
Pharmacy can double as a powerful marketing tool
  NEW YORK - Most purchasing decisions are made when 
consumers are in the store, research suggests.  And that 
gives store aisles and shelves the potential to be valuable 
places in which to advertise.

  The drug store's potential as a marketing vehicle for 
prescription drugs was explored earlier this year at the DTC 
National Conference, a forum devoted to the direct-to-
consumer marketing of pharmaceutical products. Gary 
Norman, executive vice president and general manager 
of a company called Rx EDGE, said at the time that in-store 
promotions are an emerging trend that is allowing drug 
makers to boost their emphasis on patient information and 
education.

  "Retail pharmacies are attractive, cost-effective and 
perhaps underutilized outlets for reaching consumers who 
want to learn about various conditions and treatment 
options," Norman argued during a preconference workshop 
titled "Beyond Broadcast and Print: A Full Analysis of DTC 
Media Vehicles."

  Rx EDGE, a business unit of LeveragePoint Media, 
promotes pharmaceutical brands with at-shelf dispensers, 
counter displays, counter mats and other in-store media in 
more than 17,000 pharmacies in the United States.

  Such ads are uniquely effective in educating consumers 
because the pharmacist is on hand to answer any questions 
the displays provoke, Norman said. "Research shows that 
60% of drug store customers ask for a pharmacist's advice 
about new prescription drugs."

  The effectiveness of in-store advertising and promotions in 
the drug store is by no means limited to medications. 
Research by Point of Purchase Advertising International 
(POPAI) has quantified the value of in-store advertising in 
the drug store class of trade. 

  The study, conducted in 2004, is the most recent and most 
thorough look at the effectiveness of in-store advertising in 
chain drug stores. It was carried out in 127 drug stores 
throughout the country and operated by Walgreen Co., CVS 
Corp., Rite Aid Corp. and Brooks Pharmacy. Suppliers 
participating in the study included PepsiCo Inc.'s Frito-Lay 
unit, Pharmavite LLC, Cadbury Adams USA LLC and 
Unilever.

  POPAI's chain drug store study found that in-store (or at-
retail) advertising delivers a 6.5% increase in incremental 
sales, on average. Combining such advertising with promo-
tions provides the biggest gains.

Some of the other findings from the study were:

• Nearly one-third (31%) of the brands studied experienced 
a sales lift of more than 20%.

• At-retail advertising drove additional sales 70% of the 
time.  Chain drug stores reach an average of 5,850 people 
per week. That compares with 8,500 for large chain super-
markets.

• At-retail advertising costs range from $1 to $9 per thou-
sand impressions.

• Brand messaging and sweepstakes drove the largest 
increases in promotion-related sales.

• Educational at-retail advertising for health and beauty 
care products drove incremental sales 90% of the time, with 
increases ranging from 4% to 22%.
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THE STORE EXPERIENCE

According to recent industry reports, spending by drug 
manufacturers on direct-to-consumer advertising increased 
by more than 8 percent in the first half of 2006 compared 
with the same period last year, with total DTC spending 
for the six month period at $2.46 billion.

In its October issue, DTC Insights reported that 
disease education efforts are claiming a larger 
share of DTC budget allocations, climbing 
from 6% to 9% of the total.  Greater empha-
sis on disease education also is fueling 
increased utilization of in-store marketing 
campaigns, says Gary Norman, executive 
vice president and general manager, Rx EDGE 
“There is no better place than the pharmacy to 
educate consumers and motivate them to see 
their doctor or talk to a pharmacist about different treatment
approaches,” he said.

As part of its complete account-service 
approach for creating in-store marketing 
campaigns that attract consumer atten-
tion, Rx EDGE offers its clients extensive 
in-house art and design capabilities.

“Whether it involves adapting a concept 
from an existing print or television 
campaign or starting from scratch, we 
have an excellent creative team that 
provides comprehensive art and design 
service to support all of our in-store 
marketing programs,” said Kathleen 
Bonetti, vice president of marketing.  

The subject of in-store marketing of prescription drugs continues to generate 
significant attention in the media and Rx EDGE is well represented in the 
coverage.

The September 11 edition of Chain Drug Review included an article titled 
“Pharmacy Can Double as a Powerful Marketing Tool.”  The story reported 
that in-store marketing was a featured topic at a DTC National Conference 
pre-conference workshop in which Gary Norman of Rx EDGE was a panelist.  
It related that Norman told the audience “in-store promotions are an emerging 
trend that allow drug makers to boost their emphasis on patient information 
and education”. He added: “Retail pharmacies are attractive, cost-effective 
and perhaps underutilized outlets for reaching consumers who want to learn 
about various conditions and treatment options.”  

Rx EDGE also was covered in a September supplement to Med Ad News.  
In a Q&A formatted article, Norman said:  “While other forms of DTC, such as television 
advertising, can be good for building brand awareness, in-store marketing is more 
targeted and provides detailed information that is impossible to communicate in a brief 
commercial.  Targeting consumers when they’re thinking about health care in the phar-
macy is almost perfect timing for optimal receptivity to brand messages.”
  

Where are the dispensers placed on shelf? 

In what locations in the store can my information 
dispenser be placed?

More than half of Rx EDGE dispensers are installed at 
the shelf in the OTC aisle that corresponds with the  
manufacturer’s product. For example, information 
regarding a prescription treatment for osteoporosis 
would typically be placed in the calcium-supplement 
section. 

Nearly 30 percent of Rx EDGE placements are at the 
store’s pharmacy counter. 

Other programs are installed in the personal care 
section or in other locations that most closely conform to 
the manufacturer’s product or target audience. 

Services offered by the Rx EDGE
Design Center include:

Creative concept development 

Adaptation of existing ad-campaign art and photos for in-store displays

Assistance in locating photos and images

Development of a variety of prototypes

Rapid turnaround and industry know-how based on
extensive experience in pharmaceutical brand marketing

Norman added that recent in-store campaigns focused on 
educating consumers about conditions like acid reflux disease 
have been successful in convincing many to seek treatment. 

“For example, many of those who have heartburn turn to 
OTC products,” said Norman. “When disease-specific 

information is made available in the antacid section of 
the pharmacy aisles, it captures the attention of 

these key consumers.”

Norman predicts pharmaceutical manu-
facturers will continue to emphasize 

disease education. “Education is the most 
credible and effective way to begin to build a 
relationship with consumers. Many won’t even 
think about talking to their doctors about 

prescription treatments until they better understand 
what their symptoms mean.”

First-Half DTC Spending Up 
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Rx EDGE Offers Art && Design Services

Rx EDGE FAQs about . . . PLACEMENT
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Rx EDGE
Division of LeveragePoint Media

2895 Greenspoint Parkway
Suite 250
Hoffman Estates, IL 60169

Telephone: 866-697-9334

Website: rx-edge.com

Business Contacts:

Gary Norman

847-879-6039
gary.norman@rx-edge.com

Michael Byrnes

856-778-4294
michael.byrnes@rx-edge.com

Albert Negron

203-375-9580
rxedge@snet.net

Rob Blazek, RPh

317-884-0250
rob.blazek@rx-edge.com

Christopher Shepard

856-662-4294
chris.shepard@rx-edge.com

Gary Norman
EVP, General Manager

Rx EDGE

Products & Services

Rx EDGE® Shelf: prominent information dispensers installed at the shelf near targeted OTC or other products

Rx EDGE® Counter: mats and information dispensers installed at the pharmacy counter

Complete research package: prescription sales impact analysis conducted by an independent research company

Authorized placement at over 18,000 retail pharmacies nationwide

Comprehensive art and design services to support your in-store programs

This is an edited version of a July interview with

Gary Norman, executive vice president and gen-

eral manager for Rx EDGE, the leader in phar-

macy-based, direct-to-consumer pharmaceutical

promotion.

What do you see as major trends in DTC
marketing today?
The dominant DTC trend is all about
education and targeting---getting closer
to the patient. Education influences
consumer behavior in creating
disease awareness and motivat-
ing visits to physicians. Edu-
cational information focused
on disease awareness and the
benefits/side effects of certain
prescription drugs can empower
patients to speak productively
with their doctors.

How can DTC marketing influence
disease awareness?
More than ever, people are
actively managing their health
care. As a result, consumers have become
avid readers of health information and seek
it via a variety of sources. By researching
a specific condition or just reading about it,
you can better prepare yourself and make
the right choices concerning possible treat-
ments. Having actionable information read-
ily available in the pharmacy, for example,
can help someone better understand symp-
toms. ‘The symptoms described in this
brochure are what I have, so it’s time to see
my doctor.’ That’s actionable information.
It caused a behavior change that could result
in a prescription sale.

Why is in-store marketing proving to be so
effective in reaching consumers?

While other forms of DTC, such as televi-
sion advertising, can be good for building
brand awareness, in-store marketing is more

targeted and provides detailed information
that is impossible to communicate in a brief
commercial. However, both work well
together within the framework of integrated
marketing campaigns. In-store marketing
can focus on the disease as well as the
product. Targeting consumers when they’re
thinking about health care in the pharmacy
is almost perfect timing for optimal recep-
tivity to brand messages. For example, if

information about psoriasis is located in the
aisle with moisturizing lotions and medicated
creams, you will reach consumers with
chronic dry skin problems.

Why is in-store marketing achieving wide
acceptance among brand managers?
One key reason is that Rx EDGE programs
are measurable. We use an outside research
company to conduct matched-panel studies
assessing the impact of all our in-store cam-
paigns. On average, our programs are yield-
ing prescription sales lifts of 10% percent
and a return on investment of $6.40:$1.00.
No other promotional medium’s impact
on sales can be measured in such a precise
way. Rx EDGE is now a critical promotion
vehicle for major pharmaceutical brands.
To date, we have worked with more than 75
brands across 50 companies.
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Fall 2006 Fall 2006

For optimal consumer response, studies show that 
information in the aisle should be presented at 
chest-to-eye level.

The in-store placement of Rx EDGE information 
dispensers is an important strategic decision and 
varies from brand to brand. Note that all place-
ments are subject to retailer approval.
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