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Background

> Survey implemented and analyzed by Vision Critical on behalf of Boehringer 
Ingelheim Pharmaceuticals, Inc.

> Leverage technology and expertise to drive:
• Fast data collection
• Comprehensive sample structure
• Creation of an actionable questionnaire instrument 
• Web‐enabled delivery of data and reporting

> Drill down to detailed data at the MSA level

> Real‐time, online reporting allowing easy access to targeted, actionable data

• Scorecards and charting capability

• Comparison reports

• Verbatim reports

• Trending 

• Statistical testing
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Objectives & Goals of Annual Project

Objectives
Close collaboration with customers to understand areas for pharmacy satisfaction 
improvement to drive business and patient care.

> Analyze how pharmacies perform on national, regional and local level

> Provide information that could lead to business enhancements

> Report provides a real, representative sample of the pharmacy customer 

> Information allows analysis of current business issues

Goals
> Help all pharmacy operators learn more about their customers

> Discuss steps to ensure better understanding of customer service

> Discuss how to build a stronger patient care model

> Establish stronger pharmacy partner initiatives
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Methodology

Annual Household Survey  
> 20‐minute, online interviews conducted October 13th to November 4th, 2010

> 34,190 respondents

> Nationally representative subset of Lightspeed’s* U.S. panelists
• Oversampled in 46 MSAs ( to drive detailed geographic drilldown)
• Data weighted back to reflect U.S. geographic distribution

> “True” pharmacy customer criterion:
• US Adult Gen Pop (18 years+)
• Filled 6+ prescriptions (new + refill) in past 12 months

[55% of adult population qualify as “true” pharmacy customers as verified by Omnibus*]

*see Appendix for more information on Lightspeed and Omnibus
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Primary Pharmacy Among Respondents

36%

19%
17%

12%

8%
8%

Chain

Online/Mail Order

Mass Merchant

Food/Supermarket

Independent

Clinic

Base: Total Respondents (n=34,319)

(n=12,454)

(n=6,542)

(n=5,667)

(n=4,005)

(n=2,871)

(n=2,650)
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Pharmacy Identification Using Google Maps and incorporating 
Hayes Listings to establish pharmacy locations
Utilizing a custom Google Maps interface, respondents were able to search by zip and select their 
pharmacy

Respondents were asked to 
enter as much information 
about the location of their 
pharmacy as they knew.

6
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Pharmacy Identification Using Google Maps

Using Google maps, respondents viewed 
all pharmacies within 10 miles of the 
location they entered.
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2011 PULSE Enhancements
For the 2011 online reporting, we will have new online reporting features and functionality.

Adding additional years of data to 
PULSE (up to 5 years displayed, 

when available)

Trending bar charts to compare 
data across different years

Ability to save and reuse filters 
(pharmacy and geography 

combinations)

Adding ability to view data by state

8
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MASS MERCHANT: 
An In‐Depth Look

Overall Satisfaction Leaders
Shopko/Pamida (2nd consecutive year), Costco, Target
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Mass Merchant: Summary of Findings

> Compared to 2010, performing very similarly on the key measures of overall 
satisfaction: 

• Likelihood to fill future prescriptions 

• Likelihood to recommend pharmacy

> Additionally, as in 2010, performance is in the middle of the pack when compared to all 
types, ranking 3rd or 4th in performance for all key measures

> Dramatic increase in health services being offered at pharmacies, from under ½ to about 
⅔ in 2011.

• Although still unimportant, performance has also increased significantly, with “Very 
Satisfied” ratings strengthening. 

> Also lose the highest % of business when customers cannot fill their Rxs at their primary 
pharmacy

• Both when the Rx is not in stock and/or the pharmacy is closed, almost all go to another 
pharmacy altogether, rather than to another in the same family.

> Continue to lead in non‐Rx items being purchased, with about 75% of customers stating 
that they purchase non‐Rx medications, personal care & cosmetics, food and household 
supplies.
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Identifying Opportunities: Overall Experience
Satisfaction with performance of Rx filling, convenience and pharmacy staff continues to be strong.

Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)

Strengths & Best Practices

Performance

Improvement 
Opportunities

Maintain Status QuoSecondary Improvement

R
el

at
iv

e 
Im

po
rt

an
ce

Prescription 
pricing (2)

Printed Health
Information (5)

Additional medical 
services (6)

Filling prescription 
meds (1)

Convenience (3)

Pharmacists & 
Pharmacy Staff (4)

1

34

2

5

6

1
3

4

2

5

6

2010
2011
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Identifying Opportunities: Overall Experience (continued)
Mass Merchants have a competitive advantage over other pharmacy types in that their pricing 
falls close to a strength area, though there is a decline from 2010. 

Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)

Strengths & Best Practices

Performance

Improvement 
Opportunities

Maintain Status QuoSecondary Improvement

R
el

at
iv

e 
Im

po
rt

an
ce

Prescription 
pricing (2)

Printed Health
Information (5)

Additional medical 
services (6)

Filling prescription 
meds (1)

Convenience (3)

Pharmacists & 
Pharmacy Staff (4)

1

34

2

5

6

1
3

4

2

5

6

2010
2011 Keep up the good work in 

these highly important, 
top‐performing areas
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Identifying Opportunities: Overall Experience (continued)
Satisfaction with pricing has declined vs. 2010.  Availability of printed information can also 
be improved.

Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)

Strengths & Best Practices

Performance

Improvement 
Opportunities

Maintain Status QuoSecondary Improvement

R
el

at
iv

e 
Im

po
rt

an
ce

Prescription 
pricing (2)

Printed Health
Information (5)

Additional medical 
services (6)

Filling prescription 
meds (1)

Convenience (3)

Pharmacists & 
Pharmacy Staff (4)

1

34

2

5

6

1
3

4

2

5

6

2010
2011 Customers indicate 

improvements can be made 
in these important areas

Customers identified this 
as a lower‐priority area 
for improvement
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3.7
3.7
3.7
3.7
3.6
3.6
3.3
n/a
3.2
3.2
3.2
3.2
3.0
3.0
2.9
3.0
2.9
2.7
2.5
2.4
2.1
2.0

Services Offered at Mass Merchant Pharmacy
Almost all offering ability to call ahead to have Rx ready, printed information with Rx, other items 
at the store and $4 generic Rx drugs.  There has been an increase in availability of less important 
services of Rx refill reminders and health services since 2010.

Base: Mass Merchant Pharmacy Users (2011 n=5,667, 2010 n=5,585)
Q9/Q13/Q17/Q19/Q21/Q24/Q26

95%

83%

97%

90%

79%

77%

56%

59%

55%

63%

8%

96%

85%

97%

77%

75%

57%

62%

46%

44%

6%

Call ahead to have Rx ready

$4.00 (or less) generic prescription drugs

Printed information that comes with prescriptions

Purchase other items

In-depth conversation/ counseling with pharmacist

90 day refills 

Automated phone system to order refills

Other printed info (e.g. brochures)

Reminders to refill prescriptions

Health services (flu shots, blood pressure, etc.)

Permanent medical clinic

2011 2010

Mean
Importance

Not asked in 2010

14

5+ points than 2010 5+ points than 2010
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Filling Rx Medications: Satisfaction & Importance
Continue to perform well in foundational areas, such as filling Rx medications.

Base: Mass Merchant Pharmacy Users (2011 n=5,668, 2010 n=5,585)
Q18. With respect to filling your prescriptions, how would you rate your level of satisfaction with each of the following at [PHARMACY USED MOST OFTEN]?
Q19. Please rate how important each aspect of filling prescription medications is to you.

Filling prescription 
medications OVERALL

Level of accuracy w/ which 
my prescriptions meds are 

filled

The clarity of labels on my 
prescription medications

The in-store stock of the 
prescription medication(s) I 

need

2%

3%

3%

2%

5%

4%

4%

3%

4%

2%

3%

2%

6%

4%

21%

19%

14%

14%

15%

13%

23%

22%

70%

74%

80%

82%

80%

83%

65%

69%

2011

2010

2011

2010

2011

2010

2011

2010

Very dissatisfied Somewhat dissatisfied Neither satisfied nor dissatisfied Somewhat satisfied Very satisfied

Mean
Importance

3.9

3.9

3.8

3.8

3.9

3.9

3.8

3.8

15
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Prescription Pricing: Satisfaction & Importance
Satisfaction with overall pricing has dropped and is important to customers. Satisfaction is 
especially low for discounts and coupon availability.

Base: Mass Merchant Pharmacy Users (2011 n=5,668, 2010 n=5,585)
Q25. With respect to prescription drug pricing, how would you rate your level of satisfaction with each of the following at [PHARMACY USED MOST OFTEN]?
Q26. Please rate how important each aspect of prescription pricing is to you.

OVERALL prescription pricing

Acceptance of my insurance card

Generic prescription meds for $4 
or less

Discounts available on 
prescription meds

Coupons/copay cards for specific 
prescription meds

Discount/rewards card perks

Mean
Importance

3.8

3.9

3.4

3.8

3.9

3.7

3%

3%

3%

8%

5%

4%

6%

5%

7%

10%

8%

5%

3%

2%

2%

30%

25%

45%

30%

27%

13%

12%

13%

11%

21%

23%

16%

52%

60%

81%

84%

84%

86%

40%

45%

24%

2011

2010

2011

2010

2011

2010

2011

2010

2011

2010

2011

2010

n/a

n/a

n/a

3.7

3.1

2.9

Not asked in 2010

Not asked in 2010

Not asked in 2010

Very dissatisfied Somewhat dissatisfied Neither satisfied nor dissatisfied Somewhat satisfied Very satisfied

*Asked among those who are insured
**Asked among those who have used the service(s)

16

5+ points than 2010 5+ points than 2010
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Convenience: Satisfaction & Importance
Store hours and wait time continue to be areas for improvement for Mass Merchant pharmacies. 

Base: Mass Merchant Pharmacy Users (2011 n=5,668, 2010 n=5,585)
Q20. With respect to convenience, how would you rate your level of satisfaction with each of the following at [PHARMACY USED MOST OFTEN ]?
Q21. Please rate how important each aspect of convenience is to you.

Strongly disagree Somewhat disagree Neither agree nor disagree Somewhat agree Strongly agree

OVERALL convenience 3.7
3.7

Ability to call ahead 3.7
3.7

Convenience of store location 3.7
n/a

Convenience of pharmacy 
hours

3.7
3.7

Time it takes to fill Rx 3.7
3.7

Wait times for picking up Rx 3.7
3.6

Helpfulness of pharmacy’s 
staff

3.6
3.6

Wait times for dropping off Rx 3.6
3.5

Able to purchase other items 3.3
n/a

90 day refills 3.2
3.2

Automated phone system for 
Rx refills

3.0
3.0

Reminders to refill prescription 2.9
2.7

Mean
Importance

2%

2%

4%

5%

5%

6%

2%

2%

4%

5%

2%

4%

5%

3%

7%

7%

8%

8%

10%

11%

4%

4%

8%

7%

3%

2%

6%
6%

3%
2%

7%

8%
7%

8%
9%

9%
10%

11%
9%

11%
13%

6%

4%
4%

7%
6%

11%
15%

26%
27%

15%
16%

22%

32%
31%

28%
27%

30%
28%

25%
23%

28%
27%

20%

13%
13%

18%
16%

18%
18%

63%
61%

80%
80%

66%

52%
53%
52%
52%

46%
45%

59%
62%

49%
48%

73%

81%
81%

73%
76%

67%
64%

2011
2010
2011
2010
2011
2010
2011
2010
2011
2010
2011
2010
2011
2010
2011
2010
2011
2010
2011
2010
2011
2010
2011
2010

Not asked in 2010

Not asked in 2010

17
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Preferred Method of Refill Reminders–Mass Merchant
Reminder preferences have remained relatively steady in 2011. Split across email, automated phone 
message and automatic refills. Trends indicate that larger percentages of customers prefer not to be 
reminded at all.

Base: Mass Merchant Pharmacy Users who have used refill reminders (2011: n=5,668, 2010: n=1,682) 
Q32. In considering the ways you might be reminded about refilling your prescriptions, which methods do you/would you most prefer? By reminders, we mean phone, email or mail reminders to refill your prescriptions. 18

26%

21%

15%

8% 7%
1%

22%
26% 24%

17%

3%

10%
6%

14%

Email Automated 
phone 

message

Automatic 
refills/autofill

Text message 
alert

Personal 
phone call 

from 
pharmacy

Mailed letter Prefer not to 
be reminded

2011 2010

5+ points than 2010 5+ points than 2010
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Pharmacists/Pharmacy Staff: Satisfaction & Importance
Performance of pharmacists/pharmacy staff have been consistent in 2011.  The ability to provide 
more personalized service remains an area for improvement. 

Strongly disagree Somewhat disagree Neither agree nor disagree Somewhat agree Strongly agree

OVERALL Pharmacists and 
pharmacy staff

3.6
3.7

Ability to address 
questions/concerns

3.7
3.8

Helpfulness w/insurance 
issues

3.6
3.6

Language used to provide me 
w/info about meds

3.5
3.6

Ability to help me/household 
take med correctly

3.5
3.6

How well coordinate w/other 
HCPs seen by HH members

3.5
3.5

Knowledge of health 
conditions/needs of household

3.3
3.4

In-depth conversation/ 
counseling

3.2
3.2

Staff’s role in my overall health 3.1
n/a

Know who I am 2.9
2.9

Mean
Importance
(Among Total)

2%

2%

2%

2%

2%

3%

2%

2%

2%

3%

2%

2%

2%

4%

5%

4%

4%

2%

3%

4%

3%

2%

2%

2%

5%

4%

3%

4%

2%

2%

3%

6%

6%

6%

5%

10%

10%

16%

19%

12%

10%

16%

16%

22%

22%

26%

27%

12%

10%

30%

31%

29%

25%

23%

24%

23%

21%

19%

21%

19%

22%

20%

23%

21%

23%

21%

18%

17%

23%

18%

17%

64%

65%

62%

62%

57%

57%

65%

68%

59%

61%

48%

50%

46%

46%

67%

69%

42%

42%

44%

2011

2010

2011

2010

2011

2010

2011

2010

2011

2010

2011

2010

2011

2010

2011

2010

2011

2010

2011

2010

Base: Mass Merchant Pharmacy Users who spoke with the pharmacists (2011 n=4,809, 2010 n=4,796)
Q16. With respect to the pharmacist and pharmacy staff, how would you rate your level of satisfaction with each of the following at [PHARMACY USED MOST OFTEN]? 
Base: Mass Merchant Pharmacy Users (2011 n=5,668, 2010 n=5,585)
Q17. Please rate how important each aspect of the pharmacist and pharmacy staff is to you.

Not asked in 2010

19
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Printed Health Information: Satisfaction & Importance
Although less important, there is room for improvement of printed health literature offered, 
including brochures/pamphlets.

Base: Mass Merchant Pharmacy Users who have used printed health information in past 12 months (2011 n=4,940, 2010 n=5,007)
Q12. With respect to printed information about your health, how would you rate your level of satisfaction with each of the following at [PHARMACY USED MOST OFTEN]? 
Base: Mass Merchant Pharmacy Users (2011 n=5,668, 2010 n=5,585)
Q13. Please rate how important each printed health information offering from the pharmacy is to you.

Printed health information 
provided by pharmacy 

OVERALL

Printed information that 
comes with my prescription 

(side effects, how to take 
med, picture of pill)

Other printed information 
(brochures/ pamphlet)

4%

4%

5%

6%

5%

6%

2%

2%

2%

2%

25%

25%

8%

7%

15%

18%

20%

19%

19%

17%

20%

18%

49%

50%

66%

70%

57%

57%

2011

2010

2011

2010

2011

2010

Very dissatisfied Somewhat dissatisfied Neither satisfied nor dissatisfied Somewhat satisfied Very satisfied

Mean
Importance
(Among Total)

3.1

3.6

3.0

3.1

3.6

2.9

20
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Mass Merchant: Use of Printed Information New for 2011
Condition‐ and medication‐specific information is primarily used to facilitate discussion with 
doctors and/or family/friends. About two in five are using the information to facilitate 
discussions with their pharmacists. 

64%

73%

52%

43%

4%
10%

52%

Condition 
suffered from 

Meds Using/
Thinking 
of Using

Doctor Pharmacist Disease 
Educator

Other Provider Family/Friend

Who Discussed Information

Base: Mass Merchant pharmacy customers who used other printed information offered by pharmacy in the past 12 month (n=2,117)
Q13aa. You mentioned that you have used ‘other’ printed information (e.g. brochures/pamphlets related to my medical condition(s) and/or health) offered by your pharmacy in the past 12 months.  Was this information…?
Q13aaaa. Did you use the information to help discuss the medication or condition with your…?

Type of Information
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Mass Merchant: Use of Printed Information New for 2011
As seen in other pharmacy types, recall and importance of information about specific products is 
highest among Mass Merchant customers. While many don’t remember if the information was 
sponsored by pharmaceutical manufacturers or if it was endorsed by an association, it isn’t 
especially important to these customers. 

69%

29%

26%

20%

29%

23%

12%

41%

51%

About a specific 
product

Sponsored by 
Pharmaceutical 
Manufacturer

Endorsed by an 
Association

Mean 
Importance

3.1

2.3

2.8

Base: Mass Merchant pharmacy customers who used other printed information offered by pharmacy in the past 12 month (n=2,117)
Q13aaa. You mentioned that you have used ‘other’ printed information (e.g. brochures/pamphlets related to my medical condition(s) and/or health) offered by your pharmacy in the past 12 months.  Was this information…?
Q13a. How important is it that the ‘other’ printed information (e.g. brochures/pamphlets related to my medical condition(s) and/or health) offered by your pharmacy includes …?

Yes No Don’t know
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Additional Medical Services: Satisfaction & Importance
While some progress has been made in the performance of additional medical services, 
customers still don’t find these to be very important. 

Base: Mass Merchant Pharmacy Users who have additional medical services offered in pharmacy (2011 n=767, 2010 n=916)
Q23. With respect to additional medical services offered, how would you rate your level of satisfaction with each of the following at [PHARMACY USED MOST OFTEN]? 
Base: Mass Merchant Pharmacy Users (2011 n=5,668, 2010 n=5,585)
Q24. Please rate how important each additional medical service is to you.

Very dissatisfied Somewhat dissatisfied Neither satisfied nor dissatisfied Somewhat satisfied Very satisfied

Additional medical services 
offered (OVERALL)

Health services (flu shot, BP 
check, etc.)

Permanent medical clinic at 
location

2%

2%

5%

3%

2%

2%

3%

2%

2%

2%

38%

42%

20%

26%

17%

24%

21%

15%

23%

25%

19%

27%

36%

39%

54%

46%

57%

44%

2011

2010

2011

2010

2011

2010

Mean
Importance
(Among Total)

2.3

2.4

2.0

2.4

2.5

2.1

23

5+ points than 2010 5+ points than 2010
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3%
13%

17%

24%

27%

16%

2011 Demographics–Mass Merchant Pharmacies

Age
Mean: 51 years old

Gender Ethnicity

Education Household Income

Female
68%

Male
32%

Insured

Yes
78%

No
22%

18-24
25-34

35-44

45-54

55-64

65+

Master's degree+
Some grad school

Bachelor’s degree

Some college/
Associate’s

HS graduate

2%

22%

41%

20%

5%
9%

HS or less

$100K +

$75K - <$100K

$45K - <$75K

$25K - <$45K

Less than $25K
Refused/ 

no answer

91%

4%

4%

2%

2%

White
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American
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Asian

Other

Languages
Spoken At Home

100%

2% 1%

English Spanish Other

Community Type

31%

50%

19%Urban/
City center

Suburban

Rural

Base: Mass Merchant Pharmacy Users (n=5,668)
S2, S1, Q46a/b/c, Q47, Q50, Q11, Q48
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