness-to-treatment experience.

Launch MaturityGrowth Stage

Objectives

• Stimulate brand awareness

• Acquire base of new
 patient starts 

Role of Rx EDGE Programs

• Convey detailed product
 information and key
 points of difference

• Communicate disease/
 treatment education
 and help patients learn
 more about a condition
 and whether it is
 relevant to them

• Deliver trial offers

Objectives

• Grow market share

• Build ongoing brand and
 disease awareness

Role of Rx EDGE Programs

• Communicate compliance
 and reminder messages — 
 help patients understand the
 importance of staying on
 therapy

• Deliver trial and continuity offers

• As competitive activities
 intensify, continue to
 promote brand benefits
 and points of difference

Objectives

• Retain patients through
 compliance and
 persistence messages

• If applicable, convert
 patients to new product
 versions and inform them
 about enhancements

Role of Rx EDGE Programs

• Deliver information
 about new indications

• Reinforce key brand
 attributes

 • “Migraine sufferers:  reach for relief”

 • ”Want to take control of your allergies?”

 • “Improved bladder control is possible”

 

A customized store list is supplied for each Rx EDGE program.  We work with you to develop a retailer 
line-up that will ensure that your message reaches the right consumer, at the time and place it will be 
most relevant. Store lists can be created by using any combination of factors: 

 • Value per store as defined by a chain’s percent of total U.S. Rx sales
 • Specified retailers:  full or partial chain
 • Designated Market Areas (DMA’s)
 • TDLinx:  Channel database
 • Brand-specific information:  sales regions, product availability,
  BDI/CDI, zip code, other geographic variables

Optimal program timing
Rx EDGE programs are available in eight six-week cycles throughout the year on a category-exclusive 
basis. Most brands will run one or more cycles in succession or execute “flights”, with one cycle 
on/one cycle off, followed by resumption with another cycle.  Such multi-cycle timing is ideal, because 
it maximizes brand awareness, allows time for patients to respond, and increases the total audience 
exposure to a message.  

     
     Mention a Brand Name on the Dispenser---or Not? 

Very few Rx EDGE programs are completely unbranded---meaning that both the dispenser box as well 
as the inserts inside have no brand name mention. However, in 40% of Rx EDGE programs, the outside 
of the box and the riser card/shouter do not communicate the brand name. Instead, the message is 
focused on the condition or store section.  Examples include:  

 • “Come here often?  Maybe what you
  have isn’t simple heartburn”

 • “Is your child’s ADHD treatment meeting
  your expectations?”

 • “Spending a lot on antacids?”

Our case studies provide an in-depth look at the results that can be achieved
with Rx EDGE. Visit www.rx-edge.com and click on Case Studies.

For more information, please contact us at
info@rx-edge.com or 866.697.9334

 • Up to 7 tablets free

 • $5 rebate on next purchase

Consider the section of the store where the
promotion will be placed

Take a look at the signs, packaging, and dominant colors.  
Explore graphic treatments that will help your program
stand out.

     Retail Pharmacy Programs and Adherence  

In order for an adherence effort to be successful, it is important to engage patients in a variety of
environments as they learn to manage their condition. While Rx EDGE in-store programs are often used 
to help establish a base of new patient starts, they are also deployed during a brand’s growth and 
maturity stages to build continued awareness and boost compliance.
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in the in-store environment offers a number of benefits that cannot be matched by television or print mediums:  
large weekly shopper counts, retailer collaboration, heavy traffic, and ability to target a relevant 
message based on in-store placement. For pharmaceutical marketers, another distinct advantage is that 
a pharmacist is on hand to answer questions.
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theless be an important moment of connection within the landscape of DTC media choices.
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The in-store placement of Rx EDGE information dispensers is an important strategic decision and varies 
from brand to brand.  

 • More than half of Rx EDGE dispensers are installed at the shelf in the over-the-counter aisle that 
  corresponds with the pharmaceutical product.  Information regarding a prescription treatment for 
  acid reflux disease, for instance, would typically be placed in the antacid section.

 • Brands that do not have a direct OTC counterpart may choose to feature their product information 
  in high-traffic aisles such as analgesics.  

 • Approximately 15% of Rx EDGE placements are at the store’s pharmacy counter.  This is a good 
  place to reach a wide range of prospective patients, given the fact that over 1,300 prescriptions 
  are dispensed in a drug store in an average week.

 • Other programs are installed in the personal care section or in other areas that most closely
  correlate with the product and target audience.  For example, based on the comorbidity rates 
  between diabetes and high cholesterol, a statin brand may opt for placement with blood-glucose 
  testing supplies for diabetes monitoring.  

For optimal field of vision, Rx EDGE shelf programs are placed at the chest-to-eye-level.  Note that all 
placements are subject to retailer approval.  

Where consumers are shopping
Prescription purchases represent the largest share of the chain drug store merchandise mix, with 72% of 
total dollar sales. The “front end” of the store—defined as all non-prescription transactions---accounts for 
$42 billion in annual sales. In independent pharmacies, the concentration on pharmaceutical sales is 
greater, with 90% of store sales coming from prescriptions.
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$3.7B
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Drug Chain Front-End�Sales Analysis $42.0B Total Traditional Chain Drug Store Merchandise Mix, 2007

Edible Cons.
$10.8B

26%

Package Alcohol 1.6%
$2,318,006

Cosmetics 1.2%
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Use matched-panel research to test alternative locations and messages

Through the use of matched panel testing, marketers can assess alternative locations, messages, 
and creative approaches. For example, an overactive bladder product executed Rx EDGE 
programs in both the feminine care section as well as the adult incontinence aisle. A migraine 
product tested variations in the color and design of the shelf dispenser. Other brands have run 
offer/no offer research panels.

     Growth of Retail Pharmacy

Community pharmacy plays an ever-expanding role in the healthcare and well-being of Americans.  
According to the 2008-2009 Chain Pharmacy Industry Profile, two out of three patients who visit a 
doctor leave with a prescription.  In 2008, more than 3.5 billion of those prescriptions were filled in the 
retail pharmacy---a 52% increase since 1997.  

Chain Pharmacy represents the largest component of pharmacy practice, composed of more than 
22,000 traditional chain drug stores and an additional almost 17,000 pharmacies within supermarkets 
and mass merchant stores.  Together, these outlets account for 61.1% of all retail prescription drug sales.  

Independent pharmacies account for 17.3% of retail pharmacy prescription drug sales.  A key distinction 
of independent pharmacies is their concentration on pharmaceutical sales:  independents derive about 
90% of their store sales from prescriptions.  

Pharmacies today are more than places 
where drugs are dispensed and where 
consumers can pick up a few necessities. 
They are a convenient destination whenever 
health concerns are top of mind and remedies 
are being sought. Pharmacies are responding 
to these positive trends by providing screenings 
and wellness programs focused on healthy 
lifestyles. Retail clinics are also expanding 
significantly, further reinforcing the pharmacy’s 
role as an important healthcare resource.

Promoting a pharmaceutical brand in this thriving environment is a powerful way to connect with 
involved, engaged consumers who are actively seeking products and information.  

Get the Most from your Rx EDGE In-Store
Marketing Program
From information-gathering at the pharmacy counter to reading signage 
throughout the retail space, consumers are paying attention to the communications 
available in their local pharmacies. Rx EDGE in-store programs give marketers 
the opportunity to reach consumers in the pharmacy at every stage of their 
healthcare management:  in the pre-diagnosis phase, at initial treatment, and 
throughout the therapy period.

Since the company’s inception in 2000, Rx EDGE has been a leading force 
and innovator in the retail pharmaceutical marketing sector. It is one of the few
pharmaceutical marketing vehicles for which results can be reliably measured, 
thus enabling marketers to evaluate the impact of their campaigns and optimize 
their investment.  In this document we are highlighting some of the key learnings 
we have compiled through our work in 380 in-store programs encompassing 
100 brands, 57 manufacturers, and 44 therapeutic categories.  

Prescription Drug Sales, $259.4 Billion, by Type
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     Inclusion of Incentive Offers

Slightly over half of all Rx EDGE in-store programs feature an incentive offer of some type, either to 
generate trial or to improve adherence.   Examples include:

 • Mail-in offer for a rebate check

 • Coupon promotion good for $15
  off a prescription

 • Free 14-day trial offer

Many brands also use Rx EDGE in-store communications to invite consumers to call a toll-free number 
or mail-in for more information, or to direct consumers to websites for the latest news, offers, and 
relationship marketing initiatives.

Impact on program results 

Most Rx EDGE content is focused on product information 
along with disease state education.  Whether or not 
to also include an offer is a strategic decision, based 
upon the objective of the program. For retail-delivered 
communications, the ability to engage consumers 
depends on many factors.  Incentive offers should be 
viewed as just one component of the total effort.

Key considerations are message relevance as well as 
the consumer’s “health mindset” while he or she is in 
the pharmacy. If the primary product message is 
motivating to the consumer, the addition of a mail-in 
offer will often bring about patient action and generate 
a higher overall return on investment.

         Program Timing and Store List Selection

Factors to consider in selecting retailers
Rx EDGE reaches consumers through pharmacy retailers that represent 51% of all U.S. retail prescription 
dollar volume in the Chain Drug, Supermarket, Independent and Mass trade channels.

Incentive offers should be viewed 
as just one component of the total 
effort. Key considerations are 
message relevance as well as the 
consumer’s “health mindset” while 
he or she is in the pharmacy.  If the 
primary product message is
motivating to the consumer, the 
addition of a mail-in offer will often 
bring about patient action and 
generate a higher overall return on 
investment.   
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Results—branded and unbranded campaigns 

communications in their marketing plans, depending on the stage of the product’s lifecycle and where 
patients are in the awareness-to-treatment process.  Another key consideration is conformance to 
DDMAC and regulatory guidelines. 

When consumers are shopping in the pharmacy, healthcare concerns are top of mind. They are 
looking for information and are receptive to informational messages.  Keep this foremost in view and 
deploy communication “triggers” that are appropriate to the retail setting.
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Results—branded and unbranded
campaigns 

A review of programs from 2005-2008 reveals 
very little difference in script lift results or return on 
investment between branded and unbranded 
efforts. The decision should be made in the 
context of the overall media mix. Brands typically 
use a combination of branded and unbranded

When consumers are shopping in the 
pharmacy, healthcare concerns are top 
of mind.  They are looking for information 
and are receptive to informational 
messages. Keep this foremost in view and 
deploy communication “triggers” that are 
appropriate to the retail setting.  

      Creative Considerations for the In-Store Environment

Most of our shelf dispensers are placed next to or near products that address similar health concerns, 
so you know they will be seen by a receptive audience. This means that marketers have a great
opportunity to align their messages with the needs of the consumer and really connect with the target 
audience.  As with most other media vehicles, a brand promotion delivered in the store needs to
stand out from competing messages.  Remember to keep the communication simple and focused on 
stopping power.  

Tailor messages to the needs of the target audience

Reach out to consumers with a message that says “this is 
relevant to me”.  One good way to do this is through direct 
association with the specific store section .  By mentioning the 
condition in your headline---heartburn, headache, insomnia, 
eye allergies---you will make a faster consumer connection.
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Unlocking the power of retail pharmacy marketing

Targeting, message relevance, and education are the components that make a 
pharmaceutical campaign work, and delivering the message in the pharmacy is no 
different. Consumers must connect with the message at a moment when it can 
affect their behavior. Placing actionable information in the pharmacy at this 
“moment of connection” can help consumers better understand their symptoms and 
move knowledgeably through the awareness-to-treatment experience.

Launch MaturityGrowth Stage

Objectives

• Stimulate brand awareness

• Acquire base of new
 patient starts 

Role of Rx EDGE Programs

• Convey detailed product
 information and key
 points of difference

• Communicate disease/
 treatment education
 and help patients learn
 more about a condition
 and whether it is
 relevant to them

• Deliver trial offers

Objectives

• Grow market share

• Build ongoing brand and
 disease awareness

Role of Rx EDGE Programs

• Communicate compliance
 and reminder messages — 
 help patients understand the
 importance of staying on
 therapy

• Deliver trial and continuity offers

• As competitive activities
 intensify, continue to
 promote brand benefits
 and points of difference

Objectives

• Retain patients through
 compliance and
 persistence messages

• If applicable, convert
 patients to new product
 versions and inform them
 about enhancements

Role of Rx EDGE Programs

• Deliver information
 about new indications

• Reinforce key brand
 attributes

 • “Migraine sufferers:  reach for relief”

 • ”Want to take control of your allergies?”

 • “Improved bladder control is possible”

 

A customized store list is supplied for each Rx EDGE program.  We work with you to develop a retailer 
line-up that will ensure that your message reaches the right consumer, at the time and place it will be 
most relevant. Store lists can be created by using any combination of factors: 

 • Value per store as defined by a chain’s percent of total U.S. Rx sales
 • Specified retailers:  full or partial chain
 • Designated Market Areas (DMA’s)
 • TDLinx:  Channel database
 • Brand-specific information:  sales regions, product availability,
  BDI/CDI, zip code, other geographic variables

Optimal program timing
Rx EDGE programs are available in eight six-week cycles throughout the year on a category-exclusive 
basis. Most brands will run one or more cycles in succession or execute “flights”, with one cycle 
on/one cycle off, followed by resumption with another cycle.  Such multi-cycle timing is ideal, because 
it maximizes brand awareness, allows time for patients to respond, and increases the total audience 
exposure to a message.  

     
     Mention a Brand Name on the Dispenser---or Not? 

Very few Rx EDGE programs are completely unbranded---meaning that both the dispenser box as well 
as the inserts inside have no brand name mention. However, in 40% of Rx EDGE programs, the outside 
of the box and the riser card/shouter do not communicate the brand name. Instead, the message is 
focused on the condition or store section.  Examples include:  

 • “Come here often?  Maybe what you
  have isn’t simple heartburn”

 • “Is your child’s ADHD treatment meeting
  your expectations?”

 • “Spending a lot on antacids?”

Our case studies provide an in-depth look at the results that can be achieved
with Rx EDGE. Visit www.rx-edge.com and click on Case Studies.

For more information, please contact us at
info@rx-edge.com or 866.697.9334

 • Up to 7 tablets free

 • $5 rebate on next purchase

Consider the section of the store where the
promotion will be placed

Take a look at the signs, packaging, and dominant colors.  
Explore graphic treatments that will help your program
stand out.

     Retail Pharmacy Programs and Adherence  

In order for an adherence effort to be successful, it is important to engage patients in a variety of
environments as they learn to manage their condition. While Rx EDGE in-store programs are often used 
to help establish a base of new patient starts, they are also deployed during a brand’s growth and 
maturity stages to build continued awareness and boost compliance.

When script data supplied by the retailer includes TRx as well as NRx vs. refills, the impact of Rx EDGE 
on total new as well as refill prescriptions can be assessed. This type of data furnishes directional 
information on the program’s effect on total longer-term volume related to compliance.  

Integrate with other media

Incorporate key messages from other media forms that the 
consumer is seeing.  Use identifiable colors, shapes, brand 
icons, and images to drive recognition. 

The best in-store creative:
  Demonstrates an understanding of the needs and motivations of the target audience

  Gains attention with a relevant message 

  Provides a “spark” and call to action to find out more

  Is tightly focused with clear, direct messaging

Get the Most from
your Rx EDGE In-Store

Marketing Program

2895 Greenspoint Pkwy, Suite 250
Hoffman Estates, IL 60169

866.697.9334 • rx-edge.com

©2009 LeveragePoint Media
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Aisles of Opportunity® – The Value of Promoting in the Retail Pharmacy 

For most Americans, the community pharmacy is their community health resource center

The pharmacist, a trusted healthcare provider, is within reach to answer questions 

Shopper traffic is significant --- in an average week, 2,380 transactions take place in a drug
store2 and 1,309 prescriptions are dispensed3

Over a six-week cycle period, a national Rx EDGE program delivers over 200 million
impressions4

The OTC/health category drives traffic and accounts for 30% of drug store sales5 

49% of consumers surveyed report that brochures found in the pharmacy are a commonly-used
source of information about medications6

1 Drug Store News Annual Report 2007
2 IRI 2007, total sales and average basket size, traditional drug stores (chain and independent)
3 Drug Store News 2007 Industry Profile
4 Audience and impressions based on Simmons Fall 2005 and IRI store-trip data
5 Drug Store News Strategies for Success 2007, Nielsen, NACDS Research
6 WilsonRx Pharmacy Satisfaction Digest 2008
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A key communication channel

“Shopper marketing”–defined as all marketing that happens within the retail space–has emerged as a 
powerful force in the arsenal of consumer-goods marketers, and for good reason.  Reaching consumers 
in the in-store environment offers a number of benefits that cannot be matched by television or print mediums:  
large weekly shopper counts, retailer collaboration, heavy traffic, and ability to target a relevant 
message based on in-store placement. For pharmaceutical marketers, another distinct advantage is that 
a pharmacist is on hand to answer questions.

A recent study by the GMA and Deloitte Consulting found that over the next three years, in-store market-
ing activity will grow at a higher rate than any other marketing tactic. Even though pharmaceutical 
brands can’t be purchased on-the-spot when consumers see signage, the retail environment can none-
theless be an important moment of connection within the landscape of DTC media choices.

     Placement of Rx EDGE Information Dispensers

The in-store placement of Rx EDGE information dispensers is an important strategic decision and varies 
from brand to brand.  

 • More than half of Rx EDGE dispensers are installed at the shelf in the over-the-counter aisle that 
  corresponds with the pharmaceutical product.  Information regarding a prescription treatment for 
  acid reflux disease, for instance, would typically be placed in the antacid section.

 • Brands that do not have a direct OTC counterpart may choose to feature their product information 
  in high-traffic aisles such as analgesics.  

 • Approximately 15% of Rx EDGE placements are at the store’s pharmacy counter.  This is a good 
  place to reach a wide range of prospective patients, given the fact that over 1,300 prescriptions 
  are dispensed in a drug store in an average week.

 • Other programs are installed in the personal care section or in other areas that most closely
  correlate with the product and target audience.  For example, based on the comorbidity rates 
  between diabetes and high cholesterol, a statin brand may opt for placement with blood-glucose 
  testing supplies for diabetes monitoring.  

For optimal field of vision, Rx EDGE shelf programs are placed at the chest-to-eye-level.  Note that all 
placements are subject to retailer approval.  

Where consumers are shopping
Prescription purchases represent the largest share of the chain drug store merchandise mix, with 72% of 
total dollar sales. The “front end” of the store—defined as all non-prescription transactions---accounts for 
$42 billion in annual sales. In independent pharmacies, the concentration on pharmaceutical sales is 
greater, with 90% of store sales coming from prescriptions.
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Drug Chain Front-End�Sales Analysis $42.0B Total Traditional Chain Drug Store Merchandise Mix, 2007

Edible Cons.
$10.8B

26%

Package Alcohol 1.6%
$2,318,006

Cosmetics 1.2%
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Use matched-panel research to test alternative locations and messages

Through the use of matched panel testing, marketers can assess alternative locations, messages, 
and creative approaches. For example, an overactive bladder product executed Rx EDGE 
programs in both the feminine care section as well as the adult incontinence aisle. A migraine 
product tested variations in the color and design of the shelf dispenser. Other brands have run 
offer/no offer research panels.

     Growth of Retail Pharmacy

Community pharmacy plays an ever-expanding role in the healthcare and well-being of Americans.  
According to the 2008-2009 Chain Pharmacy Industry Profile, two out of three patients who visit a 
doctor leave with a prescription.  In 2008, more than 3.5 billion of those prescriptions were filled in the 
retail pharmacy---a 52% increase since 1997.  

Chain Pharmacy represents the largest component of pharmacy practice, composed of more than 
22,000 traditional chain drug stores and an additional almost 17,000 pharmacies within supermarkets 
and mass merchant stores.  Together, these outlets account for 61.1% of all retail prescription drug sales.  

Independent pharmacies account for 17.3% of retail pharmacy prescription drug sales.  A key distinction 
of independent pharmacies is their concentration on pharmaceutical sales:  independents derive about 
90% of their store sales from prescriptions.  

Pharmacies today are more than places 
where drugs are dispensed and where 
consumers can pick up a few necessities. 
They are a convenient destination whenever 
health concerns are top of mind and remedies 
are being sought. Pharmacies are responding 
to these positive trends by providing screenings 
and wellness programs focused on healthy 
lifestyles. Retail clinics are also expanding 
significantly, further reinforcing the pharmacy’s 
role as an important healthcare resource.

Promoting a pharmaceutical brand in this thriving environment is a powerful way to connect with 
involved, engaged consumers who are actively seeking products and information.  

Get the Most from your Rx EDGE In-Store
Marketing Program
From information-gathering at the pharmacy counter to reading signage 
throughout the retail space, consumers are paying attention to the communications 
available in their local pharmacies. Rx EDGE in-store programs give marketers 
the opportunity to reach consumers in the pharmacy at every stage of their 
healthcare management:  in the pre-diagnosis phase, at initial treatment, and 
throughout the therapy period.

Since the company’s inception in 2000, Rx EDGE has been a leading force 
and innovator in the retail pharmaceutical marketing sector. It is one of the few
pharmaceutical marketing vehicles for which results can be reliably measured, 
thus enabling marketers to evaluate the impact of their campaigns and optimize 
their investment.  In this document we are highlighting some of the key learnings 
we have compiled through our work in 380 in-store programs encompassing 
100 brands, 57 manufacturers, and 44 therapeutic categories.  

Prescription Drug Sales, $259.4 Billion, by Type
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     Inclusion of Incentive Offers

Slightly over half of all Rx EDGE in-store programs feature an incentive offer of some type, either to 
generate trial or to improve adherence.   Examples include:

 • Mail-in offer for a rebate check

 • Coupon promotion good for $15
  off a prescription

 • Free 14-day trial offer

Many brands also use Rx EDGE in-store communications to invite consumers to call a toll-free number 
or mail-in for more information, or to direct consumers to websites for the latest news, offers, and 
relationship marketing initiatives.

Impact on program results 

Most Rx EDGE content is focused on product information 
along with disease state education.  Whether or not 
to also include an offer is a strategic decision, based 
upon the objective of the program. For retail-delivered 
communications, the ability to engage consumers 
depends on many factors.  Incentive offers should be 
viewed as just one component of the total effort.

Key considerations are message relevance as well as 
the consumer’s “health mindset” while he or she is in 
the pharmacy. If the primary product message is 
motivating to the consumer, the addition of a mail-in 
offer will often bring about patient action and generate 
a higher overall return on investment.

         Program Timing and Store List Selection

Factors to consider in selecting retailers
Rx EDGE reaches consumers through pharmacy retailers that represent 51% of all U.S. retail prescription 
dollar volume in the Chain Drug, Supermarket, Independent and Mass trade channels.

Incentive offers should be viewed 
as just one component of the total 
effort. Key considerations are 
message relevance as well as the 
consumer’s “health mindset” while 
he or she is in the pharmacy.  If the 
primary product message is
motivating to the consumer, the 
addition of a mail-in offer will often 
bring about patient action and 
generate a higher overall return on 
investment.   
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Results—branded and unbranded campaigns 

communications in their marketing plans, depending on the stage of the product’s lifecycle and where 
patients are in the awareness-to-treatment process.  Another key consideration is conformance to 
DDMAC and regulatory guidelines. 

When consumers are shopping in the pharmacy, healthcare concerns are top of mind. They are 
looking for information and are receptive to informational messages.  Keep this foremost in view and 
deploy communication “triggers” that are appropriate to the retail setting.
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Results—branded and unbranded
campaigns 

A review of programs from 2005-2008 reveals 
very little difference in script lift results or return on 
investment between branded and unbranded 
efforts. The decision should be made in the 
context of the overall media mix. Brands typically 
use a combination of branded and unbranded

When consumers are shopping in the 
pharmacy, healthcare concerns are top 
of mind.  They are looking for information 
and are receptive to informational 
messages. Keep this foremost in view and 
deploy communication “triggers” that are 
appropriate to the retail setting.  

      Creative Considerations for the In-Store Environment

Most of our shelf dispensers are placed next to or near products that address similar health concerns, 
so you know they will be seen by a receptive audience. This means that marketers have a great
opportunity to align their messages with the needs of the consumer and really connect with the target 
audience.  As with most other media vehicles, a brand promotion delivered in the store needs to
stand out from competing messages.  Remember to keep the communication simple and focused on 
stopping power.  

Tailor messages to the needs of the target audience

Reach out to consumers with a message that says “this is 
relevant to me”.  One good way to do this is through direct 
association with the specific store section .  By mentioning the 
condition in your headline---heartburn, headache, insomnia, 
eye allergies---you will make a faster consumer connection.
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Unlocking the power of retail pharmacy marketing

Targeting, message relevance, and education are the components that make a 
pharmaceutical campaign work, and delivering the message in the pharmacy is no 
different. Consumers must connect with the message at a moment when it can 
affect their behavior. Placing actionable information in the pharmacy at this 
“moment of connection” can help consumers better understand their symptoms and 
move knowledgeably through the awareness-to-treatment experience.

Launch MaturityGrowth Stage

Objectives

• Stimulate brand awareness

• Acquire base of new
 patient starts 

Role of Rx EDGE Programs

• Convey detailed product
 information and key
 points of difference

• Communicate disease/
 treatment education
 and help patients learn
 more about a condition
 and whether it is
 relevant to them

• Deliver trial offers

Objectives

• Grow market share

• Build ongoing brand and
 disease awareness

Role of Rx EDGE Programs

• Communicate compliance
 and reminder messages — 
 help patients understand the
 importance of staying on
 therapy

• Deliver trial and continuity offers

• As competitive activities
 intensify, continue to
 promote brand benefits
 and points of difference

Objectives

• Retain patients through
 compliance and
 persistence messages

• If applicable, convert
 patients to new product
 versions and inform them
 about enhancements

Role of Rx EDGE Programs

• Deliver information
 about new indications

• Reinforce key brand
 attributes

 • “Migraine sufferers:  reach for relief”

 • ”Want to take control of your allergies?”

 • “Improved bladder control is possible”

 

A customized store list is supplied for each Rx EDGE program.  We work with you to develop a retailer 
line-up that will ensure that your message reaches the right consumer, at the time and place it will be 
most relevant. Store lists can be created by using any combination of factors: 

 • Value per store as defined by a chain’s percent of total U.S. Rx sales
 • Specified retailers:  full or partial chain
 • Designated Market Areas (DMA’s)
 • TDLinx:  Channel database
 • Brand-specific information:  sales regions, product availability,
  BDI/CDI, zip code, other geographic variables

Optimal program timing
Rx EDGE programs are available in eight six-week cycles throughout the year on a category-exclusive 
basis. Most brands will run one or more cycles in succession or execute “flights”, with one cycle 
on/one cycle off, followed by resumption with another cycle.  Such multi-cycle timing is ideal, because 
it maximizes brand awareness, allows time for patients to respond, and increases the total audience 
exposure to a message.  

     
     Mention a Brand Name on the Dispenser---or Not? 

Very few Rx EDGE programs are completely unbranded---meaning that both the dispenser box as well 
as the inserts inside have no brand name mention. However, in 40% of Rx EDGE programs, the outside 
of the box and the riser card/shouter do not communicate the brand name. Instead, the message is 
focused on the condition or store section.  Examples include:  

 • “Come here often?  Maybe what you
  have isn’t simple heartburn”

 • “Is your child’s ADHD treatment meeting
  your expectations?”

 • “Spending a lot on antacids?”

Our case studies provide an in-depth look at the results that can be achieved
with Rx EDGE. Visit www.rx-edge.com and click on Case Studies.

For more information, please contact us at
info@rx-edge.com or 866.697.9334

 • Up to 7 tablets free

 • $5 rebate on next purchase

Consider the section of the store where the
promotion will be placed

Take a look at the signs, packaging, and dominant colors.  
Explore graphic treatments that will help your program
stand out.

     Retail Pharmacy Programs and Adherence  

In order for an adherence effort to be successful, it is important to engage patients in a variety of
environments as they learn to manage their condition. While Rx EDGE in-store programs are often used 
to help establish a base of new patient starts, they are also deployed during a brand’s growth and 
maturity stages to build continued awareness and boost compliance.

When script data supplied by the retailer includes TRx as well as NRx vs. refills, the impact of Rx EDGE 
on total new as well as refill prescriptions can be assessed. This type of data furnishes directional 
information on the program’s effect on total longer-term volume related to compliance.  

Integrate with other media

Incorporate key messages from other media forms that the 
consumer is seeing.  Use identifiable colors, shapes, brand 
icons, and images to drive recognition. 

The best in-store creative:
  Demonstrates an understanding of the needs and motivations of the target audience

  Gains attention with a relevant message 

  Provides a “spark” and call to action to find out more

  Is tightly focused with clear, direct messaging

Get the Most from
your Rx EDGE In-Store

Marketing Program

2895 Greenspoint Pkwy, Suite 250
Hoffman Estates, IL 60169

866.697.9334 • rx-edge.com

©2009 LeveragePoint Media
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Aisles of Opportunity® – The Value of Promoting in the Retail Pharmacy 

For most Americans, the community pharmacy is their community health resource center

The pharmacist, a trusted healthcare provider, is within reach to answer questions 

Shopper traffic is significant --- in an average week, 2,380 transactions take place in a drug
store2 and 1,309 prescriptions are dispensed3

Over a six-week cycle period, a national Rx EDGE program delivers over 200 million
impressions4

The OTC/health category drives traffic and accounts for 30% of drug store sales5 

49% of consumers surveyed report that brochures found in the pharmacy are a commonly-used
source of information about medications6

1 Drug Store News Annual Report 2007
2 IRI 2007, total sales and average basket size, traditional drug stores (chain and independent)
3 Drug Store News 2007 Industry Profile
4 Audience and impressions based on Simmons Fall 2005 and IRI store-trip data
5 Drug Store News Strategies for Success 2007, Nielsen, NACDS Research
6 WilsonRx Pharmacy Satisfaction Digest 2008
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A key communication channel

“Shopper marketing”–defined as all marketing that happens within the retail space–has emerged as a 
powerful force in the arsenal of consumer-goods marketers, and for good reason.  Reaching consumers 
in the in-store environment offers a number of benefits that cannot be matched by television or print mediums:  
large weekly shopper counts, retailer collaboration, heavy traffic, and ability to target a relevant 
message based on in-store placement. For pharmaceutical marketers, another distinct advantage is that 
a pharmacist is on hand to answer questions.

A recent study by the GMA and Deloitte Consulting found that over the next three years, in-store market-
ing activity will grow at a higher rate than any other marketing tactic. Even though pharmaceutical 
brands can’t be purchased on-the-spot when consumers see signage, the retail environment can none-
theless be an important moment of connection within the landscape of DTC media choices.

     Placement of Rx EDGE Information Dispensers

The in-store placement of Rx EDGE information dispensers is an important strategic decision and varies 
from brand to brand.  

 • More than half of Rx EDGE dispensers are installed at the shelf in the over-the-counter aisle that 
  corresponds with the pharmaceutical product.  Information regarding a prescription treatment for 
  acid reflux disease, for instance, would typically be placed in the antacid section.

 • Brands that do not have a direct OTC counterpart may choose to feature their product information 
  in high-traffic aisles such as analgesics.  

 • Approximately 15% of Rx EDGE placements are at the store’s pharmacy counter.  This is a good 
  place to reach a wide range of prospective patients, given the fact that over 1,300 prescriptions 
  are dispensed in a drug store in an average week.

 • Other programs are installed in the personal care section or in other areas that most closely
  correlate with the product and target audience.  For example, based on the comorbidity rates 
  between diabetes and high cholesterol, a statin brand may opt for placement with blood-glucose 
  testing supplies for diabetes monitoring.  

For optimal field of vision, Rx EDGE shelf programs are placed at the chest-to-eye-level.  Note that all 
placements are subject to retailer approval.  

Where consumers are shopping
Prescription purchases represent the largest share of the chain drug store merchandise mix, with 72% of 
total dollar sales. The “front end” of the store—defined as all non-prescription transactions---accounts for 
$42 billion in annual sales. In independent pharmacies, the concentration on pharmaceutical sales is 
greater, with 90% of store sales coming from prescriptions.
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Use matched-panel research to test alternative locations and messages

Through the use of matched panel testing, marketers can assess alternative locations, messages, 
and creative approaches. For example, an overactive bladder product executed Rx EDGE 
programs in both the feminine care section as well as the adult incontinence aisle. A migraine 
product tested variations in the color and design of the shelf dispenser. Other brands have run 
offer/no offer research panels.

     Growth of Retail Pharmacy

Community pharmacy plays an ever-expanding role in the healthcare and well-being of Americans.  
According to the 2008-2009 Chain Pharmacy Industry Profile, two out of three patients who visit a 
doctor leave with a prescription.  In 2008, more than 3.5 billion of those prescriptions were filled in the 
retail pharmacy---a 52% increase since 1997.  

Chain Pharmacy represents the largest component of pharmacy practice, composed of more than 
22,000 traditional chain drug stores and an additional almost 17,000 pharmacies within supermarkets 
and mass merchant stores.  Together, these outlets account for 61.1% of all retail prescription drug sales.  

Independent pharmacies account for 17.3% of retail pharmacy prescription drug sales.  A key distinction 
of independent pharmacies is their concentration on pharmaceutical sales:  independents derive about 
90% of their store sales from prescriptions.  

Pharmacies today are more than places 
where drugs are dispensed and where 
consumers can pick up a few necessities. 
They are a convenient destination whenever 
health concerns are top of mind and remedies 
are being sought. Pharmacies are responding 
to these positive trends by providing screenings 
and wellness programs focused on healthy 
lifestyles. Retail clinics are also expanding 
significantly, further reinforcing the pharmacy’s 
role as an important healthcare resource.

Promoting a pharmaceutical brand in this thriving environment is a powerful way to connect with 
involved, engaged consumers who are actively seeking products and information.  

Get the Most from your Rx EDGE In-Store
Marketing Program
From information-gathering at the pharmacy counter to reading signage 
throughout the retail space, consumers are paying attention to the communications 
available in their local pharmacies. Rx EDGE in-store programs give marketers 
the opportunity to reach consumers in the pharmacy at every stage of their 
healthcare management:  in the pre-diagnosis phase, at initial treatment, and 
throughout the therapy period.

Since the company’s inception in 2000, Rx EDGE has been a leading force 
and innovator in the retail pharmaceutical marketing sector. It is one of the few
pharmaceutical marketing vehicles for which results can be reliably measured, 
thus enabling marketers to evaluate the impact of their campaigns and optimize 
their investment.  In this document we are highlighting some of the key learnings 
we have compiled through our work in 380 in-store programs encompassing 
100 brands, 57 manufacturers, and 44 therapeutic categories.  

Prescription Drug Sales, $259.4 Billion, by Type
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Source: IMS HEALTH 2008 Data
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     Inclusion of Incentive Offers

Slightly over half of all Rx EDGE in-store programs feature an incentive offer of some type, either to 
generate trial or to improve adherence.   Examples include:

 • Mail-in offer for a rebate check

 • Coupon promotion good for $15
  off a prescription

 • Free 14-day trial offer

Many brands also use Rx EDGE in-store communications to invite consumers to call a toll-free number 
or mail-in for more information, or to direct consumers to websites for the latest news, offers, and 
relationship marketing initiatives.

Impact on program results 

Most Rx EDGE content is focused on product information 
along with disease state education.  Whether or not 
to also include an offer is a strategic decision, based 
upon the objective of the program. For retail-delivered 
communications, the ability to engage consumers 
depends on many factors.  Incentive offers should be 
viewed as just one component of the total effort.

Key considerations are message relevance as well as 
the consumer’s “health mindset” while he or she is in 
the pharmacy. If the primary product message is 
motivating to the consumer, the addition of a mail-in 
offer will often bring about patient action and generate 
a higher overall return on investment.

         Program Timing and Store List Selection

Factors to consider in selecting retailers
Rx EDGE reaches consumers through pharmacy retailers that represent 51% of all U.S. retail prescription 
dollar volume in the Chain Drug, Supermarket, Independent and Mass trade channels.

Incentive offers should be viewed 
as just one component of the total 
effort. Key considerations are 
message relevance as well as the 
consumer’s “health mindset” while 
he or she is in the pharmacy.  If the 
primary product message is
motivating to the consumer, the 
addition of a mail-in offer will often 
bring about patient action and 
generate a higher overall return on 
investment.   
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Results—branded and unbranded campaigns 

communications in their marketing plans, depending on the stage of the product’s lifecycle and where 
patients are in the awareness-to-treatment process.  Another key consideration is conformance to 
DDMAC and regulatory guidelines. 

When consumers are shopping in the pharmacy, healthcare concerns are top of mind. They are 
looking for information and are receptive to informational messages.  Keep this foremost in view and 
deploy communication “triggers” that are appropriate to the retail setting.
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Results—branded and unbranded
campaigns 

A review of programs from 2005-2008 reveals 
very little difference in script lift results or return on 
investment between branded and unbranded 
efforts. The decision should be made in the 
context of the overall media mix. Brands typically 
use a combination of branded and unbranded

When consumers are shopping in the 
pharmacy, healthcare concerns are top 
of mind.  They are looking for information 
and are receptive to informational 
messages. Keep this foremost in view and 
deploy communication “triggers” that are 
appropriate to the retail setting.  

      Creative Considerations for the In-Store Environment

Most of our shelf dispensers are placed next to or near products that address similar health concerns, 
so you know they will be seen by a receptive audience. This means that marketers have a great
opportunity to align their messages with the needs of the consumer and really connect with the target 
audience.  As with most other media vehicles, a brand promotion delivered in the store needs to
stand out from competing messages.  Remember to keep the communication simple and focused on 
stopping power.  

Tailor messages to the needs of the target audience

Reach out to consumers with a message that says “this is 
relevant to me”.  One good way to do this is through direct 
association with the specific store section .  By mentioning the 
condition in your headline---heartburn, headache, insomnia, 
eye allergies---you will make a faster consumer connection.
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Unlocking the power of retail pharmacy marketing

Targeting, message relevance, and education are the components that make a 
pharmaceutical campaign work, and delivering the message in the pharmacy is no 
different. Consumers must connect with the message at a moment when it can 
affect their behavior. Placing actionable information in the pharmacy at this 
“moment of connection” can help consumers better understand their symptoms and 
move knowledgeably through the awareness-to-treatment experience.

Launch MaturityGrowth Stage

Objectives

• Stimulate brand awareness

• Acquire base of new
 patient starts 

Role of Rx EDGE Programs

• Convey detailed product
 information and key
 points of difference

• Communicate disease/
 treatment education
 and help patients learn
 more about a condition
 and whether it is
 relevant to them

• Deliver trial offers

Objectives

• Grow market share

• Build ongoing brand and
 disease awareness

Role of Rx EDGE Programs

• Communicate compliance
 and reminder messages — 
 help patients understand the
 importance of staying on
 therapy

• Deliver trial and continuity offers

• As competitive activities
 intensify, continue to
 promote brand benefits
 and points of difference

Objectives

• Retain patients through
 compliance and
 persistence messages

• If applicable, convert
 patients to new product
 versions and inform them
 about enhancements

Role of Rx EDGE Programs

• Deliver information
 about new indications

• Reinforce key brand
 attributes

 • “Migraine sufferers:  reach for relief”

 • ”Want to take control of your allergies?”

 • “Improved bladder control is possible”

 

A customized store list is supplied for each Rx EDGE program.  We work with you to develop a retailer 
line-up that will ensure that your message reaches the right consumer, at the time and place it will be 
most relevant. Store lists can be created by using any combination of factors: 

 • Value per store as defined by a chain’s percent of total U.S. Rx sales
 • Specified retailers:  full or partial chain
 • Designated Market Areas (DMA’s)
 • TDLinx:  Channel database
 • Brand-specific information:  sales regions, product availability,
  BDI/CDI, zip code, other geographic variables

Optimal program timing
Rx EDGE programs are available in eight six-week cycles throughout the year on a category-exclusive 
basis. Most brands will run one or more cycles in succession or execute “flights”, with one cycle 
on/one cycle off, followed by resumption with another cycle.  Such multi-cycle timing is ideal, because 
it maximizes brand awareness, allows time for patients to respond, and increases the total audience 
exposure to a message.  

     
     Mention a Brand Name on the Dispenser---or Not? 

Very few Rx EDGE programs are completely unbranded---meaning that both the dispenser box as well 
as the inserts inside have no brand name mention. However, in 40% of Rx EDGE programs, the outside 
of the box and the riser card/shouter do not communicate the brand name. Instead, the message is 
focused on the condition or store section.  Examples include:  

 • “Come here often?  Maybe what you
  have isn’t simple heartburn”

 • “Is your child’s ADHD treatment meeting
  your expectations?”

 • “Spending a lot on antacids?”

Our case studies provide an in-depth look at the results that can be achieved
with Rx EDGE. Visit www.rx-edge.com and click on Case Studies.

For more information, please contact us at
info@rx-edge.com or 866.697.9334

 • Up to 7 tablets free

 • $5 rebate on next purchase

Consider the section of the store where the
promotion will be placed

Take a look at the signs, packaging, and dominant colors.  
Explore graphic treatments that will help your program
stand out.

     Retail Pharmacy Programs and Adherence  

In order for an adherence effort to be successful, it is important to engage patients in a variety of
environments as they learn to manage their condition. While Rx EDGE in-store programs are often used 
to help establish a base of new patient starts, they are also deployed during a brand’s growth and 
maturity stages to build continued awareness and boost compliance.

When script data supplied by the retailer includes TRx as well as NRx vs. refills, the impact of Rx EDGE 
on total new as well as refill prescriptions can be assessed. This type of data furnishes directional 
information on the program’s effect on total longer-term volume related to compliance.  

Integrate with other media

Incorporate key messages from other media forms that the 
consumer is seeing.  Use identifiable colors, shapes, brand 
icons, and images to drive recognition. 

The best in-store creative:
  Demonstrates an understanding of the needs and motivations of the target audience

  Gains attention with a relevant message 

  Provides a “spark” and call to action to find out more

  Is tightly focused with clear, direct messaging

Get the Most from
your Rx EDGE In-Store

Marketing Program

2895 Greenspoint Pkwy, Suite 250
Hoffman Estates, IL 60169

866.697.9334 • rx-edge.com

©2009 LeveragePoint Media
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