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Pharmasave supports members’ long-term viability
LANGLEY, British Columbia 

— Pharmasave Drugs offers its 
pharmacist-owners what it con-
siders a win-win proposition: 
They can remain independent 
while taking advantage of the 
central office’s products and 
services.

“Our entire culture has been 
built on trust, adding value and 
long-term viability to our share-
holders, who are Pharmasave 
store owners,” states the com-
pany’s web site.

Ever since it began operations 
28 years ago, the cooperative 
has subscribed to a “mem-
ber-governed” philosophy. A 
democratic entity, the coopera-
tive gives its regional boards 
authority to shape the organi-
zation and influence external 
business factors.

The nonprofit national and re-
gional offices provide member 
support on various levels, from 
retail operations to strategic 
planning. The company’s prima-
ry focus is to boost store profits, 
“not to increase the offices’ bot-
tom line,” its web site says.

“The support that I have re-
ceived from Pharmasave has 
been amazing,” says John Ken-
nedy, a store owner in Sechelt, 
British Columbia. 

“From the great day-to-day 
operational support to the on-
going operations, marketing, 
merchandising and pharmacy 
programs and services, it’s as if 
the cavalry has arrived,” he ex-
plains. “Pharmasave has deliv-
ered on [its] promise.”

Pharmasave works directly 
with each new member. New 

owners enjoy the clout of “a rec-
ognized name that’s a leader in 
the retail drug store industry,” 
according to the web site. 

The company also supports 
owners with integrated profes-
sional, operations, merchandis-
ing, and marketing programs.

“It’s a great program that 
gives us the independence we 
need to serve customers in our 
communities, and the backing 
of a corporate office that sup-
ports us with programs that 
take care of image, standards 
and much more,” remarks Sat-
nam Lalli, who owns a store in 
Victoria, British Columbia. “It’s 
the best of both worlds.”

The company’s Pharmacy In-
novation Team, made up of 
pharmacists, provides up-to-
date programs designed to keep 
Pharmasave practitioners on 
the cutting edge of the profes-
sion. The team provides infor-
mation, programs and support 
in terms of:
• Pharmacy practice.
• Health management.
• Comprehensive in-store health 
information. 
• The Work Well program, de-
signed for corporate employers 
and clients.
• The Live Well clinic program, 
said to be the oldest established 
patient education program in 
Canada.

• Clinical trial.
The Pharmacy Innovation 

Team is committed to helping 
owners implement the Live 
Well philosophy and establish 
ongoing relationships with their 
communities through consum-
er-focused activities.

“No other program in Canada 
has made a stronger commit-
ment to professional pharmacy 
programs than Pharmasave,” 
says the web site. “Community- 
based health care will always 
be the heart of our pharmacy 
business.”

Ron Silver, a store owner in 
Ottawa, remarks that the most 
difficult part is actually making 
the decision to change over to 
Pharmasave. 

“But now that I am in the pro-
gram, I wonder why it took me 
so long to make up my mind,” 
he says. “I had no idea the 
change would be this dramatic. 
I no longer feel that my program 
is pushing me around. Phar-
masave involves us in decisions 
that will affect our pharmacies. 
What a relief. 

“My advice to [pharmacy own-
ers] is just close your eyes, hold 
your nose and jump in. I guaran-
tee the water is fine.”

Retail operations representa-
tives, who are experienced in 
all aspects of drug store man-
agement, work to help increase 

owners’ sales and profits. Their 
services include strategy and 
profit planning; store perfor-
mance, operations and merchan-
dising analysis; store ambience 
improvement; loss prevention; 
staff and management training; 
and category management.

Aggressive marketing, in-

cluding front-end and phar-
macy programs, has helped 
Pharmasave develop into the 
fastest-growing drug store ban-
ner in Canada, according to the 
web site. “When you join the 
Pharmasave group, you’re your 
own boss, but never on your 
own,” it says. 

‘No program in Canada has made 
a stronger commitment to Rx.’

USA Drug retains local flavor
LITTLE ROCK, Ark. — USA 

Drug continues to give shop-
pers in five Southern states an 
alternative to the megachains 
that dominate the retailing 
landscape in the region.

Operating 153 stores under 
eight different banners in Okla-
homa, Tennessee, Missouri, 
Mississippi and Arkansas, USA 
Drug offers something that 
is rapidly disappearing from 
chain drug retailing — strong 
local flavor.

For most of its history the com-
pany has gotten little attention 
outside the geographic area 
it serves. Executives say they 
mostly like it that way.

Still, USA Drug’s management 
team knows that as the com-
pany expands its reach, its low 
profile probably cannot last.

“USA Drug has always operat-
ed very close to the vest,” presi-
dent and chief executive officer 
Joe Courtright said after taking 
over the company’s top spot 
two years ago. “But as we get 
bigger we’re starting to appear 
on other people’s radar, and it is 
hard to remain invisible.”

Started in 1968 as a single 
drug store in Pine Bluff, Ark., 

USA Drug has grown over the 
past quarter-century by ac-
quiring smaller regional chains 
across the south-central United 
States.

Executives say they have been 
careful to keep the best aspects 
of each of those chains in place, 
helping USA Drug remain rel-
evant to local shoppers.

The amalgamation of several 
different chains has given USA 
Drug a varied mixture of store 
formats.

For example, while the compa-
ny’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. 

Nowhere is the variety of the 
company’s store base more no-
ticeable than in Tulsa, Okla., 
where within a few months 
during 2004 it acquired Med-X 
and May’s, which also operat-
ed under the Drug Warehouse 
banner. 

Courtright says the three 
stores have different sizes and 
provide shoppers with differ-
ent experiences.

Besides emphasizing local fla-
vor, USA Drug offers its shop-

pers a unique mix of products. 
Some have even suggested that 
the front-end assortment in 
many of the chain’s formats is 
more suggestive of a variety or 
small-scale discount store than 
a traditional drug store.

And as it continues to grow 
its e-commerce capabilities, the 
company is expanding its mix 
even more. It is also offering 
shoppers a seamless online/in-
store transition. 

For example, pharmacy pa-
tients can now get prescriptions 
refilled through the company’s 
web site, and shoppers can 
purchase contact lenses or get 
digital photo processing done 
either in stores or online.

Meanwhile, as it continues to 
evolve to meet the changing 
demands of its shoppers, USA 
Drug has begun incorporating 
in-store clinics in some of its 
stores.

Last summer, the chain 
teamed up with MedBasics 
Family Health Centers to put 
the walk-in health centers in a 
handful of its stores. Over the 
next three years there could 
be as many as 60 clinics in USA 
Drug’s stores, executives say.

Pharmasave Drugs 
ToP execuTive•	

Sue Paish, president and CEO

heaDquarTers•	
8411 – 200 St. 
Langley, British Columbia V2Y 0E9 Canada

Phone: (604) 455-2400
Fax: (604) 455-2493
Web site: pharmasave.com

inDusTry rank•	  —  13 in sales, 9 in stores
Full-year results •

Sales — $1.21 billion (+ 4%)*
Net earnings — Co-op, no retained earnings
Net margin — N/A
Comparable-store sales — + 4.7%

Number of drug stores — •  421

Number of provinces operating — •  9

Number of stores opened in 2008 — •  39

Number of stores closed or sold in 2008 — •  21

Number of stores planned for 2009 — •  N/A

Average sales per store — •  $2.88 million

Average store size — •  5,000 sq. ft.

Distribution — •  Wholesalers
*All amounts are in Canadian dollars.
N/A = Not available.

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•	  —14 in sales, 13 in stores
Full-year results •

Sales — $971.1 million (+7.1%)*
Net earnings — N/A
Net margin — N/A
Comparable-store sales — +5.9%*

Number of drug stores — •  153

Number of states operating — •  5

Number of stores opened in 2008 — •  5

Number of stores closed in 2008 — •  0

Number of stores planned for 2009 — •  N/A

Average sales per store — •  $6.35 million

Average store size — •  9,000 sq. ft.

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