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Marc’s stays true to vision
CLEVELAND — Only at 

Marc’s Deeper Discount stores 
might a customer’s shopping 
list include shampoo, vitamins, 
pain relievers, prescription drug 
refills and wall-to-wall carpet-
ing for the living room.

Marc Glassman Inc., which 
operates the Marc’s chain in 
northeast Ohio and half-a-dozen 
Xpect Discount Drugs stores in 
Connecticut, has built its repu-
tation on doing the unexpected. 
The addition of Marc’s Carpet 
for Less kiosks to 25 stores in 
Cuyahoga, Lorain and Medina 
counties in Ohio is just the lat-
est manifestation of a strategy 
that leverages seeming quirki-
ness to achieve resounding re-
tail success.

Marc’s began testing the 
sale of wall-to-wall carpeting 
in several stores last October 
and began expanding the ki-
osks before the end of the year. 
Day Armelli, marketing direc-
tor at the chain, says the move 
reflects the success Marc’s has 
seen other mass market retail-
ers enjoy with kiosk-based sales 
in various categories.

Marc’s has teamed up with 
Brook Park, Ohio–based Carpet 

Warehouse Inc. to offer the new 
service in its stores. Customers 
can choose their carpet from a 
selection merchandised at the 
in-store kiosk and schedule in-
home visits for measuring. After 
measuring, technicians give the 
customer an estimate of the job. 
Customers can also schedule 
installation dates through the 
kiosk.

The latest addition to Marc’s 
merchandise mix is another ex-
ample of the retailer’s ability to 
retain vibrancy in a format that 
has faded from the scene in most 
parts of the country. Marc’s is 
similar in appearance, merchan-
dise mix and operating strategy 
to the deep-discount drug stores 
that were an important part of 
the chain drug industry in the 
1980s and early 1990s.

While most of those chains 
have disappeared, Marc’s, which 
was founded by Marc Glassman 
in 1979, has not only survived, it 
has prospered. Marc’s Deeper 
Discount stores have become 
fixtures on the retail landscape 
in northeastern Ohio. 

“Marc’s has always been 
willing to experiment and try 
new things, but we never lose 

sight of our core identity as a 
price-driven retailer dedicated 
to meeting the needs of value-
conscious shoppers,” says a 
spokesman for the company. 

Over the years Marc’s has tried 
a number of innovations in stores, 
keeping some and discarding oth-
ers. Several years ago it greatly 
expanded the number of food 
products in its mix, including the 
addition of frozen food at some 
outlets. The strategy has been 
successful, and it continues to 
broaden its mix in that area. 

Among more recent additions 
to the food mix are a variety of 
ethnic products, including Wan-
chai Ferry Chinese dinner kits, 
Old El Paso taco dinner kits and 
Taco Bell flavored taco shells 
and salsa with cheese.

No retailer bats a thousand, 
however, and Marc’s is no excep-
tions. Among experiments that 
never earned a permanent place 
in the chain’s eclectic mix of prod-
ucts and services is the kitchen-
remodeling department it floated 
in a few stores some years back.

Name brand products in food, 
health and beauty aids and 
general merchandise catego-
ries dominate Marc’s merchan-

dise mix, and 49 of its 60 stores 
include pharmacies. It was only 
in the last few years that Marc’s 
began accepting credit cards, 
and it limits those transactions 

to the Discover Card only. It 
does accept manufacturers’ 
and its own coupons but places 
more restrictions on their use 
than most retailers do. 

A program the chain launched 
last year to offer prepaid gas 
cards at Marc’s stores has prov-
en popular and been expanded 
in the wake of rising gas prices. 
Partnering with Speedway Su-
perAmerica LLC, a chain of gas 
stations and convenience stores 
owned by Marathon Oil Co., 
Marc’s sells the cards in $25, $50 
and $100 denominations, which 
must be paid in cash. Buyers 
get a discount of 10 cents a gal-
lon off the pump price when 
they use the cards to buy gas at 
Speedway gas stations. 

With gas prices constantly ris-
ing, the cards have proven to be 
an effective marketing tool and 
traffic builder for the chain. Con-
sumers can reload the cards at 
any Speedway station, but they 
only get the 10-cents-a-gallon 
discount with cards purchased 
at Marc’s. “It’s a locked-in sav-
ings for our customers, no mat-
ter how high gas prices go,” the 
spokesman says.

A major marketing event for 
the chain continues to be its 
sponsorship of the I-X Indoor 
Amusement Park at Cleveland’s 
I-X Center in the spring. Marc’s 
has been a marketing partner 
with the event — billed as “The 
Official Cure for Cabin Fever” — 
for the three years it has been in 
existence. Discounted tickets to 
the event are sold at all Marc’s 
stores and help to generate ad-
ditional store traffic.

Throughout its almost 30-year 
history Marc’s has proven to be 
opportunistic and successful 
when it comes to expanding. 
Although it does not reveal its 
plans for future expansion, it 
continues to advertise for new 
store managers, always with a 
reference to its plans to contin-
ue growing the chain.

USA Drug finds strength in retail diversity
LITTLE ROCK, Ark. — As 

chain drug retailing continues 
to evolve into a business domi-
nated by a handful of giant 
chains, USA Drug is providing 
consumers with another op-
tion — a midsize retailer with a 
strong local flavor.

Operating 148 stores in six 
states under six different ban-

ners, the company can appear 
to many shoppers as even 
smaller than it really is. 

But as the drug chain contin-
ues to expand and move into 
new markets — it opened its 
first stores in Kansas last year 
— executives say it is becoming 
more recognizable to consum-
ers and to industry insiders.

At the same time the compa-
ny is raising its profile through 
philanthropic efforts.

Last month, for example, USA 
Drug gave the College of Phar-
macy at the University of Ar-
kansas for Medical Sciences a 
$100,000 grant to help finance 
the school’s new communica-
tions skills program.

The gift, which will be made 
over the next five years, will help 
fund programs that assist phar-
macy students in developing 
better communications skills.

“USA Drug is proud to show 
our support for the college and 
this ambitious effort,” company 
founder and chairman Stephen 
LaFrance says. “We have formed 
a productive partnership with 
the college and look forward to a 
long and fruitful association.”

USA Drug opened its first store 
in 1968 in Pine Bluff, Ark. and has 
been growing ever since. Since 
1997 it has expanded its store 
base from 16 to its current 148.

‘‘Our focus has been to con-
tinue capitalizing on the syn-
ergies between the different 
companies that we acquired,’’ 
says president and chief ex-
ecutive officer Joe Courtright, 
who is in his second year as the 
company’s top executive.

At the heart of USA Drug’s ef-
fort is reducing the number of 
different stores it operates in a 
given market.

It also strives to give shoppers 
in the markets it serves a vari-
ety of shopping options.

In Tulsa, Okla., for instance, 
USA Drug acquired May’s — 
which also operated stores 

under the Drug Warehouse 
banner — and Med-X within a 
few months of each other a few 
years ago. The three stores are 
distinct in their sizes and offer 
shoppers different experiences, 
notes Courtright.

That variety of store sizes, he 
says, is a major characteristic of 
USA Drug’s store base. While 
the company’s Ike’s stores in the 
Memphis market measure nearly 
40,000 square feet, USA Drug has 
some units that barely exceed 
3,000 square feet. 

Courtright points out that USA 
Drug is far from overly repre-
sented in the markets it serves. 
The five states it is in — Arkan-
sas, Mississippi, Missouri, Okla-
homa and Tennessee — cover 
nearly 278,000 square miles and 
are home to more than 20 mil-
lion people.

‘‘We are looking at a number 
of new and existing markets in 
which to acquire independents 
and expand our presence,’’ he 
says, noting that the company 
has recently ramped up its ac-
quisitions team in an effort to 
speed up its growth.

In the immediate future USA 
Drug is looking to build a better 
support system for the stores it 
has acquired over the past few 
years, Courtright says. 

The main focus, he notes, will 
be on centralized inventory 
management, SKU rationaliza-
tion and planogramming.

In addition, the company plans 
to implement a new integrated 
point-of-sale and pharmacy sys-
tem and to add more in-store 
clinics to the five it already has.

USA DRUG
Top ExEcUTivE•	

Joe Courtright, president and CEO

HEADqUARTERS•	
2100 Brookwood Dr. 
Little Rock, Ark. 72202

Phone: (501) 296-3300
Fax: (501) 296-3350
Web site: usadrug.com

inDUSTRy RAnk•	  —15 in sales, 14 in stores
Full-year results •

Sales — $906.7 million (+7.7%)*
Net earnings — N/A
Net margin — N/A
Comparable-store sales — +5.9%*

Number of drug stores — •  148

Number of states operating — •  6

Number of stores opened in 2007 — •  17

Number of stores closed or sold in 2007 — •  5

Number of stores planned for 2008 — •  18

Average sales per store — •  $6.04 million

Average store size — •  9,000 sq. ft.

Distribution — •  Warehouse
* CDR estimate.
N/A = Not available.

MARc GlASSMAn
Top ExEcUTivES•	

Marc Glassman, chairman and CEO  
Kevin Yaugher, president and COO

HEADqUARTERS•	
5841 W. 130th St. 
Cleveland, Ohio 44130

Phone: (216) 265-7700
Fax: (216) 265-7737
Web site: marcs.com

inDUSTRy RAnk•	  — 14 in sales, 24 in stores
Full-year results •

Sales — $1.13 billion*
Net earnings — N/A

Number of drug stores — •  60 (49 with pharmacies) 

Number of states operating — •  2

Number of stores opened in 2007 — •  0

Number of stores closed in 2007 — •  0

Average sales per store — •  $18.8 million*

Average store size — •  25,000 sq. ft. to 53,000 sq. ft.

Distribution — •  Warehouses (2)
*CDR estimate.
N/A = Not available.
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