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Introduction
In today’s consumer marketing world, it is by now well-understood that strategies for successfully reaching
a desired audience can no longer rely solely on the old “push” model--–because it tends to thrust brand
information onto consumers when they don’t want it, don’t need it, aren’t looking for it, and probably
won’t do anything with it. And those in the pharmaceutical sector have additional challenges compared with their
fellow marketers of packaged goods, home electronics, or other consumer- directed products.  Even if you’re not
looking for a new car, you may not mind encountering an occasional marketing communication from an automaker. 
It might even be rather fun to see it.  But there is, relatively speaking, nothing fun about pharmaceutical product
messages. People normally do not want to be confronted with information about drugs and illness unless they or a
loved one have a need–in the form of symptoms, general concerns, or a current known condition. Only then will
they take notice. 

For pharmaceutical companies, the key is to reach the right people and to do so when they are searching for
solutions, motivated to take action of some kind, and willing to focus attention on communications that they
perceive as valuable.
  
As pharmaceutical brands continue to look for ways to meaningfully engage with patients in this ever-changing
healthcare landscape, new channels are emerging and existing ones are transforming.  One of those “transformative”
channels is the retail pharmacy. No matter what the setting––in a chain drugstore, an independent, a mass-merchant,
or a supermarket––its function is changing dramatically. Pharmacies are increasingly becoming destinations for
convenient healthcare with wellness events, immunizations, screenings, and on-site clinics. If pharma marketers think
of the “retail pharmacy” as just a place where drugs are dispensed and a few necessities can be picked up, they
are overlooking an opportunity to gain access to a significant audience of current and prospective patients.
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This white paper will examine the most recent pharmacy trends and
what they mean for pharmaceutical marketers:
 
 Pharmacy’s multi-faceted evolution:  Rx dispensers, social
 gathering spots, healthcare destinations and “outlet of choice”
 for multiple healthcare products
 
 Value as a media platform in multi-channel engagement strategies

 Overview of current engagement tactics available 
 
 Measurement tools
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Health: Then and Now
Unless you are part of a certain generation, you may find it hard to
believe that at one time, many corner drugstores were also popular social
gathering places.  At the start of the 19th century carbonated “soda waters”
were considered a health aid, so they became a natural part of drugstore offerings
for their perceived medicinal value. After a time, flavored syrups were added
to the soda water, followed by ice cream. As these items grew in popularity, the
“soda fountain” emerged as an important fixture in most American drug stores.
Some even came complete with ornate onyx countertops, dazzling fixtures of
silver and bronze, and Tiffany lamps. People came in for their toiletries, well-being
needs, cosmetics, Rx refills… and milkshakes with friends!  These special areas
drew huge numbers of people and solidified the drug store’s status as a community
centerpiece. This trend continued well into the 1950s; so entrenched, in fact,
that the magazine Drug Topics even featured a special section on “fountain
management”.  

But over time, as fast-food chains and ice cream stores spread and bottled soda
became widely available, soda fountains began to decline rapidly in number. Today,
a few survive but for the most part they have been relegated to a place of nostalgia
and history. 

While the soda-fountain concept eventually ballooned into a decades-long social phenomenon,
it is important to remember that its origins were in health. Soda-water at the time was considered a
health remedy and people visited their local drugstore looking for remedies. They still do.   

People came in
for their toiletries, 

well-being needs,
  cosmetics, Rx refills…

and milkshakes with 
friends! These special 
“soda fountain” areas 

drew huge numbers of 
people and solidified 
the drug store’s status 

as a community 
centerpiece.

PHARMACY
nowthen

Still a destination of choice
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Health: Then and Now
While community drugstores aren’t the gathering spots they once were, they are still drawing in the
people….275 million a week1, as a matter of fact.  What are all these people looking for?  

 Daily needs:  Pharmacies are a vital, convenient source for necessities of all kinds and are the outlet of choice for
 a variety of health-related items.  47% of OTC purchases are made in retail chain drugstores2.
 
 Prescriptions: While mail-order and online channels play a role, more than 87% of prescriptions3 are dispensed
 in retail brick and mortar stores.
 
 Pharmacist-provided services:  The National Association of Chain Drug Stores emphasizes the education and
 training of pharmacists, saying, “Specifically, community pharmacists are trained and educated to provide
 comprehensive chronic medication management, health screenings, preventative care, and pharmacogenomics
 counseling; order and interpret lab tests; initiate and modify medication regimens; provide rapid diagnostic testing
 (e.g. flu, strep and others); perform physical assessments; and provide immunizations and health and wellness
 care.”4 For example, 200,000 pharmacists are trained to administer vaccines in the U.S, almost quadruple the
 number from just five years ago5. People are taking advantage of this service in huge numbers, too. 18.5 million
 vaccines were administered in pharmacies in 20136.  
 
 Convenient treatment services:  With the advent of in-store clinics, consumers can now get treatments for
 minor ailments, take care of their kids’ school physicals, participate in wellness screenings, and more. 

Disease
ManagementVaccinations

Blood Pressure
Monitoring

Healthcare
Information
Resources

Health Services

RETAIL PHARMACY

Screenings

Clinics: Treatments,
PhysicalsRETAIL PHARMACY

Vitamins

At-Home
Tests

Home Medical
 Supplies

Fitness
Accessories

Weight
Management
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Stages on the way to a healthcare decision – pharmacy's role

In the Aisles of the Pharmacy…..on the Minds of Patients
When considering the stages that people go through on their way to a treatment decision, pharmacy’s
additional value component becomes clear:  it is a setting that is conducive to providing information and
education.  For pharmaceutical companies, this information will be most useful when it is delivered at a healthcare
“mindset moment”.  Many of these moments occur in the pharmacy setting as patients are looking for information
and remedies, seeing a pharmacist, picking up a prescription, continuing to use or supplement with OTC’s, and
purchasing ancillary products.

Value as a Media Platform
Multi-channel marketing is an increasingly complex topic in the pharmaceutical marketing landscape
today. It certainly doesn’t involve simply deploying assorted communication avenues in the hopes that something
out there reaches the intended individual.  Success is based upon establishing a brand presence and connecting
with people in different ways and at numerous access points, depending on where and how they want to be
engaged. 
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Value as a Media Platform
Pharma marketers face unique challenges, but what it all comes down to is consideration of certain key criteria when
making media and channel choices:  audience, environment, ability to connect with and educate, appropriateness
based on the lifecycle stage, targeting, measurement, and cost efficiency.  

Choosing the
Channel: Criteria How Pharmacy

Measures Up

275 million people visit a U.S. pharmacy each week

Pharmacies are increasing their role as healthcare
destinations, offering full-service clinics, vaccinations,
wellness events, pharmacist services

People tend to visit pharmacies for specific
healthcare needs and are looking for information
and solutions

The retail pharmacy channel can be a strategic
asset at every phase of a pharmaceutical product’s
lifecycle: awareness, trial, usage, and adherence

Tactics available can be deployed in a highly
targeted manner in order to reach the optimum
group of potential patients

Matched-panel research using test and control
methodology is the industry standard

Given the size of the audience and their level of
engagement, in-pharmacy communications can be
delivered at a significantly lower CPM than other
media forms and channels 

Reaches a sizable audience of
current and prospective patients

Environment is conducive to the
delivery of healthcare-focused
messages to patients and
caregivers

Connects with and educates
consumers when they are
receptive to brand information

Can address goals throughout
product launch, growth, and
maturity stages

Well-positioned for targeting
applications so that the right
consumer group is reached

Lends itself well to quantitative
measurement techniques to
determine program impact
and ROI

Reaches the intended consumer
effectively and efficiently
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Value as a Media Platform

Pharmacies are a part of most
people’s daily (or at least weekly)
lives. Because they are visited
with regularity and frequency,
pharmacies can be an ongoing
presence as part of a continuous
communication “loop” and
should be integrated with other
elements of the marketing mix.

PHARMACY

In the Pharmacy
Shelf talkers/information

dispensers
Blood pressure machine advertising

Health-related publications
Discussions with the

pharmacist

In the Doctor’s Office
Co-pay and rebate cards

TV monitors in waiting rooms
Sampling

Exam room materials

Back to the Pharmacy
(pick-up)

Educational reminders at the
pharmacy counter

Discussions with the pharmacist
Condition-specific information

with prescriptions

In the Home/On the Go
TV, magazine, radio
Targeted mailings
Mobile advertising
Online banners and

other ads

PHARMACY

Overview of Current Engagement Tactics Available in
the Pharmacy Channel
There are a variety of methods and targeting tools available to pharmaceutical marketers for reaching
patients through pharmacy-specific programming. Some of the most common include:

1. At-shelf information dispensers.  Brands target specific space in the health or personal care area that best
 correlates with their potential audience based on demographic and geographic factors. The dispensers may
 contain: information about the product, doctor discussion guides, savings offers, and disease education
 materials.

2. Attachments with the prescription itself:  Brand messaging and information can be delivered with the bag
 or stapled to it and can include:  product details, how-to-take, side effects, adherence program information.
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Overview of Current Engagement Tactics Available in the
Pharmacy Channel (continued)

3. Specialty health publications:  These typically are available at prescription counter pick-up areas (as well as
 online) and emphasize either a specific disease state or cover general healthcare topics.  
 
4. Digital screens, blood pressure machines, brochure racks:  Located near the dispensing area, these
 vehicles deliver health-related content focused primarily on education.

5. Pharmacist interactions:  Includes patient counseling, face-to-face communications, medication reviews,
 clinical services, and handling outbound calls. 

Effective implementation of these and other mechanisms is taking in place at thousands of pharmacies. The ultimate
goal is focused on helping customers achieve better health, an enhanced understanding of conditions and potential
treatments, and a more valuable experience in the pharmacy.  

Proving the Performance:  Measurement
The value of pharmacy as a brand communication channel is
unassailable. The audience is significant. Pharmacies have become
true healthcare destinations. The targeting capabilities are readily
available. The consumer is looking for solutions and is in the right
“mindset” for healthcare messages. But now for the ultimate question:
how can pharmacy marketing efforts be measured?

The answer lies in the deployment of matched-panel analysis, which
allows marketers to precisely evaluate sales effect. Matched-panel
analysis is one of the most effective assessment models currently
available, because it allows for the isolation of the variable (the in-
pharmacy program) to the test panel. Actual prescription sales data
is used, which means that the results are quantifiable and specific.
Any increased volume in the test stores can be attributed to the
program. From that number, a dollar-to-dollar ROI—the essential
standard for determining effectiveness—can be calculated.

But now for the ultimate question:
how can pharmacy programs be
measured?  The answer lies in the
deployment of matched-panel
analysis, which allows marketers to
precisely evaluate sales effect.
Matched-panel analysis is one of
the most effective assessment
models currently available, because
it allows for the isolation of the
variable (the in-pharmacy program)
to the test panel.
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Conclusion:  Rethinking Strategies for the Future
Fundamental shifts in the retail pharmacy have made it a vibrant and significant patient engagement
channel, offering multiple opportunities for pharmaceutical marketers.  Forward-thinking retailers are enacting
strategies that expand their function in health and wellness.  These efforts are translating into increased shopper traffic,
heightened consumer interest, and changes in perceptions about how, where, and by whom healthcare should be
delivered.  By presenting targeted options for educating patients in an environment that is expanding its health profile,
pharmaceutical companies can provide patients with the knowledge they desire at the time they are seeking it.

"At Rite Aid, we're committed to actively working with our customers to keep them well and that includes developing
new ways to improve access to high-quality healthcare. Through our innovative Rite Aid Health Alliance program, we
will help patients with the resources and support necessary to successfully manage their conditions and improve their 
overall health and wellbeing." 
 John Standley, Chairman and CEO, Rite Aid
 Announcing new Health Alliance program – March 2014   

"The nation's health care system is in a period of transformative change, which is impacting consumers, employers,
health care providers and government.  As a result, CVS Caremark is evolving as an integrated health care company that
is poised and ready to address the cost, quality and access conundrum in health care today."

 Larry Merlo, President and CEO, CVS Health
 Addressing Detroit Economic Club – June 2014

“We are in two dynamic industries – retail and health care – that are converging as consumers become more involved
in shopping for their health care solutions.”
 Greg Wasson, President and CEO, Walgreen Co.
 From 2014 Annual Shareholders Meeting – January 2014

Forward-thinking retailers are enacting strategies that expand their function in health and wellness

Any increased volume in the
test stores can be attributed

to the program
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Rx EDGE Pharmacy Networks: Unlocking the
Power of an Important Channel 
Healthcare in the United States continues to evolve, as well as the way health information is accessed.
Patients now seek out information about conditions and treatments from multiple sources in an effort to be better
informed and to communicate effectively with their healthcare providers. Reaching the right consumer with appropriate
information when they are searching for a solution is an important step in creating a well-informed patient who will
interact successfully with the healthcare system.

Since 2000, Rx EDGE Pharmacy Networks has helped multiple pharmaceutical brands achieve success by promoting 
their products in a nationwide network of retail pharmacies. The Solutions at the Shelf™ marketing program delivers
actionable information at the Mindset Moment™, helping current and potential patients better understand their
symptoms and move more knowledgeably through the awareness-to-treatment experience.

SOURCES 1. Giberson, Scott F. Public Health Reports. “Million Hearts: Pharmacist-Delivered Care to Improve Cardiovascular Health”. January-February 2013, volume 128  2. Drug Store News. “Drug
store channel of choice for OTC buyers”. November 27, 2012. Via AccentHealth poll.  3. IMS. “Medicine use and shifting costs of healthcare”.  April 2014.  4. NACDS. “As Senate Panel Eyes Chronic 
illness, NACDS Positions Pharmacy as Solution”. July 15, 2014.  5. Rotholz, Mitchel C. American Pharmacist Association. “The Role of Community Pharmacies/Pharmacists in Vaccine Delivery in the
United States.” June 2013.  6. Johnsen, Michael. Drug Store News. “Survey: 1-in-5 Americans got their flu shot at a retail pharmacy”. February 1, 2013. Via Ipsos Public Affairs poll.

We understand the importance of retail pharmacy and its emergence as a critical healthcare destination.
Through our work with 136 pharmaceutical brands and over 60 manufacturers encompassing 55
therapeutic categories, we have gained considerable insights and we leverage this comprehensive
knowledge to create programs that have a quantifiable impact on prescription sales. Contact us:

Michael Byrnes
michael.byrnes@rx-edge.com

610.431.7606

Kathleen Bonetti
kathleen.bonetti@rx-edge.com

847.879.6036
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