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 Background
 > Survey implemented and analyzed by Vision Critical on behalf ofBoehringer 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
 2
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 Annual Project
 Objectives
 Close collaboration with customers to understand areas for pharmacy satisfactionimprovement 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
 3
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 4
 Annual Project
 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 4
 th
  to November 6
 th
 , 2011> 34,424 respondents
 > Nationally representative sample of U.S. adults
 • Oversampled in 46 MSAs ( to drive detailed geographic drilldown)
 • Data weighted back to reflect U.S. geographic distribution
 • Respondents are recruited via Lightspeed’s national online panel
 − Panelists are awarded a modest number of points to avoid attracting professional
 respondents. Lightspeed awarded 75 points for this survey—roughly equivalent to
 75 cents—redeemable for cash or catalogue merchandise.
 > “True” pharmacy customer criterion:
 • US Adult Gen Pop (18 years+)
 • Filled 6+ prescriptions (new + refill) in past 12 months
 [48% of adult population qualify as “true” pharmacy customers as verified by Omnibus]
 5

Page 6
                        

8/14/2019 Cs-3 2012 PULSE Full Report.pdf
 http://slidepdf.com/reader/full/cs-3-2012-pulse-full-reportpdf 6/143
 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TR
 Methodology (continued)
 > Throughout the report, differences versus the previous wave are indicated as follows:
 •   5+ points than previous wave
 •   5+ points than previous wave
 > Given the large sample sizes, most findings are significantly different from oneanother. As such, to call out large and meaningful differences, +/- 5 points isindicated throughout.
 > Within the overall findings, importance means and top and bottom boxes of pharmacytypes are compared to one another and statistical differences are indicated at the 95%confidence level. Significant differences are noted between pharmacy types for thiscurrent wave only:
 • I = Independents
 • F = Food
 • C = Chain
 • M = Mass Merchant
 • G = Clinic
 • O = Mail Order/Online
 Where there are significant differences, the pharmacy type that is higher will have theletter next to it that is associated with the pharmacy type it is significantly higher than. 
 6
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 Primary Pharmacy Among Respondents
 Base: Total Respondents (n=34,424)
 Chain
 Online/Mail Order
 Mass Merchant
 Food
 Independent
 Clinic
 (n=12,891)
 (n=5,425)
 (n=5,820)
 (n=3,860)
 (n=3,746)
 (n=2,682)
 7

Page 8
                        

8/14/2019 Cs-3 2012 PULSE Full Report.pdf
 http://slidepdf.com/reader/full/cs-3-2012-pulse-full-reportpdf 8/143
 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TR
 Total Demographics: 2012Demographics of the “true” pharmacy customer are consistent year over year.
 Base: Total Respondents- Total (n=34,424)S2, S1, Q46a/b/c, Q47, Q50, Q11, Q48
 Age
 Mean: 50 years old
 Gender Ethnicity
 Education Household Income Insured
 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 
 HS or less 
 $100K + 
 $75K - <$100K 
 $45K - <$75K 
 $25K - <$45K 
 Less than $25K
 Refused/no answer
 Languages SpokenAt Home
 Community Type
 Urban/City center  
 Suburban 
 Rural 
 8
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 Pharmacy Identification Using Google Maps and incorporatingHayes Listings to establish pharmacy locations Utilizing a custom Google Maps interface, respondents were able to search by zip and select theirpharmacy
 Respondents were asked to
 enter as much information
 about the location of their
 pharmacy as they knew.
 9
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 Pharmacy Identification Using Google Maps
 Using Google maps, respondents viewed
 all pharmacies within 10 miles of the
 location they entered.
 10

Page 11
                        

8/14/2019 Cs-3 2012 PULSE Full Report.pdf
 http://slidepdf.com/reader/full/cs-3-2012-pulse-full-reportpdf 11/143
 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TR
 EXECUTIVE SUMMARY
 11
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 Executive Summary
 > Overall: consistent over the past 3 waves, high levels of satisfaction are nearly
 universal (9 out of 10).
 • Most customers will likely continue to fill Rxs at current pharmacy;
 customer conversion will require effort
 > High performance areas:
 • Correctly filling prescriptions—foundational
 • Convenience—continue to keep wait times short, which is extremely important to
 customers
 • Pharmacists/staff —important; customers are satisfied with their ability to answer
 questions in order to help them take medications correctly. They expect prompt
 attention and concise dialogue, which they are getting.
 − Customer engagement with pharmacist has little correlation with wait time for
 discussion 
 12
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 Executive Summary, cont’d
 > Opportunities for improvement:
 • Prescription drug pricing—high customer importance. Satisfaction had eroded acrosspharmacy types from 2010 to 2011, but has now stabilized at this lower level from 2011
 to 2012.
 • Printed materials—data indicate opportunity for bolstering patient information
 on treatments and conditions
 •
 Keep satisfaction with store high —to discourage transition to Mail Order
 > Taking top ranks: 
 • Independents & Food/Supermarket—overall customer satisfaction, including key
 metrics of loyalty and recommendation, as well as filling Rx, convenience, pharmacists/
 staff and pricing
 • Chains—pharmacies most widely used 
 • Mass Merchants—customer satisfaction with pricing (tied with Independents)
 • Clinics—largest increase in Mail Order usage
 13
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 MAJOR ATTRIBUTES BY
 PHARMACY TYPE 
 14
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 Identifying Opportunities: Overall Experience Prescription pricing continues to be an area for improvement, followed by availability of printedinformation. Performance improved slightly in both areas, and for additional medical services.
 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Strengths & Best Practices
 Performance
 ImprovementOpportunities
 Maintain Status QuoSecondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a  n  c  e
 Prescriptionpricing (3)
 Printed Health Information (5)
 Additional medicalservices (6)
 Filling prescriptionmeds (1)
 Convenience (2)
 Pharmacists &
 Pharmacy Staff (4)
 1
 4
 3
 5
 6
 2
 4
 5
 2011
 2012
 3
 6
 15
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 Identifying Opportunities: Overall Experience Filling Rxs, convenience, and engagement with pharmacists & pharmacy staff have remainedconstant since 2011.
 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Strengths & Best Practices
 Performance
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a  n  c  e
 Prescriptionpricing (3)
 Printed Health Information (5)
 Additional medicalservices (6)
 Filling prescriptionmeds (1)
 Convenience (2)
 Pharmacists &Pharmacy Staff (4)
 1
 4
 3
 5
 6
 2
 43
 5
 6
 Secondary Improvement
 2011
 2012
 ImprovementOpportunities
 Maintain Status Quo
 Keep up the good work in
 these highly important,
 top-performing areas
 16
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 Identifying Opportunities: Overall Experience Rx pricing continues to be an area for improvement, followed by availability of printedinformation. Both areas are important to customers.
 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Strengths & Best Practices
 Performance
 ImprovementOpportunities
 Maintain Status QuoSecondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a  n  c  e
 Prescriptionpricing (3)
 Printed Health Information (5)
 Additional medicalservices (6)
 Filling prescriptionmeds (1)
 Convenience (2)
 Pharmacists &Pharmacy Staff (4)
 1
 2
 4
 3
 5
 6
 1
 2
 4
 5
 2011
 2012
 3
 6
 Customers indicate
 improvements can be made
 in these important areas
 Customers identified this
 as a lower-priority areafor improvement
 17
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 Identifying Opportunities: Overall Satisfaction Overall satisfaction with primary pharmacy is consistently high and relatively steady year- over-year. Independent pharmacy customers continue to be most satisfied.
 Base: Total RespondentsQ5. Considering [PHARMACY USED MOST OFTEN], how would you rate your overall le vel of satisfaction?
 18
 Total
 2012 (n=34,424)
 2011 (n=34,190)
 2010 (n=34,319)
 Independent (I)(n=3,746)
 Food (F)
 (n=3,860)
 Chain (C)(n=12,891)
 Mass Merchant (M)(n=5,820)
 Clinic (G)(n=2,682)
 Mail Order/Online (O)(n=5,425)
 5%
 5%
 6%
 4%
 5%
 5%
 5%
 5%
 3%
 23%
 24%
 21%
 63%
 61%
 65%
 5%
 5%
 5%
 5%
 6%
 4%
 3%
 4%
 5%
 4%
 7%
 3%
 4%
 4%
 5%
 5%
 8%
 14%
 21%
 25%
 24%
 20%
 26%
 76%
 68%
 62%
 61%
 65%
 55%
 CFMOG
 CMO
 O
 O
 O

Page 19
                        

8/14/2019 Cs-3 2012 PULSE Full Report.pdf
 http://slidepdf.com/reader/full/cs-3-2012-pulse-full-reportpdf 19/143
 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TR
 Identifying Opportunities: Likelihood to Fill Future RxCustomers consistently indicate a very high likelihood to continue to fill prescriptions at theircurrent pharmacy, regardless of pharmacy type.
 Base: Total RespondentsQ6. What is the likelihood that you will use [PHARMACY USED MOST OFTEN] to fill future prescriptions?
 19
 Total
 2012 (n=34,424)
 2011 (n=34,190)
 2010 (n=34,319)
 Independent (I)(n=3,746)
 Food (F)
 (n=3,860)
 Mass Merchant (M)(n=5,820)
 Clinic (G)(n=2,682)
 Chain (C)(n=12,891)
 Mail Order/Online (O)(n=5,425)
 3%
 3% 11%
 11%
 10%
 83%
 84%
 84%
 3%
 3%
 3%
 4%
 7%
 10%
 12%
 5%
 12%
 11%
 88%
 85%
 82%
 88%
 81%
 81%
 Very unlikely Somewhat unlikely Neither likely nor unlikely Somewhat likely Very likely
 CFMO
 CMO
 CFMOFI
 F
 FI
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 Identifying Opportunities: Likelihood of Recommending Pharmacy About three-quarters are likely to recommend their primary pharmacy. Independent pharmacycustomers are most likely to recommend their pharmacy to others.
 Base: Total RespondentsQ7. What is the likelihood that you will recommend [PHARMACY USED MOST OFTEN] to relatives or friends who need to fill prescriptions?
 20
 Total
 2012 (n=34,424)
 2011 (n=34,190)
 2010 (n=34,319)
 Independent (I)(n=3,746)
 Food (F)
 (n=3,860)
 Mass Merchant (M)(n=5,820)
 Chain (C)(n=12,891)
 Clinic (G)(n=2,682)
 Mail Order/Online (O)(n=5,425)
 4%
 5%
 5%
 3%
 4%
 3%
 16%
 17%
 16%
 20%
 20%
 18%
 56%
 54%
 57%
 3%
 3%
 10%
 8%
 3%
 3%
 5%
 5%
 8%
 13%
 13%
 14%
 25%
 28%
 15%
 19%
 21%
 23%
 16%
 20%
 73%
 63%
 61%
 57%
 43%
 39%
 Very unlikely Somewhat unlikely Neither likely nor unlikely Somewhat likely Very likely
 FI
 CFMIO
 CFMI
 CFMOG
 COG
 COG
 OG
 O
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 Identifying Opportunities: Opinion ChangeCompared to 12 Months Ago Most opinions remained unchanged, regardless of pharmacy type. About 1/4 say their opinion ofthe pharmacy has improved. 1 in 10 customers changed to a new pharmacy in 2012.
 Base: Total RespondentsQ8. Compared to 12 mon ths ago, how has you r opinion of [PHARMACY USED MOST OFTEN] changed, if at all?
 21
 Total
 2012 (n=34,424)
 2011 (n=34,190)
 2010 (n=34,319)
 Clinic (G)(n=2,682)
 Independent (I)
 (n=3,746)
 Chain (C)(n=12,891)
 Food (F)(n=3,860)
 Mass Merchant (M)(n=5,820)
 Mail Order/Online (O)(n=5,425)
 9%
 8%
 10%
 6%
 6%
 6%
 62%
 64%
 61%
 23%
 22%
 23%
 9%
 11%
 9%
 11%
 9%
 7%
 4%
 3%
 6%
 5%
 6%
 7%
 58%
 57%
 59%
 60%
 64%
 71%
 29%
 28%
 25%
 24%
 20%
 15%
 CFMO
 CFMO
 MO
 MO
 O
 O
 CMO
 O
 CO
 O
 IG
 I
 IG
 FIG
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 Change in Use of Online or Mail Order Pharmaciesin the Last YearUse of Online or Mail Order remained mostly consistent for all types of pharmacy customers.Clinic customers increased their usage more than others in 2012.
 Base: Used Online/Mail Order pharmacies in the past 12 monthsQ4b. Thinking about the past 12 months, how has your use of Online and/or Mail Order pharmacies changed, if at all?
 22
 5+ points  than previous year 5+ points than previous year
 Total
 2012 (n=8,577)
 2011 (n=9,812)
 2010 
 Clinic (G)(n=252)
 Chain (C)
 (n=1,483)
 Mass Merchant (M)(n=646)
 Food (F)(n=478)
 Independent (I)(n=294)
 Mail Order/Online (O)(n=5,425)
 5%
 5%
 6%
 6%
 66%
 67%
 16%
 16%
 8%
 7%
 7%
 11%
 12%
 13%
 13%
 5%
 10%
 10%
 9%
 12%
 4%
 58%
 51%
 54%
 53%
 51%
 73%
 24%
 19%
 16%
 16%
 16%
 14%
 7%
 9%
 9%
 9%
 8%
 7%
 N/A
 O
 O
 O
 O
 O
 f
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 Filling Rx Medications: Satisfaction & ImportanceAcross pharmacy types, filling medications accurately and efficiently is cost of entry forpharmacies. It is extremely important, and satisfaction is high and consistent. 
 Base: Total RespondentsQ18. 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.
 23
 Total
 2012 (n=34,424)
 2011 (n=34,190)
 2010 (n=34,319)
 Independent (I)(n=3,746)
 Food (F)
 (n=3,860)
 Mail Order/Online (O)(n=5,425)
 Clinic (G)(n=2,682)
 Mass Merchant (M)(n=5,820)
 Chain (C)(n=12,891)
 3%
 3%
 3%
 5%
 4%
 3%
 19%
 19%
 17%
 72%
 72%
 75%
 4%
 3%
 3%
 3%
 3%
 4%
 5%
 5%
 4%
 5%
 11%
 17%
 20%
 18%
 21%
 22%
 83%
 76%
 69%
 73%
 70%
 69%
 MeanImportance
 3.9
 3.9
 3.9
 3.9
 3.9
 3.9
 3.8
 3.8
 3.8
  AFI
 CFMOG
 CMO
 CMO
 C
 CG
 CMOG
 i i f i &
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 Convenience: Satisfaction & ImportanceConvenience is very important and customers are satisfied across pharmacy types. 
 Base: Total RespondentsQ20. 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 .
 24
 Total
 2012 (n=34,424)
 2011 (n=34,190)
 2010 (n=34,319)
 Independent (I)(n=3,746)
 Food (F)
 (n=3,860)
 Chain (C)(n=12,891)
 Mass Merchant (M)(n=5,820)
 Mail Order/Online (O)(n=5,425)
 Clinic (G)(n=2,682)
 3.7
 3.8
 3.8
 3.7
 3.7
 3.7
 3.6
 3.7
 3.8
 3%
 3%
 3%
 5%
 5%
 4%
 22%
 23%
 22%
 69%
 69%
 70%
 3%
 4%
 4%
 4%
 4%
 5%
 6%
 5%
 8%
 15%
 19%
 23%
 27%
 22%
 24%
 79%
 74%
 69%
 63%
 67%
 62%
 MeanImportance
 CFI
 CFMI
 CFI
 CFMOG
 CMOG
 MOG
 MG
 MG
 MG
 G
 MG
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 Return to Pharmacy Went to Different PharmacySame Chain
 DifferentLocation
 Different Altogether
 Total2012 (n=28,999) 41% 59%
 2011 (n=27,648) 37% 63%
 2010 (n=26,511) N/A N/A
 Food (F) (n=3,860) 35% 65%
 Mass Merchant (M) (n=5,820) 24% 76%
 Chain (C) (n=12,891) 53% 47%
 Independent (I) (n=3,746) 21% 79%
 Clinic (G) (n=2,682) n/a n/a
 11%
 12%
 15%
 9%
 11%
 % Who Had to Return To or Go To a Different Pharmacy atLeast Once in Past Year Because Rx Was Not in StockIn 2012, about 1/3 had to return to their pharmacy. Additionally, 1-in-10 pharmacy customershad to go to a different pharmacy because their Rx was not in stock, & the majority of thesewent to a competitor.
 Base: Retail Pharmacy UsersQ29. In the past twelve months, how many times…?*Q29a Thinking of the times that you had to go to a different pharmacy because [PHARMACY USED MOST OFTEN ] did not have the medication you needed in stock, did you go to another [PHARMACY
 USED MOST OFTEN] or a different pharmacy altogether instead?26
 33%
 34%
 33%
 40%
 35%
 35%
 32%
 19%
 13%
 12%
 10%
 5+ points  than previous year 5+ points than previous year
 CMIG
 G
 IG
 G
 I
 I
 FMIG
 I
 MI C
 CF
 FMI
 CF
 % Wh H d t R t T G T Diff t Ph t

Page 27
                        

8/14/2019 Cs-3 2012 PULSE Full Report.pdf
 http://slidepdf.com/reader/full/cs-3-2012-pulse-full-reportpdf 27/143
 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TR
 % Who Had to Return To or Go To a Different Pharmacy atLeast Once in Past Year Because Pharmacy Was ClosedAbout 1/4 report their pharmacy was closed when they wanted to pick up or drop off their Rx,but only 1-in-10 overall had to go to a different pharmacy. Those who did were likely to go to acompetitor.
 Base: Retail Pharmacy UsersQ29. In the past twelve months, how many times…?*Q29aa. Thinking of the times that you had to go to a different pharmacy because [PHARMACY USED MOST OFTEN NAME] was closed, did you go to another [PHARMACY USED MOST OFTEN
 NAME] or a different pharmacy altogether instead?27
 Mass Merchant (M) (n=5,820) 19% 81%
 Food (F) (n=3,860) 22% 78%
 Chain (C) (n=12,891) 54% 46%
 Independent (I) (n=3,746) 14% 86%
 Clinic (G) (n=2,682) n/a n/a
 When Wanted toPick-up/Drop-off Rx Went to Different Pharmacy
 Same ChainDifferentLocation
 Different Altogether
 Total2012 (n=28,999) 36% 64%
 2011 (n=27,648) 30% 70%
 2010 (n=26,511) N/A N/A
 8%
 8%
 9%
 12%
 8%
 23%
 23%
 22%
 30%
 26%
 21%
 21%
 15%
 9%
 8%
 7%
 5+ points  than previous year 5+ points than previous year
 CFIG
 CIG
 G
 G CFMG
 C
 CI
 FMI
 CF
 P i ti P i i S ti f ti & I t
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 Prescription Pricing: Satisfaction & Importance Rx pricing is very important. Satisfaction eroded across all pharmacy types from 2010 to 2011with the economic downturn, but stabilized in 2012.
 Base: Total RespondentsQ25. 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.
 28
 Total
 2012 (n=34,424)
 2011 (n=34,190)
 2010 (n=34,319)
 Mass Merchant (M)(n=5,820)
 Food (F)
 (n=3,860)
 Mail Order/Online (O)(n=5,425)
 Independent (I)(n=3,746)
 Chain (C)
 (n=12,891)
 Clinic (G)(n=2,682)
 MeanImportance
 3.7
 3.7
 3.8
 3.8
 4%
 5%
 2%
 7%
 8%
 6%
 14%
 15%
 13%
 30%
 30%
 29%
 44%
 42%
 50%
 3%
 4%
 7%
 3%
 5%
 3%
 6%
 6%
 12%
 5%
 8%
 5%
 10%
 14%
 14%
 12%
 17%
 14%
 30%
 30%
 31%
 26%
 33%
 22%
 51%
 45%
 37%
 55%
 38%
 56%
 3.8
 3.7
 3.7
 3.6
 3.8
 5+ points  than previous year 5+ points than previous year
 CFO
 CO
 CFMO
 CFMO
 CFIOG
 CG
 CIG
 G
 G
 CFMIG
 MIG
 U f C /C C d
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 Use of Coupons/Copay CardsMost customers claim they have not been offered coupons or copay cards. Chain and Foodcustomers have been exposed to these offers more than others.
 Base: Retail Pharmacy CustomersQ10a Please indicate whether you have received and used a coupon(s) and/or copay card(s) for specific prescription medication(s) from a healthcare provider, website or directly from the pharmaceutical
 manufacturer in the past 12 months.29
 Have not received Received & have not used Received & have used
 Total
 2012 (n=28,999)
 2011 (n=27,648)
 2010
 Chain (C)(n=12,891)
 Food (F)(n=3,860)
 Mass Merchant (M)(n=5,820)
 Independent (I)(n=3,746)
 Clinic (G)(n=2,682)
 66%
 67%
 6%
 5%
 28%
 28%
 58%
 65%
 73%
 73%
 84%
 7%
 5%
 4%
 5%
 4%
 35%
 29%
 23%
 22%
 12%
 N/A
 FMIG
 MIG
 G
 G
 C
 CF
 CF
 CFMI
 U f L lt C d
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 Use of Loyalty CardsMore than ¼ of overall pharmacy customers & ½ of Mass Merchant customers are unsurewhether their pharmacies have a loyalty card. Over ½ of Food customers now have loyalty cards,a significant increase since 2011.
 Base: Retail Pharmacy CuhstomersQ10. Please indicate whether a discount or rewards card is offered and whether you have a discount or rewards card?
 30
 Total
 2012 (n=28,999)
 2011 (n=27,648)
 2010 (n=26,511)
 Chain (C)(n=12,891)
 Food (F)(n=3,860)
 Mass Merchant (M)(n=5,820)
 Independent (I)(n=3,746)
 Clinic (G)(n=2,682)
 29%
 29%
 34%
 27%
 29%
 32%
 6%
 6%
 7%
 38%
 36%
 27%
 22%
 25%
 46%
 36%
 20%
 11%
 17%
 34%
 50%
 70%
 9%
 3%
 6%
 3%
 2%
 58%
 55%
 14%
 11%
 9%
 Don’t know if offered Card not offered Card offered/don't have one Card offered/have one
 5+ points  than previous year 5+ points than previous year
 FMIG
 MIG
 IG
 G
 CG
 CFIG
 CFG
 Pharmacist Engagement
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 Pharmacist Engagement Engagement with pharmacists varies by pharmacy type. In 2012, Independent, Clinic, and Foodcustomers interacted the most. Chain customers interacted least.
 Base: Total RespondentsQ14. Considering all of the times you have filled a new prescription at [PHARMACY USED MOST OFTEN] in the past 12 months, how often would you say you spoke to a phar macist about prescriptions?
 31
 Total
 2012 (n=34,424)
 2011 (n=34,190)
 2010 (n=34,319)
 Independent (I)(n=3,746)
 Clinic (G)
 (n=2,682)
 Food (F)(n=3,860)
 Mass Merchant (M)(n=5,820)
 Chain (C)
 (n=12,891)
 Mail Order/Online (O)(n=5,425)
 19%
 21%
 21%
 31%
 32%
 29%
 29%
 29%
 29%
 12%
 11%
 12%
 10%
 8%
 10%
 7%
 17%
 10%
 14%
 14%
 49%
 21%
 28%
 31%
 33%
 33%
 30%
 32%
 27%
 34%
 30%
 33%
 15%
 22%
 12%
 15%
 12%
 12%
 4%
 17%
 16%
 10%
 11%
 8%
 3%
 CFMO
 CFMO
 CO
 CO
 O
 CFMI
 I
 FI
 FI
 CFMIG
 Waiting Time to Speak with Pharmacist
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 Total
 2012 (n=27,992)
 2011 (n=27,018)
 2010 (n=27,204)
 Independent (I)(n=3,472)
 Food (F)
 (n=3,452)
 Mail Order/Online (O)(n=2,763)
 Mass Merchant (M)(n=4,993)
 Chain (C)
 (n=11,085)
 Clinic (G)(n=2,227)
 18%
 20%
 19%
 31%
 32%
 32%
 31%
 30%
 30%
 20%
 18%
 18%
 Waiting Time to Speak with Pharmacist Most customers tend to wait about 4 - 5 minutes to speak with pharmacists. Clinic customerstend to wait longer.
 Base: Spoke with PharmacistQ15. Approximately how long did you usually have to wait to speak with the pharmacist?
  Average
 Wait Time(in minutes)
 5.1
 5.4
 4.3
 4.4
 4.9
 5.2
 5.5
 9.1
 32
 24%
 22%
 18%
 20%
 15%
 13%
 32%
 35%
 35%
 31%
 30%
 22%
 29%
 28%
 29%
 31%
 34%
 29%
 14%
 14%
 18%
 18%
 21%
 37%
 5.1
 CMOG
 COG
 CG
 CG
 CFMIO
 FMIO
 FI
 FI I
 FI
 FIO
 CFMIO
 Length of Discussion with Pharmacist
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 Total
 2012 (n=27,992)
 2011 (n=27,018)
 2010
 Clinic (G)(n=2,227)
 Mail Order/Online (O)
 (n=2,763)
 Independent (I)(n=3,472)
 Chain (C)(n=11,085)
 Food (F)
 (n=3,452)
 Mass Merchant (M)(n=4,993)
 13%
 15%
 37%
 39%
 33%
 32%
 17%
 14%
 11%
 9%
 9%
 14%
 14%
 16%
 37%
 33%
 33%
 37%
 40%
 40%
 33%
 35%
 37%
 32%
 32%
 31%
 20%
 22%
 21%
 17%
 14%
 13%
 Length of Discussion with PharmacistAmong those who speak with their pharmacists, discussions last an average of 4 - 5 minutes.
 Base: Spoke with PharmacistQ15a. Thinking about the last time you spoke with a pha rmacist about prescriptions, approximately how long did you spea k with him or her?
  Average
 Discussion(in minutes)
 33
 4.3
 4.7
 5.5
 5.4
 5.2
 4.6
 4.3
 4.1
 N/AN/A
 5+ points  than previous year 5+ points than previous year
 CFM
 CFM
 CFM
 FM
 CFM
 CFM
 CFM
 FMIOG
 IOG
 CIOG
 1 mins 2-3 mins 4-5 mins Over 5 mins
 Pharmacists/Pharmacy Staff: Satisfaction & Importance
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 Total
 2012 (n=27,992)
 2011 (n=27,018)
 2010 (n=27,204)
 Independent (I)(n=3,472)
 Food (F)
 (n=3,452)
 Clinic (G)(n=2,227)
 Mass Merchant (M)(n=4,993)
 Chain (C)
 (n=11,085)
 Mail Order/Online (O)(n=2,763)
 3%
 3%
 3%
 7%
 7%
 6%
 23%
 24%
 21%
 65%
 65%
 68%
 3%
 3%
 4%
 4%
 3%
 3%
 4%
 7%
 6%
 7%
 13%
 13%
 20%
 21%
 24%
 26%
 25%
 81%
 71%
 67%
 64%
 61%
 57%
 Pharmacists/Pharmacy Staff: Satisfaction & ImportancePharmacists and staff continue to be a very important part of the overall pharmacy experience,although less so for Mail Order/Online. Satisfaction is high and comparable year over year.
 Base: Spoke with the pharmacistQ16. 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: Total Respondents (2012: n=34,424, 2011: n=34,190; 2010: n=34,319)Q17. Please rate how important each aspect of the phar macist and pharmacy staff is to you.
 3.6
 3.6
 3.8
 3.7
 3.6
 3.6
 3.6
 3.4
 MeanImportance(Among Total)
 34
 3.7
 CFMOG
 CMOG
 CMO
 CO
 O
 CFMOG
 CMOG
 O
 OG
 OG
 Printed Health Information: Satisfaction & Importance
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 Total
 2012 (n=29,077)
 2011 (n=29,208)
 2010 (n=30,170)
 Independent (I)(n=3,137)
 Clinic (G)
 (n=2,336)
 Mail Order/Online (O)(n=4,373)
 Chain (C)(n=10,851)
 Mass Merchant (M)
 (n=5,035)
 Food (F)(n=3,345)
 5%
 5%
 5%
 19%
 22%
 20%
 20%
 20%
 18%
 55%
 52%
 55%
 4%
 5%
 6%
 5%
 5%
 4%
 15%
 15%
 19%
 20%
 21%
 18%
 15%
 18%
 20%
 22%
 20%
 19%
 64%
 60%
 54%
 52%
 51%
 58%
 Printed Health Information: Satisfaction & Importance Printed information is less important to consumers, regardless of pharmacy type. Satisfaction ismoderate, although Chain customers are somewhat more satisfied than in 2011.
 Base: Used printed health information in past 12 monthsQ12. With respect to printed information about your hea lth, how would you rate your level of satisfaction with each of the following at [PHARMACY USED MOST OFTEN]?Base: Total Respondents (2012: n=34,424, 2011: n=34,190; 2010: n=34,319)Q13. Please rate how important each printed health information offering from the pharmacy is to you.
 3.1
 3.2
 3.2
 3.2
 3.2
 3.2
 3.2
 3.1
 MeanImportance(Among Total)
 35
 3.2
 5+ points  than previous year 5+ points than previous year
 FMO
 CFMO
 CFMOG
 CMO
 CMO
 CF
 Additional Medical Services Offered: Satisfaction & Importance
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 Total
 2012 (n=6,679)
 2011 (n=5,778)
 2010 (n=6,437)
 Clinic (G)(n=1,600)
 Chain (C)(n=2,808)
 Independent (I)(n=563)
 Food (F)(n=788)
 Mass Merchant (M)(n=919)
 30%
 34%
 37%
 20%
 20%
 16%
 47%
 43%
 43%
 37%
 26%
 21%
 32%
 31%
 17%
 23%
 17%
 20%
 22%
 44%
 48%
 59%
 46%
 44%
 Additional Medical Services Offered: Satisfaction & Importance Medical services are not very important to customers, with fewer than 1 in 5 using them.Those who use them tend to be moderately satisfied. Satisfaction is on the rise for Chain andMass Merchant customers.
 Base: Additional Medical Services offered in pharmacyQ23. 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: Total Respondents (2012: n=34,424, 2011: n=34,190; 2010: n=34,319)Q24. Please rate how important each additional medical ser vice is to you.
 MeanImportance(Among Total)
 36
 2.4
 2.5
 2.7
 2.6
 2.5
 2.5
 2.4
 2.4
 5+ points  than previous year 5+ points than previous year
 CFMG
 CFMI
 FMI
 Health-Related Activities
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 Total
 2012 (n=34,424)
 2011 (n=34,190)
 2010 (n=34,319)
 Chain (C)(n=12,891)
 Mass Merchant(M)
 (n=5,820)
 Food (F)(n=3,860)
 Independent (I)(n=3,746)
 Mail Order/Online
 (O)(n=5,425)
 Clinic (G)(n=2,682)
 22%
 18%
 18%
 35%
 36%
 36%
 21%
 23%
 22%
 10%
 11%
 11%
 13%
 13%
 12%
 13%
 19%
 21%
 28%
 30%
 44%
 35%
 36%
 36%
 34%
 34%
 28%
 23%
 21%
 21%
 18%
 20%
 14%
 12%
 9%
 9%
 8%
 7%
 6%
 16%
 15%
 13%
 12%
 8%
 8%
 Health-Related ActivitiesOn average, customers shop at their primary pharmacy about once a week and visit theirpharmacy’s medical clinic only about once a year.
 Base: Total RespondentsQ1. Please indicate how many times you have personally done each of the following.
 37
 78%
 83%
 82%
 82%
 83%
 64%
 12%
 10%
 11%
 7%
 10%
 12%
 4%
 3%
 3%
 4%
 3%
 9%
 6%
 4%
 4%
 7%
 4%
 16%
 79%
 80%
 85%
 11%
 10%
 9%
 4%
 4%
 6%
 6%
 3%
 Never 1-2 3-4 5-6 7+ Never 1-2 3-4 5+
 1.0
 1.0
 0.7
 0.7
 1.1
 0.6
 2.4
 1.0
 0.5
 4.0
 3.9
 4.3
 4.0
 3.6
 2.9
 2.5
 4.4
 3.8
 Shopped at pharmacy inpast month Mean
 Visited permanent medical clinicat pharmacy in past year Mean
 5+ points  than previous year 5+ points than previous year
 C
 C
 CFM
 CFM
 CFMIO
 IOG
 IOG
 OG
 OG
 FIOG
 IOG
 OG
 OG
 FMO
 FMO
 CFMIOCFMIO
 FM0
 G
 CG
 CG
 CG
 CG
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 ADHERENCE and DISCUSSIONS
 WITH PHARMACIST 
 38
 Comfort discussing with pharmacist: Respiratory Issues
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 Comfort discussing with pharmacist: Respiratory Issues About 3/4 of those with a respiratory issue are comfortable discussing it with their pharmacists,at parity with 2011.
 Base: Diagnosed with conditionQ39. Please indicate how much you agree or disagree with ‘I am very comfortable discussing [CONDITON] with my pharmacist(s) at [PHARMACY USED MOST OFTEN].
 Chronic Bronchitis
  Asthma
 COPD
 Emphysema
 39
 4%
 3%
 3%
 4%
 3%
 3%
 3%
 3%
 20%
 20%
 21%
 22%
 17%
 20%
 17%
 18%
 56%
 53%
 56%
 53%
 (n=1,696)
 (n=6,263)
 (n=1,910)
 (n=905)
 Comfort discussing with pharmacist: Heart/Kidney Conditions
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 Comfort discussing with pharmacist: Heart/Kidney Conditions Those with heart conditions are slightly less comfortable discussing their condition with theirpharmacists than those with respiratory conditions. AFib patients are less likely to feelcomfortable than they were last year.
 Base: Diagnosed with conditionQ39. Please indicate how much you agree or disagree with ‘I am very comfortable discussing [CONDITON] with my pharmacist(s) at [PHARMACY USED MOST OFTEN].
 Type II Diabetes
 High blood pressure/ Hypertension
 Heart Attack/Heart Failure/CHF
 High cholesterol/ Hyperlipidemia
 Heart or circulation problems
 Coronary Artery Disease/ ValveDisorders
 Stroke/TIA
 Deep vein thrombosis(blood clots)
 Kidney Disease/Dysfunction
  Atrial Fibrillation (AFib)
 40
 4%
 4%
 4%
 4%
 4%
 5%
 3%
 5%
 7%
 6%
 3%
 3%
 5%
 4%
 5%
 5%
 4%
 4%
 5%
 4%
 19%
 21%
 21%
 22%
 21%
 23%
 26%
 26%
 23%
 26%
 18%
 20%
 19%
 19%
 19%
 17%
 16%
 19%
 19%
 18%
 55%
 52%
 51%
 51%
 51%
 50%
 51%
 47%
 46%
 46%
 (n=5,943)
 (n=14,778)
 (n=1,392)
 (n=12,068)
 (n=1,547)
 (n=1,150)
 (n=710)
 (n=556)
 (n=826)
 (n=900)
 5+ points  than previous year 5+ points than previous year
 Adherence
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 AdherenceMost customers claim to be adherent. About 1-in-5 report not filling a Rx. Slightly fewer reportthey stopped taking Rx without talking to an HCP. 3-in-10 report missing a dose in past 7 days.
 Base: Total Respondents (n=34,424) ; Q40. In the past 12 months, has a doctor given you a prescription you decided not to fill for yourself, for whatever reason?Base: Dr Rx’d med in past year (n=32,740); Q41. In the past 12 months have you, yourself, stopped taking a medication your doctor prescribed for you, without talking to your doctor first?Base: Taking daily medication (n=28,584) ; Q42/43. In the past [seven days/30 days], how many times have you, yourself, missed a dose of a med ication, for whatever reason, that you are supposed to
 take every day?
 Adherence # of Times Missed Dose of Daily Medication in…
 Never  
 3+ 
 2 
 1 
 Past 7 Days Past 30 Days
 41
 19%
 17%
 19%
 16%
 19%
 16%
 Decided not to fill Rx inpast year
 Stopped taking Rx medwiithout talking to MD in
 past year
 2012 2011 2010
 6% 6% 7%
 21% 20% 23%8% 7% 7%
 11% 11%11%
 15% 15% 16%
 13% 13% 14%
 71% 72% 70%
 56% 56% 53%
 MeanTimes: 0.7 0.6 0.7 2.0 1.9 2.0
 2012 2011 2010 2012 2011 2010
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 INDEPENDENT PHARMACIES:
  An In-Depth Look
 42
 Independent Pharmacies: Summary of Findings
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 Independent Pharmacies: Summary of Findings
 > Have highest performance rankings across major categories, including overall satisfaction,
 likelihood to return and to recommend
 > Opinions on importance have not changed from 2011 to 2012
 • Filling prescriptions, convenience and pharmacy staff remaining the top three in importance.Strongest performance across these
 • Additionally, satisfaction with pricing has increased since the 2011 dip
 > Shortest wait time when filling prescriptions
 > Satisfied with engagement with pharmacist - shortest wait time to speak to them
 > Not surprisingly, loyalty card usage = low for this segment> Coupon/copay card usage is also low
 Opportunities for Independent Pharmacies:
 > Maintaining high-level service allows opportunity for continued success and growth
 > Increasing offerings like coupons & co-pay cards may attract new customers while maintaininga strong patient care model
 • While coupons/copay cards are of no cost to pharmacy, they are viewed as very beneficial to customers
 > Pricing is an area of importance, but with room for improvement in performance
 • $4 generics may be an opportunity to help patients, as these are considered important but are not
 offered by many Independent pharmacies
 43
 Identifying Opportunities: Overall Experience
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 Identifying Opportunities: Overall Experience Independent pharmacies perform well in areas most important to their customers—filling Rxs,pharmacy staff, convenience. Satisfaction with Rx pricing and printed health informationimproved slightly in 2012.
 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Strengths & Best Practices
 Performance
 ImprovementOpportunities
 Maintain Status QuoSecondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a  n  c
   e
 Prescriptionpricing (4)
 2&34
 5
 6
 1
 4
 2011
 2012
 Fillingprescription (1)
 Convenience (3)Pharmacists &Pharmacy Staff (2)
 Printed healthinformation (5)
 Additional medicalservices (6)
 4
 5
 6
 1
 44
 Identifying Opportunities: Overall Experience (continued)
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 Identifying Opportunities: Overall Experience (continued) Independent pharmacies perform well in areas most important to their customers—filling Rxs,pharmacist & pharmacy staff, convenience.
 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Strengths & Best Practices
 Performance
 ImprovementOpportunities
 Maintain Status QuoSecondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a  n  c
   e
 Prescriptionpricing (4)
 Prescriptionpricing (4)
 2&34
 5
 6
 12011
 2012
 Fillingprescription (1)
 Convenience (3)Pharmacists &Pharmacy Staff (2)
 Printed healthinformation (5)
 Additional medicalservices (6)
 4
 5
 6
 1Keep up the good work in
 these highly important,
 top-performing areas
 45
 Identifying Opportunities: Overall Experience (continued)

Page 46
                        

8/14/2019 Cs-3 2012 PULSE Full Report.pdf
 http://slidepdf.com/reader/full/cs-3-2012-pulse-full-reportpdf 46/143
 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TRA
 Identifying Opportunities: Overall Experience (continued)Pricing is a key area for improvement, followed by printed health information.
 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Strengths & Best Practices
 Performance
 ImprovementOpportunities
 Maintain Status QuoSecondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a  n  c
   e
 Prescriptionpricing (4)
 4
 5
 6
 2011
 2012Convenience (3)
 Printed healthinformation (5)
 Additional medicalservices (6)
 4
 5
 6
 Customers indicate
 improvements can be made
 in these important areas
 Customers identified this
 as a lower-priority areafor improvement
 46
 Services Offered at Independent Pharmacy 
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 3.83.8
 3.6
 3.6
 3.5
 3.5
 3.3
 3.2
 3.0
 2.93.0
 3.0
 3.0
 2.9
 2.8
 2.6
 2.6
 2.4
 2.4
 2.3
 2.0
 1.9
 p yItems deemed more important relate to actual prescription & cost savings opportunities. Call-ahead services, printed info & in-depth counseling are offered by most Independent pharmacies.More are offering refill reminders and automated phone systems for refills.
 Base: Independent Pharmacy Users (2012 n=3,746; 2011 n=2,871)Q9/Q13/Q17/Q21/Q24/Q26
 MeanIm portance
 5+ points  than 2011 5+ points  than 2011
 47
 Filling Rx Medications: Satisfaction & Importance 
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 Filling prescription medicationsOVERALL
 Level of accuracy w/ which myprescriptions meds are filled
 The clarity of labels on myprescription medications
 The in-store stock of theprescription medication(s) I
 need
 g pIndependents perform well on all aspects of filling medications.
 Base: Independent Pharmacy Users (2012 n=3,746; 2011 n=2,871)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.
 MeanImportance
 3.9
 3.9
 3.9
 3.8
 3.9
 3.9
 3.8
 3.8
 48
 Pharmacists/Pharmacy Staff: Satisfaction & Importance 
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 / y pCustomers deemed important and are extremely satisfied with pharmacist’s & staff’s helpfulnessand ability to address their concerns. This is consistent with 2011.
 Base: Independent Pharmacy Users who spoke with the pharmacist (2012 n=3,472; 2011 n=2,683)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: Independent Pharmacy Users (2012 n=3,746; 2011 n=2,871)Q17. Please rate how important each aspect of the phar macist and pharmacy staff is to you.
 OVERALL Pharmacists and
 pharmacy staff
 3.8
 3.8
  Ability to addressquestions/concerns
 3.8
 3.8
  Ability to help me/household takemed correctly
 3.7
 3.7
 Helpfulness w/insurance issues3.7
 3.7
 How well coordinate w/other HCPsseen by HH members 3.73.6
 Language used to provideme w/info about meds
 3.6
 3.6
 Knowledge of health conditions/needs of HH
 3.5
 3.6
 In-depth conversation/counseling3.5
 3.5
 Staff’s role in my overall health3.4
 3.4
 Know who I am3.5
 3.5
 MeanImportance(Among Total)
 49
 Convenience: Satisfaction & Importance 
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 pThe ability to call ahead, convenience of store location/hours, wait time & helpfulness of staffremain important and are key drivers of satisfaction.
 Base: Independent Pharmacy Users (2012 n= 3,746; 2011 n=2,871;)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 .
 Overall convenience
 3.8
 3.8
  Ability to call ahead
 3.8
 3.8
 Convenience of store location
 3.7
 3.7
 Time it takes to fill Rx
 3.7
 3.7
 Convenience of pharmacyhours
 3.7
 3.6
 Helpfulness of pharmacy’s staff
 3.7
 3.7
 MeanImportance
 50
 3%
 4%
 4%
 4%
 3%
 5%
 5%
 4%
 4%
 6%
 7%
 5%
 5%
 15%
 14%
 8%
 8%
 14%
 14%
 17%
 16%
 27%
 28%
 15%
 13%
 79%
 81%
 89%
 90%
 78%
 79%
 75%
 77%
 62%
 60%
 78%
 80%
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 Convenience: Satisfaction & Importance 
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 pThe ability to call ahead, convenience of store location/hours, wait time & helpfulness of staffremain important and are key drivers of satisfaction.
 Base: Independent Pharmacy Users (2012 n= 3,746; 2011 n=2,871;)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 .
 Wait times for picking up Rx
 3.7
 3.7
 Wait times for dropping off Rx
 3.6
 3.6
 90 day refills
 3.0
 2.9
  Able to purchase other items
 3.0
 2.9
 Reminders to refill prescription
 2.8
 2.6
  Automated phone system forRx refills
 2.6
 2.4
 MeanImportance
 51
 3%
 5%
 5%
 7%
 7%
 5%
 6%
 10%
 11%
 13%
 14%
 7%
 5%
 18%
 16%
 17%
 16%
 10%
 10%
 25%
 26%
 12%
 15%
 14%
 14%
 73%
 75%
 73%
 75%
 84%
 83%
 63%
 60%
 72%
 68%
 76%
 78%
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 Preferred Method of Refill Reminders–Independent 
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 prescriptions.
 5+ points  than 2011 5+ points  than 2011
 pPreference for personal phone call reminders rose in 2012. Only ¼ of Independent customersprefer to not be reminded at all, a drop from 2011.
 52
 Prescription Pricing: Satisfaction & Importance 

Page 53
                        

8/14/2019 Cs-3 2012 PULSE Full Report.pdf
 http://slidepdf.com/reader/full/cs-3-2012-pulse-full-reportpdf 53/143
 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TRA
 OVERALL prescriptionpricing
  Acceptance of myinsurance card*
 Generic prescription medsfor $4 or less**
 Discounts available onprescription meds
 Coupons/copay cards forspecific prescription meds**
 Discount/rewards cardperks**
 p g pOverall, satisfaction with pricing at Independent pharmacies rebounded in 2012. Satisfactionwith discount availability increased from 2011.
 Base: Independent Pharmacy Users (2012 n=3,746; 2011 n=2,871)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.
 MeanImportance
 *Asked among those who are insured**Asked among those who have used the service(s)
 5+ points  than 2011 5+ points than 2011
 3.7
 3.9
 3.2
 3.7
 3.9
 3.3
 3.1
 2.9
 2.6
 3.2
 3.0
 2.7
 53
 Printed Health Information: Satisfaction & Importance 
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 Performance of printed health information remains steady. Rx-related information continues tobe more important to Independent pharmacy customers than non-Rx related materials.
 Base: Independent Pharmacy Users who have used printed health information in past 12 months (2012 n=3,137; 2011 n=2,447)Q12. With respect to printed information about your hea lth, how would you rate your level of satisfaction with each of the following at [PHARMACY USED MOST OFTEN]?Base: Independent Pharmacy Users (2012 n=3,746; 2011 n=2,871)Q13. Please rate how important each printed health information offering from the pharmacy is to you.
 OVERALL Printed healthinformation
 Printed information that
 comes with my prescription(side effects, how to take
 med, picture of pill)
 Other printed information(brochures/ pamphlet)
 3.1
 3.6
 3.0
 3.2
 3.6
 3.0
 MeanImportance(Among Total)
 54
 Independent: Use of Printed Information
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 Independent customers tend to use printed information offered by their pharmacies to engage indiscussions with their doctors, pharmacists and/or family/friends. Compared to other pharmacycustomers, they are most likely to use the information to talk to their pharmacist.
 Base: Independent pharmacy customers who used other printed information offered by pharmacy in the past 12 month (2012 n=1,701; 2011 n=1,251)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…?
 55
 Who Discussed InformationType of Information
 Additional Medical Services: Satisfaction & Importance 
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 Satisfaction with additional medical services overall remained consistent while gaining inimportance. Satisfaction increased slightly for health services.
 Base: Independent Pharmacy Users who have additional medical services offered in pharmacy (2012 n=563; 2011 n=381)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: Independent Pharmacy Users (2012: n=3,746; 2011 n=2,871)Q24. Please rate how important each additional medical ser vice is to you.
  Additional medical servicesoffered (OVERALL)
 Health services(flu shot, BP check, etc.)
 Permanent medical clinicat location
 2.4
 2.3
 1.9
 2.5
 2.4
 2.0
 5+ points  than 2011 5+ points than 2011
 MeanImportance(Among Total)
 56
 2012 Demographics – Independent Pharmacies
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 Base: Independent Pharmacy Users (n=3,746)S2, S1, Q46a/b/c, Q47, Q50, Q11, Q48
 Age
 Mean: 50 years old
 Gender Ethnicity
 Education Household Income Insured
 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 
 HS or less 
 $100K + 
 $75K - <$100K 
 $45K - <$75K 
 $25K - <$45K 
 Less than $25K
 Refused/no answer
 LanguagesSpoken At Home
 Community Type
 Urban/City center  
 Suburban 
 Rural 
 57
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 FOOD/SUPERMARKET:
  An In-Depth Look
 58
 Food/Supermarket Pharmacies: Summary of Findings
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 > Closely following overall leaders, Independent pharmacies on performance rankings across
 the major categories of overall satisfaction, likelihood to return and to recommend the
 pharmacy
 > The same is true for overall touchpoints. Opinions on importance have remained consistentfrom 2011 to 2012. Top four:
 • Filling prescriptions
 • Convenience
 • Pricing
 • Pharmacy staff
 > Food/Supermarket pharmacies have the most customers who had to return because the
 medication was not in stock
 Opportunities for Food/Supermarket Pharmacies:
 > Maintaining high-level service allows opportunity for continued success and growth
 > Continuing $4 generic offerings and increasing discounts/offers where possible may help
 enhance satisfaction and improve continuity of care
 > Keeping medications in stock can create an opportunity to sustain a strong customer base
 and a strong model for patient care
 59
 Identifying Opportunities: Overall Experience F d/S k t f d ll i f d ti l i t t ith 2011 Th l
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 Food/Supermarkets performed well in foundational areas, consistent with 2011. They alsoperformed somewhat better with printed health information and additional medical services.
 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Strengths & Best Practices
 Performance
 ImprovementOpportunities
 Maintain Status QuoSecondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a  n  c  e
 Prescriptionpricing (3)
 Printed Health Information (5)
 Additional medical
 services (6)
 Filling prescriptionmeds (1)
 Convenience (2)
 Pharmacists &Pharmacy Staff (4)
 1
 23
 5
 6
 1
 24
 3
 5
 6
 2011
 2012
 6
 60
 Identifying Opportunities: Overall Experience (continued) Filli i ti di ti i d h t ff t i t t d
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 Filling prescription medications, convenience and pharmacy staff are most important andperform well.
 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Performance
 ImprovementOpportunities
 Maintain Status QuoSecondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a  n  c  e
 Prescriptionpricing (3)
 Printed Health Information (5)
 Additional medical
 services (6)
 Filling prescriptionmeds (1)
 Convenience (2)
 Pharmacists &Pharmacy Staff (4)
 1
 23
 5
 6
 1
 24
 3
 5
 2011
 2012
 6
 Strengths & Best Practices
 Keep up the good work in
 these highly important,
 top-performing areas
 61
 Identifying Opportunities: Overall Experience (continued) 
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 Pricing is important to Food/Supermarket customers. Performance in this area is relatively low,
 revealing an area of opportunity for improvement.
 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Strengths & Best Practices
 Performance
 ImprovementOpportunities
 Maintain Status QuoSecondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a  n  c  e
 Prescriptionpricing (3)
 Printed Health Information (5)
 Additional medical
 services (6)
 Filling prescriptionmeds (1)
 Convenience (2)
 Pharmacists &Pharmacy Staff (4)
 1
 243
 5
 6
 1
 24
 3
 5
 2011
 2012
 6
 Customers indicate
 improvements can be made
 in these important areas
 Customers identified this
 as a lower-priority areafor improvement
 62
 Services Offered at Food/Supermarket Pharmacy Food/Supermarket pharmacies do well with offering services that are important to customers
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 3.7
 3.7
 3.6
 3.5
 3.5
 3.6
 3.3
 3.3
 3.1
 3.2
 3.1
 3.1
 3.1
 3.1
 3.0
 2.8
 2.9
 3.0
 2.6
 2.6
 2.1
 2.0
 Food/Supermarket pharmacies do well with offering services that are important to customers.
 Base: Food/Supermarket Pharmacy Users (2012 n=3,860; 2011 n=4,005)Q9/Q13/Q17/Q21/Q24/Q26
 MeanImportance
 63
 Filling Rx Medications: Satisfaction & Importance All aspects of filling prescription medications are important with satisfaction scores remaining
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 All aspects of filling prescription medications are important, with satisfaction scores remainingsteady. Stores can bolster their satisfaction by improving in-stock inventory, since it is important,but doesn’t perform as well as other filling attributes.
 Base: Food/Supermarket Pharmacy Users (2012 n=3,860; 2011 n=4,005)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 prescriptionmedications OVERALL
 Level of accuracy w/ whichmy prescriptions meds are
 filled
 The clarity of labels on myprescription medications
 The in-store stock of the
 prescription medication(s) Ineed
 MeanImportance
 3.9
 3.9
 3.8
 3.8
 3.9
 3.9
 3.8
 3.8
 64
 Convenience: Satisfaction & Importance Most important aspects of convenience continue to be store location/hours ability to call ahead
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 Most important aspects of convenience continue to be store location/hours, ability to call ahead,helpfulness of pharmacy staff & wait time.
 Base: Food/Supermarket Pharmacy Users (2012 n=3,860; 2011 n=4,005)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 .
 OVERALL convenience
 3.8
 3.8
 Convenience of store location
 3.7
 3.8
  Ability to call ahead
 3.7
 3.7
 Time it takes to fill Rx
 3.7
 3.7
 Convenience of pharmacy hours
 3.7
 3.7
 Wait times for picking up Rx
 3.7
 3.7
 MeanImportance
 65
 5%
 4%
 4%
 4%
 6%
 5%
 4%
 3%
 4%
 3%
 2%
 3%
 6%
 5%
 6%
 5%
 7%
 6%
 19%
 19%
 15%
 15%
 13%
 11%
 25%
 26%
 29%
 29%
 27%
 28%
 74%
 76%
 79%
 80%
 84%
 85%
 62%
 63%
 61%
 60%
 58%
 59%
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 Convenience: Satisfaction & Importance Most important aspects of convenience continue to be store location/hours ability to call ahead

Page 66
                        

8/14/2019 Cs-3 2012 PULSE Full Report.pdf
 http://slidepdf.com/reader/full/cs-3-2012-pulse-full-reportpdf 66/143
 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TRB
 Most important aspects of convenience continue to be store location/hours, ability to call ahead,helpfulness of pharmacy staff & wait time.
 Base: Food/Supermarket Pharmacy Users (2012 n=3,860; 2011 n=4,005)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 .
 Helpfulness of pharmacy’s staff
 3.6
 3.7
 Wait times for dropping off Rx
 3.6
 3.6
  Automated phone system for Rxrefills
 3.1
 3.2
 90 day refills
 3.1
 3.1
  Able to purchase other items
 3.1
 3.1
 Reminders to refill prescription
 3.0
 2.8
 MeanImportance
 66
 3%
 4%
 4%
 8%
 7%
 9%
 7%
 7%
 4%
 5%
 5%
 6%
 7%
 9%
 12%
 21%
 20%
 25%
 26%
 15%
 14%
 12%
 12%
 20%
 20%
 20%
 16%
 68%
 69%
 60%
 61%
 76%
 80%
 83%
 82%
 74%
 72%
 67%
 69%
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 Preferred Method of Refill Reminders–Food/Supermarket Preference for less personal more automatic reminders is on the rise Fewer than 1-in-5 don’t
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 Preference for less personal, more automatic reminders is on the rise. Fewer than 1-in-5 don twant reminders, a change from 2011.
 Base: Food/Supermarket Pharmacy Users (2012 n=3,860; 2011 n=4,005)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.
 5+ points  than 2011 5+ points than 2011
 67
 Prescription Pricing: Satisfaction & Importance Overall satisfaction with pricing has rebounded from 2011 while remaining extremely important
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 Overall satisfaction with pricing has rebounded from 2011, while remaining extremely important.
 Base: Food/Supermarket Pharmacy Users (2012 n=3,860; 2011 n=4,005)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 prescriptionpricing
  Acceptance of myinsurance card*
 Generic prescription medsfor $4 or less
 Discounts available onprescription meds
 Discount/rewards cardperks**
 Coupons/copay cards forspecific prescription meds
 MeanImportance
 3.8
 3.9
 3.4
 3.8
 3.9
 3.6
 3.3
 3.1
 3.1
 3.5
 3.2
 3.1
 *Asked among those who are insured**Asked among those who have used the service(s)
 5+ points  than 2011 5+ points than 2011
 68
 Pharmacists/Pharmacy Staff: Satisfaction & Importance Pharmacist’s/pharmacy staff’s ability to address customer concerns & helpfulness with
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 Pharmacist s/pharmacy staff s ability to address customer concerns & helpfulness withmedications/insurance are deemed to be the most important factors.
 Base: Food/Supermarket Pharmacy Users who spoke with the pharmacist (2012 n=3,4522011 n=3,614)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: Food/Supermarket Pharmacy Users (2012 n=3,860; 2011 n=4,005)Q17. Please rate how important each aspect of the phar macist and pharmacy staff is to you.
 OVERALL Pharmacists andpharmacy staff
 3.7
 3.7
  Ability to addressquestions/concerns
 3.73.8
  Ability to help me/household takemed correctly
 3.6
 3.6
 Helpfulness w/insurance issues3.6
 3.6
 How well coordinate w/otherHCPs seen by HH members
 3.6
 3.5
 Language used to provide mew/info about meds
 3.5
 3.5
 Knowledge of healthconditions/needs of household
 3.4
 3.4
 In-depth conversation/counseling3.3
 3.3
 Staff’s role in my overall health3.2
 3.2
 Know who I am3.1
 3.1
 MeanImportance(Among Total)
 69
 Printed Health Information: Satisfaction & Importance Information that comes with the Rx is much more important than other printed materials, and is
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 Information that comes with the Rx is much more important than other printed materials, and isa key driver of satisfaction. Food/Supermarket performs well.
 Base: Food/Supermarket Pharmacy Users who have used printed health information in pa st 12 months (2012 n=1,791; 2011 n=3,494)Q12. With respect to printed information about your hea lth, how would you rate your level of satisfaction with each of the following at [PHARMACY USED MOST OFTEN]?Base: Food/Supermarket Pharmacy Users (2012 n=3,860; 2011 n=4,005)Q13. Please rate how important each printed health information offering from the pharmacy is to you.
 Printed health informationprovided by pharmacy
 OVERALL
 Printed information that
 comes with my prescription(side effects, how to take
 med, picture of pill)
 Other printed information(brochures/ pamphlet)
 3.1
 3.6
 3.0
 3.1
 3.5
 2.9
 MeanImportance(Among Total)
 70
 Food/Supermarket: Use of Printed InformationPrinted information related to medications and conditions are commonly used, and is used more
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 Printed information related to medications and conditions are commonly used, and is used moreto engage in discussions with physicians compared to 2011.
 Base: Food/Supermarket pharmacy customers who used other printed information offered b y pharmacy in the past 12 month (201 2 n=1,791; 2011 n=1,721)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…?
 71
 Who Discussed InformationType of Information
 5+ points  than 2011 5+ points than 2011
 Additional Medical Services: Satisfaction & Importance Health services are not particularly important but satisfaction levels are moderate. Satisfaction
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 Health services are not particularly important but satisfaction levels are moderate. Satisfactionwith the permanent medical clinic increased substantially.
 Base: Food/Supermarket Pharmacy Users who have additional medical services offered in pharmacy (2012 n=788; 2011 n=783)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: Food/Supermarket Pharmacy Users (2012 n=3,860; 2011 n=4,005)Q24. Please rate how important each additional medical ser vice is to you.
  Additional medical servicesoffered (OVERALL)
 Health services(flu shot, BP check, etc.)
 Permanent medical clinicat location
 2.4
 2.6
 2.0
 2.5
 2.6
 2.1
 5+ points  than 2011 5+ points than 2011
 MeanImportance(Among Total)
 72
 2012 Demographics–Food/Supermarket Pharmacies
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 Base: Food/Supermarket Pharmacy Users (n=3,860)S2, S1, Q46a/b/c, Q47, Q50, Q11, Q48
 73
 Age
 Mean: 50 years old
 Gender Ethnicity
 Education Household Income Insured
 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 
 HS or less 
 $100K + 
 $75K - <$100K 
 $45K - <$75K 
 $25K - <$45K 
 Less than $25K
 Refused/no answer
 LanguagesSpoken At Home
 Community Type
 Urban/City center  
 Suburban 
 Rural 
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 CHAIN: An In-Depth Look
 74
 Chain Pharmacies: Summary of Findings
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 > Overall, performance is similar to 2011 on each of the overall experience touchpoints, but
 with improvement across all.
 > No change in opinions on how important each overall touchpoint is from 2011 to 2012. Topthree= filling prescriptions, convenience and pricing
 > Holding to previous years, Chain customers use coupons and copay cards more than the other
 types of pharmacy customers, as well as have the highest ownership of loyalty cards.
 > Chain customers are shopping at their primary pharmacy 4.4 times a month on average, which
 leads all pharmacy types.
 Opportunities for Chain Pharmacies:
 > Maintaining high-level service allows opportunity for continued success and growth
 > Promoting pharmacy benefits throughout the store may help improve patient retention and
 patient care, since traffic is high in chain pharmacies
 > Pricing is an area of importance, but with room for improvement in performance• Discounts such as coupons and copay cards are used by and important to these customers
 • $4 generics are still not being offered by many chains but are seen as important to customers
 75
 Identifying Opportunities: Overall Experience Chain customers are satisfied with most of the attributes that matter (with the exception of
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 ( pprescription pricing). Performance improved for every overall touch point from 2011 to 2012.
 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Strengths & Best Practices
 Performance
 ImprovementOpportunities
 Maintain Status QuoSecondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a  n
   c  e
 Prescriptionpricing (3)
 Printed HealthInformation (5)
 Additional medicalservices (6)
 Filling prescriptionmeds (1)
 Convenience (2)
 Pharmacists &Pharmacy Staff (4)
 1
 2
 43
 5
 6
 1
 4
 3
 5
 6
 2011
 2012
 76
 Identifying Opportunities: Overall Experience (continued) Filling prescription medications, pharmacy staff & convenience are important and
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 perform the best.
 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Strengths & Best Practices
 Performance
 ImprovementOpportunities
 Maintain Status QuoSecondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a  n
   c  e
 Prescriptionpricing (3)
 Additional medicalservices (6)
 Filling prescriptionmeds (1)
 Convenience (2)
 Pharmacists &Pharmacy Staff (4)
 3
 5
 6
 3
 5
 6
 Printed HealthInformation (5)
 2011
 2012 Keep up the good work in
 these highly important,
 top-performing areas
 1
 2
 4
 1
 4
 77
 Identifying Opportunities: Overall Experience (continued) Pricing remains a key area for improvement.
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 Convenience (2)Convenience (2)
 Pharmacists &Pharmacy Staff (4)
 1
 2
 1
 2
 44
 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Strengths & Best Practices
 Performance
 ImprovementOpportunities
 Maintain Status QuoSecondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a  n
   c  e
 Filling prescriptionmeds (1)
 Prescriptionpricing (3)
 Additional medicalservices (6)
 Filling prescriptionmeds (1)
 2011
 2012
 Printed HealthInformation (5)
 Customers indicate
 improvements can be made
 in these important areas
 55
 3 3
 6
 6
 Customers identified this
 as a lower-priority areafor improvement
 78
 Services Offered at Chain Pharmacy Chain pharmacies tend to offer the same services as in 2011, though $4 generic prescriptiond d f ll h
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 3.7
 3.7
 3.6
 3.6
 3.4
 3.3
 3.2
 3.2
 3.2
 3.23.2
 3.1
 3.1
 3.1
 3.0
 3.0
 3.0
 3.0
 2.72.6
 2.4
 2.3
 drugs & 90 day refills are on the rise.
 Base: Chain Pharmacy Users (2012 n=12,891; 2011 n=12,454)Q9/Q13/Q17/Q21/Q24/Q26
 5+ points  than 2011 5+ points than 2011
 MeanImportance
 79
 Filling Rx Medications: Satisfaction & Importance Accurately filling prescriptions—with clarity—is foundational for pharmacies in general. Chains
 f ll i h di i d h i d i i
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 perform well in these dimensions and have remained consistent over time.
 Base: Chain Pharmacy Users (2012 n=12,891; 2011 n=12,454)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 prescriptionmedications OVERALL
 Level of accuracy w/ whichmy prescriptions meds are
 filled
 The clarity of labels on myprescription medications
 The in-store stock of theprescription medication(s)
 I need
 MeanImportance
 3.8
 3.9
 3.8
 3.8
 3.8
 3.9
 3.8
 3.8
 80
 Convenience: Satisfaction & Importance Consistent over time, customers are most satisfied with important drivers of convenience: abilityt ll h d & t l ti /h Th ti t b l t ti fi d ith it ti
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 to call ahead & store location/hours. They continue to be least satisfied with wait times.
 Base: Chain Pharmacy Users (2012 n=12,891; 2011 n=12,454))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 .
 OVERALL convenience
 3.7
 3.7
  Ability to call ahead
 3.7
 3.7
 Convenience of store location
 3.7
 3.7
 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
 3.7
 MeanImportance
 81
 3%
 3%
 4%
 3%
 4%
 5%
 6%
 6%
 7%
 5%
 4%
 3%
 3%
 5%
 4%
 7%
 6%
 7%
 7%
 9%
 8%
 23%
 24%
 16%
 15%
 18%
 18%
 26%
 25%
 28%
 28%
 30%
 30%
 69%
 69%
 79%
 80%
 76%
 76%
 64%
 64%
 58%
 56%
 53%
 51%
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 Convenience: Satisfaction & Importance Consistent over time, customers are most satisfied with important drivers of convenience: abilityt ll h d & t l ti /h Th ti t b l t ti fi d ith it ti
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 to call ahead & store location/hours. They continue to be least satisfied with wait times.
 Base: Chain Pharmacy Users (2012 n=12,891; 2011 n=12,454))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 .
 Helpfulness of pharmacy’s staff
 3.6
 3.6
 Wait times for dropping off Rx
 3.6
 3.6
  Able to purchase other items
 3.2
 3.2
 Reminders to refill prescription
 3.2
 3.1
  Automated phone system for Rxrefills
 3.1
 3.1
 90 day refills
 3.0
 3.0
 MeanImportance
 82
 3%
 3%
 4%
 5%
 6%
 10%
 10%
 11%
 10%
 7%
 8%
 9%
 9%
 8%
 7%
 6%
 6%
 26%
 27%
 28%
 30%
 29%
 29%
 19%
 20%
 20%
 20%
 17%
 17%
 59%
 57%
 54%
 51%
 63%
 61%
 69%
 68%
 70%
 71%
 76%
 75%
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 Preferred Method of Refill Reminders–Chain Customers prefer email and automated phone messages. Only 1-in-10 prefer not to be reminded
 t ll b k t 2010 l l

Page 83
                        

8/14/2019 Cs-3 2012 PULSE Full Report.pdf
 http://slidepdf.com/reader/full/cs-3-2012-pulse-full-reportpdf 83/143
 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TRC
 at all, back to 2010 levels.
 Base: Chain Pharmacy Users (2012: n=12,891; 2011: n=12,454)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.
 5+ points  than 2011 5+ points than 2011
 83
 Prescription Pricing: Satisfaction & Importance While insurance card acceptance is satisfactory, there is low satisfaction with available discounts.
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 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TRCBase: Chain Pharmacy Users (2012 n=12,891; 2011 n=12,454)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 prescriptionpricing
  Acceptance of myinsurance card*
 Discounts available onprescription meds
 Generic prescription medsfor $4 or less
 Discount/rewards cardperks**
 Coupons/copay cards forspecific prescription meds
 MeanImportance
 3.7
 3.9
 3.4
 3.7
 3.9
 3.4
 3.3
 3.2
 3.2
 3.4
 3.2
 3.2
 *Asked among those who are insured**Asked among those who have used the service(s)
 84
 Pharmacists/Pharmacy Staff: Satisfaction & Importance Satisfaction with pharmacist attributes are consistent over time.
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 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TRCBase: Chain Pharmacy Users who spoke with the pharmacist (2012 n=11,085; 2011 n=10,624,)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: Chain Pharmacy Users (2012 n=12,891; 2011 n=12,454)Q17. Please rate how important each aspect of the phar macist and pharmacy staff is to you.
 OVERALL Pharmacists andpharmacy staff
 3.63.6
  Ability to addressquestions/concerns
 3.73.7
 Helpfulness w/insurance issues3.63.6
  Ability to help me/household takemed correctly
 3.53.5
 How well coordinate w/other HCPs
 seen by HH members
 3.5
 3.5
 Language used to provideme w/info about meds
 3.53.4
 Knowledge of healthconditions/needs of household
 3.43.3
 In-depth conversation/counseling3.23.2
 Staff’s role in my overall health3.23.1
 Know who I am3.02.9
 MeanImportance(Among Total)
 85
 Printed Health Information: Satisfaction & Importance Satisfaction with the printed health information provided by the pharmacy has increasedsomewhat since 2011

Page 86
                        

8/14/2019 Cs-3 2012 PULSE Full Report.pdf
 http://slidepdf.com/reader/full/cs-3-2012-pulse-full-reportpdf 86/143
 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TRC
 somewhat since 2011.
 Base: Chain Pharmacy Users who have used printed health information in past 12 months (2012 n=10,851; 2011 n=10 ,584)Q12. With respect to printed information about your hea lth, how would you rate your level of satisfaction with each of the following at [PHARMACY USED MOST OFTEN]?Base: Chain Pharmacy Users (2012 n=12,891; 2011 n=12,454)Q13. Please rate how important each printed health information offering from the pharmacy is to you.
 Printed health informationprovided by pharmacy
 OVERALL
 Printed information that
 comes with my prescription(side effects, how to takemed, picture of pill)
 Other printed information(brochures/ pamphlet)
 3.1
 3.6
 3.0
 3.2
 3.6
 3.0
 MeanImportance(Among Total)
 5+ points  than 2011 5+ points than 2011
 86
 Chain: Use of Printed InformationOver ½ use the materials about their medication/condition to engage in discussion with doctorsand/or family/friends Just under ½ use it to guide discussions with pharmacists
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 and/or family/friends. Just under ½ use it to guide discussions with pharmacists.
 Base: Chain pharmacy customers who used other printed information offered by pharmacy in the past 12 month (2012 n=5,448; 2011 n=4,532)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…?
 Who Discussed InformationType of Information
 87
 Additional Medical Services: Satisfaction & Importance Though still relatively unimportant, both importance and satisfaction with additional medicalservices is on the rise
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 services is on the rise.
 Base: Chain Pharmacy Users who have additional medical services offered in pharmacy (2012 n=2,808; 2011 n=2,267)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: Chain Pharmacy Users (2012 n=12,891; 2011 n=12,454)Q24. Please rate how important each additional medical ser vice is to you.
  Additional medical servicesoffered (OVERALL)
 Health services (flu shot, BPcheck, etc.)
 Permanent medical clinic atlocation
 2.5
 2.6
 2.3
 2.6
 2.7
 2.4
 5+ points  than 2011 5+ points than 2011
 MeanImportance(Among Total)
 88
 2012 Demographics–Chain Pharmacies
 Languages
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 Age
 Mean: 47 years old
 Gender Ethnicity
 Education Household Income Insured
 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 
 HS or less 
 LanguagesSpoken At Home
 Community Type
 Urban/City center  
 Suburban 
 Rural 
 $100K + 
 $75K - <$100K 
 $45K - <$75K 
 $25K - <$45K 
 Less than $25K
 Refused/no answer
 89
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 MASS MERCHANT: An In-Depth Look
 90
 Mass Merchant: Summary of Findings
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 > Performance is very similar over time on the key measures of overall satisfaction and
 performance continues to be in the middle of the pack when compared to all types, ranking 3rd 
 or 4th in performance for all key measures
 > However, satisfaction with pricing is highest for Mass Merchants, compared to other pharmacy
 types
 > Performance of additional medical services continues to increase, especially health services
 including flu shots and blood pressure checks, but importance is still quite low
 > 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, most go to another pharmacy
 altogether, rather than to another in the same family, though this trend has declined since 2011
 Opportunities for Mass Merchant Pharmacies:
 > Satisfaction with important areas of filling prescriptions and convenience may be bolstered by
 keeping medications in stock 
 > Additionally, by highlighting additional services offered, importance may be bolstered. Thiswill likely reflect well on other aspects of the pharmacy, including the important area of
 pharmacist relationship and service
 91
 Identifying Opportunities: Overall Experience Satisfaction with performance of Rx filling, convenience and pharmacy staff continues to bestrong
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 strong.
 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Strengths & Best Practices
 Performance
 ImprovementOpportunities
 Maintain Status QuoSecondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a  n
   c  e
 Prescriptionpricing (2)
 Printed HealthInformation (5)
 Additional medicalservices (6)
 Filling prescriptionmeds (1)
 Convenience (3)
 Pharmacists &Pharmacy Staff (4)
 2
 5
 6
 1
 34
 2
 5
 6
 2011
 2012
 92
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 Identifying Opportunities: Overall Experience (continued) Satisfaction with pricing stabilized a bit, but remains low; printed information can also beimproved. Additional medical services saw an increase in performance from 2011.
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 improved. Additional medical services saw an increase in performance from 2011. 
 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Strengths & Best Practices
 Performance
 ImprovementOpportunities
 Maintain Status Quo
 Convenience (3)
 Secondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a  n
   c  e
 Prescriptionpricing (2)
 Filling prescriptionmeds (1)
 Pharmacists &Pharmacy Staff (4)
 1
 3
 4
 1
 34
 2011
 2012
 6 6
 Additional medicalser vices (6)
 5 5
 2 2 Customers indicate
 improvements can be made
 in these important areas
 Customers identified this
 as a lower-priority area
 for improvement
 Printed HealthInformation (5)
 94
 Services Offered at Mass Merchant PharmacyAlmost all Mass Merchant pharmacies offer important services, including the ability to call aheadto have Rx ready, printed information with Rx, other items at the store & $4 generics.
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 3.7
 3.7
 3.7
 3.7
 3.5
 3.6
 3.3
 3.3
 3.2
 3.23.2
 3.2
 3.0
 3.0
 3.0
 2.9
 2.9
 2.9
 2.52.5
 2.1
 2.1
 y, p , $ g
 Base: Mass Merchant Pharmacy Users (2012 n=5,820; 2011 n=5,668)Q9/Q13/Q17/Q19/Q21/Q24/Q26
 MeanImportance
 95
 Filling Rx Medications: Satisfaction & Importance Mass Merchants continue to perform well in foundational areas, such as filling Rx medications.
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 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TRDBase: Mass Merchant Pharmacy Users (2012 n=5,820; 2011 n=5,668)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 prescriptionmedications OVERALL
 Level of accuracy w/ whichmy prescriptions meds are
 filled
 The clarity of labels on myprescription medications
 The in-store stock of theprescription medication(s)
 I need
 MeanImportance
 3.9
 3.9
 3.8
 3.8
 3.8
 3.9
 3.8
 3.8
 96
 Prescription Pricing: Satisfaction & Importance Satisfaction with overall pricing has stabilized. While satisfaction is quite low for discount cards,it has increased somewhat since 2010.
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 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TRDBase: Mass Merchant Pharmacy Users (2012 n=5,820, 2011 n=5,668)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 insurancecard
 Generic prescription meds for $4or less
 Discounts available onprescription meds
 Coupons/copay cards for specificprescription meds
 Discount/rewards card perks
 MeanImportance
 3.8
 3.9
 3.5
 3.8
 3.9
 3.7
 3.4
 3.1
 2.9
 3.7
 3.1
 3.0
 *Asked among those who are insured**Asked among those who have used the service(s)
 97
 Convenience: Satisfaction & Importance Store hours & wait time continue to be areas for improvement for Mass Merchant pharmacies.
 M
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 OVERALL convenience
 3.7
 3.7
  Ability to call ahead
 3.7
 3.7
 Convenience of store location
 3.7
 3.7
 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
 3.7
 MeanImportance
 98
 4%
 4%
 5%
 5%
 3%
 4%
 3%
 3%
 6%
 7%
 7%
 8%
 9%
 10%
 6%
 6%
 3%
 7%
 7%
 8%
 8%
 8%
 8%
 9%
 9%
 27%
 26%
 16%
 15%
 23%
 22%
 31%
 32%
 27%
 28%
 29%
 30%
 63%
 63%
 78%
 80%
 66%
 66%
 55%
 52%
 54%
 52%
 48%
 46%
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 Convenience: Satisfaction & Importance Store hours & wait time continue to be areas for improvement for Mass Merchant pharmacies.
 Mean
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 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TRDBase: Mass Merchant Pharmacy Users (2012 n=5,820; 2011 n=5,668)20. With respect to convenience, h ow would you rate yo ur 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 .
 Helpfulness of pharmacy’s staff
 3.6
 3.6
 Wait times for dropping off Rx
 3.6
 3.6
  Able to purchase other items
 3.3
 3.3
 90 day refills
 3.2
 3.2
  Automated phone system for Rxrefills
 3.0
 3.0
 Reminders to refill prescription
 3.0
 2.9
 MeanImportance
 99
 4%
 4%
 3%
 4%
 7%
 8%
 11%
 11%
 11%
 6%
 6%
 6%
 4%
 8%
 7%
 12%
 11%
 24%
 25%
 28%
 28%
 20%
 20%
 14%
 13%
 19%
 18%
 19%
 18%
 60%
 59%
 51%
 49%
 73%
 73%
 79%
 81%
 71%
 73%
 65%
 67%
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 Preferred Method of Refill Reminders–Mass Merchant 
 Reminder preferences remained relatively steady in 2012, with over 1/2 preferring email orautomated messages. Fewer prefer not to be reminded at all compared to 2011.
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 prescriptions.
 5+ points  than 2011 5+ points than 2011
 100
 Pharmacists/Pharmacy Staff: Satisfaction & Importance Performance of pharmacists/pharmacy staff remains consistent. The ability to provide morepersonalized service remains an area for improvement.
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 OVERALL Pharmacists andpharmacy staff
 3.6
 3.6
  Ability to addressquestions/concerns
 3.7
 3.7
 Helpfulness w/insurance issues3.6
 3.6
 Language used to provide mew/info about meds
 3.5
 3.5
  Ability to help me/household takemed correctly
 3.5
 3.5
 How well coordinate w/otherHCPs seen by HH members
 3.5
 3.5
 Knowledge of healthconditions/needs of household
 3.3
 3.3
 In-depth conversation/counseling3.2
 3.2
 Staff’s role in my overall health
 3.2
 3.1
 Know who I am2.9
 2.9
 MeanImportance(Among Total)
 101
 Printed Health Information: Satisfaction & Importance Although less important, there is room for improvement in printed health literature offered,including brochures/pamphlets.
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 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TRDBase: Mass Merchant Pharmacy Users who have used printed health information in past 12 months (2012 n=5,035; 2011 n=4,940)Q12. With respect to printed information about your hea lth, how would you rate your level of satisfaction with each of the following at [PHARMACY USED MOST OFTEN]?Base: Mass Merchant Pharmacy Users (2012; n=5,820; 2011 n=5,668)Q13. Please rate how important each printed health information offering from the pharmacy is to you.
 Printed health informationprovided by pharmacy
 OVERALL
 Printed information that
 comes with my prescription(side effects, how to takemed, picture of pill)
 Other printed information(brochures/ pamphlet)
 3.1
 3.6
 2.9
 3.2
 3.5
 2.9
 MeanImportance(Among Total)
 102
 Mass Merchant: Use of Printed InformationCondition and medication-specific information are primarily used to facilitate discussions withdoctors, family/friends and/or pharmacists.

Page 103
                        

8/14/2019 Cs-3 2012 PULSE Full Report.pdf
 http://slidepdf.com/reader/full/cs-3-2012-pulse-full-reportpdf 103/143
 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TRDBase: Mass Merchant pharmacy customers who used other printed information offered by pharmacy in the past 12 month (20 12 n=2,255; 2011: 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…?
 Who Discussed InformationType of Information
 103
 Additional Medical Services: Satisfaction & Importance Performance of additional medical services has improved, though importanceremains unchanged.
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 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 (2012 n=5,820; 2011 n=5,668)Q24. Please rate how important each additional medical ser vice is to you.
  Additional medical servicesoffered (OVERALL)
 Health services (flu shot, BPcheck, etc.)
 Permanent medical clinic atlocation
 2.4
 2.5
 2.1
 2.4
 2.5
 2.1
 5+ points  than 2011 5+ points than 2011
 MeanImportance(Among Total)
 104
 2012 Demographics–Mass Merchant Pharmacies
 Languages
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 Base: Mass Merchant Pharmacy Users (n=5,820)S2, S1, Q46a/b/c, Q47, Q50, Q11, Q48
 Age
 Mean: 50 years old
 Gender Ethnicity
 Education Household Income Insured
 18-24 
 25-34 
 35-44 
 45-54 
 55-64 
 65+ 
 Spoken At Home
 Community Type
 Urban/City center  
 Suburban 
 Rural 
 Master's degree+ 
 Some grad school 
 Bachelor’s degree 
 Some college/Associate’s 
 HS graduate 
 HS or less 
 $100K + 
 $75K - <$100K 
 $45K - <$75K 
 $25K - <$45K 
 Less than $25K
 Refused/no answer
 105
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 MAIL ORDER/ONLINE: An In-Depth Look
 106
 Mail Order/Online Pharmacies: Summary of Findings
 > Overall satisfaction is lowest compared to other types but has remained stable since 2011.
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 p yp
 Customers are also least likely to recommend to others
 > Pricing is very important to these customers, but satisfaction is low, especially compared to
 the other types
 > Perform well on providing 90 day refills, which are more important to these customers than
 the rest
 > Customers are notably different demographically than the other pharmacy customers.
 Specifically, they are older, have a higher household income and more are insured 
 Opportunities for Mail Order/Online Pharmacies:
 > To bolster satisfaction and continuity of care with mail order, pricing should be of focus. Since
 most offer 90 day refills at a discounted rate, this could be more publicized to help enhance
 patient care efforts.
 • Additionally, only about 1/3 offer $4 or less generic prescriptions—this offering may be an
 opportunity to help patients, as these are considered important.
 107
 Identifying Opportunities: Overall Experience Performance in foundational areas such as filling prescriptions and convenience remainstrong in 2012.
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 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Strengths & Best Practices
 Performance
 ImprovementOpportunities
 Maintain Status QuoSecondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a  n  c  e
 Prescriptionpricing (2)
 Printed HealthInformation (5)
 Filling prescriptionmeds (1)
 Convenience (3)
 Pharmacists &Pharmacy Staff (4)
 1
 4
 2 2
 5
 2011
 2012
 5
 4
 3
 1
 108
 Identifying Opportunities: Overall Experience (continued) 
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 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Strengths & Best Practices
 Performance
 ImprovementOpportunities
 Maintain Status QuoSecondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a  n  c  e
 Prescriptionpricing (2)
 Printed HealthInformation (5)
 Filling prescriptionmeds (1)
 Pharmacists &Pharmacy Staff (4)
 4
 2
 5
 2
 5
 2011
 2012
 5
 4
 Convenience (3)
 1
 3
 Keep up the good work in
 these highly important,
 top-performing areas
 109
 Identifying Opportunities: Overall Experience (continued) Prescription pricing remains important but low-performing. Printed health information remainsrelatively low in importance and satisfaction.
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 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Pharmacists &Pharmacy Staff (4)
 Strengths & Best Practices
 4
 Performance
 ImprovementOpportunities
 Maintain Status QuoSecondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a  n  c  e
 4
 Printed HealthInformation (5)
 Filling prescriptionmeds (1)
 Convenience (3)
 1
 3
 5
 2011
 2012
 3
 1Customers indicate
 improvements can be made
 in these important areas
 Prescriptionpricing (2)
 2 2
 Customers identified this
 as a lower-priority area
 for improvement5
 110
 Services Offered at Mail Order/Online Pharmacy Mail Order/Online pharmacies are offering services that matter, with the exception of $4 genericprescription medications.
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 3.7
 3.73.5
 3.5
 3.4
 3.3
 3.2
 3.1
 2.9
 2.9
 2.62.6
 n/a
 n/a
 n/a
 n/a
 n/a
 n/a
 n/a
 n/an/a
 n/a
 88%
 94%
 35%
 83%
 56%
 45%
 89%
 95%
 31%
 83%
 55%
 45%
 90 day refills
 Printed information that comes with prescriptions
 $4.00 (or less) generic prescription drugs
 Reminders to refill prescriptions
 In-depth conversation/ counseling with pharmacist
  Automated phone system to order refills
 Other printed info (e.g. brochures)
 Purchase other items
 Call ahead to have Rx ready
 Health services (flu shots, blood pressure, etc.)
 Permanent medical clinic
 2012 2011
 Base: Mail Order/Online Pharmacy Users (2012 n=5,425; 2011 n=6,542)Q9/Q13/Q17/Q21/Q24/Q26
 n/a
 n/a
 MeanImportance
 n/a
 n/a
 n/a
 n/a
 n/a
 n/a
 n/a
 n/a
 111
 Filling Rx Medications: Satisfaction & Importance For the foundational area of filling Rxs, satisfaction has stabilized.
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 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TREBase: Mail Order/Online Pharmacy Users (2012 n=5,425; 2011 n=6,542)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 prescriptionmedications OVERALL
 Level of accuracy w/ which
 my prescriptions meds arefilled
 The clarity of labels on myprescription medications
 MeanImportance
 3.9
 3.9
 3.8
 3.9
 3.9
 3.8
 112
 Prescription Pricing: Satisfaction & Importance Satisfaction with pricing stabilized in 2011. Performance is strong for more important attributesof insurance acceptance & $4 generics. Performance is weak in less important areas of discounts& couponing
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 & couponing.
 Base: Mail Order/Online Pharmacy Users (2012 n=5,425, 2011 n=6,542)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 insurancecard
 Generic prescription meds for$4 or less
 Discounts available onprescription meds
 Coupons/copay cards for
 specific prescription meds
 MeanImportance
 3.8
 3.9
 3.8
 3.9
 3.4
 3.3
 2.9
 3.3
 3.3
 2.9
 *Asked among those who are insured**Asked among those who have used the service(s)
 113
 Convenience: Satisfaction & Importance 90 day refill service and time it takes to fill a Rx continue to be top drivers of overall satisfactionrelated to convenience.
 Mean
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 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TREBase: Mail Order/Online Pharmacy Users (2012 n=5,425; 2011 n=6,542)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 .
 OVERALL convenience
 90 day refills
 Time it takes to fill Rx
 Reminders to refillprescription
  Automated phone system for
 Rx refills
 MeanImportance
 3.8
 3.7
 3.2
 3.7
 3.7
 3.7
 3.1
 2.6
 3.7
 2.6
 114
 Pharmacists/Pharmacy Staff: Satisfaction & Importance Overall satisfaction with Pharmacists/Staff remained consistent, along with allsupporting attributes.
 Mean
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 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TREBase: Mail Order/Online Pharmacy Users who spoke with the pharmacist (2012 n=2,763; 2011 n=3,084)
 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: Mail Order/Online Pharmacy Users (2012 n=5,425; 2011 n=6,542)Q17. Please rate how important each aspect of the phar macist and pharmacy staff is to you.
 OVERALL Pharmacists andpharmacy staff
 3.4
 3.4
  Ability to addressquestions/concerns
 3.6
 3.5
 Helpfulness w/insurance issues3.4
 3.4
 How well coordinate w/otherHCPs seen by HH members
 3.4
 3.3
  Ability to help me/household takemed correctly  3.33.3
 Language used to provide mew/info about meds
 3.3
 3.2
 Knowledge of healthconditions/needs of household
 3.2
 3.1
 Staff’s role in my overall health3.0
 2.9
 In-depth conversation/counseling2.9
 2.9
 MeanImportance(Among Total)
 115
 Printed Health Information: Satisfaction & Importance Satisfaction & importance remain unchanged for printed health information. Importance is low.
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 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved. MI191601TREBase: Mail Order/Online Pharmacy Users who have used printed health information in past 12 months (2012 n=4,373; 2011 n=5,385)
 Q12. With respect to printed information about your hea lth, how would you rate your level of satisfaction with each of the following at [PHARMACY USED MOST OFTEN]?Base: Mail Order/Online Pharmacy Users (2012 n=5,425; 2011 n=6,542)Q13. Please rate how important each printed health information offering from the pharmacy is to you.
 Printed health informationprovided by pharmacy
 OVERALL
 Printed information thatcomes with my prescription
 (side effects, how to takemed, picture of pill)
 3.2
 3.5
 3.2
 3.5
 MeanImportance(Among Total)
 116
 2012 Demographics–Mail Order/Online Pharmacies
 Age Gender Ethnicity
 LanguagesSpoken At Home
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 Base: Mail Order/Online Pharmacy Users (n=5,425)S2, S1, Q46a/b/c, Q47, Q50, Q11, Q48
 Age
 Mean: 58 years old
 Gender Ethnicity
 Education Household Income Insured
 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 
 HS or less 
 $100K + 
 $75K - <$100K 
 $45K - <$75K 
 $25K - <$45K 
 Less than $25K
 Refused/no answer
 Spoken At Home
 Community Type
 Urban/City center  
 Suburban 
 Rural 
 117
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 Clinic Pharmacies: Summary of Findings
 > Overall, importance and performance of each of the overall experience touchpoints is very
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 similar to 2011 with continued lowest performance in terms of filling prescriptions and
 overall convenience when compared to all other types
 > However, Clinic customers also have the largest opinion change for the better, with over aquarter stating improvement in the past year. That said, they still have low likelihood to
 recommend compared to other pharmacy type customers
 > They have the highest median wait time in filling prescriptions and the longest average wait
 time to speak with a pharmacist, increased from 2011
 > About a third of customers have stated that their use of Mail Order or Online pharmacies has
 increased in 2012, a significant increase from 2011
 > In regard to profile, customers have some notable differences when compared to the other
 types—including having a higher proportion of male customers, more diversity and less
 insurance coverage
 Opportunities for Clinic Pharmacies:
 > Clinics are in need of improvement across all areas. For instance, having enough resources
 and streamlining workflow may enhance prescription filling and answering questions in a
 timely manner.
 > Small changes related to filling prescriptions and convenience could help enhance overall
 perceptions and build a stronger model for patient care.
 119
 Identifying Opportunities: Overall Experience Performance is consistent with 2011 findings in all areas that are important to customers.
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 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Strengths & Best Practices
 Performance
 ImprovementOpportunities
 Maintain Status QuoSecondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a
   n  c  e
 Prescriptionpricing (3)
 Printed HealthInformation (5)
 Additional medicalservices (6)
 Filling prescriptionmeds (1)
 Convenience (2)
 Pharmacists &Pharmacy Staff (4)
 3
 5
 6
 1
 43
 6
 2011
 2012
 5
 2
 120
 Identifying Opportunities: Overall Experience (continued) 
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 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Strengths & Best Practices
 Performance
 ImprovementOpportunities
 Maintain Status QuoSecondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a
   n  c  e
 Prescriptionpricing (3)
 Printed HealthInformation (5)
 Additional medicalservices (6)
 Filling prescriptionmeds (1)
 Convenience (2)
 6
 6
 2011
 2012 Keep up the good work in
 these highly important,
 top-performing areas Pharmacists &Pharmacy Staff (4)
 1
 42
 3
 5
 3
 5
 121
 Identifying Opportunities: Overall Experience (continued) Prescription pricing is important, but performance is weak. Additional medical services remainessentially unimportant to Clinic customers.
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 3
 Drivers of Overall Satisfaction – Total Respondents (Impact vs. Satisfaction)
 Strengths & Best Practices
 Performance
 ImprovementOpportunities
 Maintain Status QuoSecondary Improvement
    R  e   l  a   t   i  v  e   I  m  p  o  r   t  a
   n  c  e
 Filling prescriptionmeds (1)
 1
 Printed HealthInformation (5)
 Additional medicalservices (6)
 Filling prescriptionmeds (1)
 Convenience (2)
 Pharmacists &Pharmacy Staff (4)
 1
 4
 1
 2 4
 2011
 2012
 2
 Customers indicate
 improvements can be made
 in these important areas
 Customers identified this
 as a lower-priority area
 for improvement6
 6
 Prescriptionpricing (3)
 5
 3
 5
 122
 Services Offered at Clinic Pharmacy Most Clinics offer services that are important to their customers, with the exception of anautomated phone system for ordering refills.
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 3.6
 3.5
 3.5
 3.5
 3.4
 3.4
 3.2
 3.1
 3.1
 3.0
 3.03.1
 3.0
 2.9
 3.0
 2.9
 2.9
 2.8
 2.9
 2.82.5
 2.4
 Base: Clinic Pharmacy Users (2012 N=2,910; 2011 n=2,650)Q9/Q13/Q17/Q21/Q24/Q26
 MeanImportance
 123
 96%
 83%
 76%
 80%
 58%
 71%
 74%
 35%
 58%
 47%
 49%
 97%
 84%
 77%
 79%
 58%
 73%
 73%
 30%
 58%
 45%
 47%
 Printed information that comes with prescriptions
 Call ahead to have Rx ready
 90 day refills
 In-depth conversation/ counseling with pharmacist
  Automated phone system to order refills
 Other printed info (e.g. brochures)
 Health services (flu shots, blood pressure, etc.)
 $4.00 (or less) generic prescription drugs
 Permanent medical clinic
 Reminders to refill prescriptions
 Purchase other items
 2012 2011
 Filling Rx Medications: Satisfaction & Importance Filling Rx remained important and performs consistently well from 2011.
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 Base: Clinic Pharmacy Users (2012 n=2,910; 2011 n=2,650)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 prescriptionmedications OVERALL
 Level of accuracy w/ whichmy prescriptions meds are
 filled
 The clarity of labels on myprescription medications
 The in-store stock of theprescription medication(s)
 I need
 MeanImportance
 3.9
 3.9
 3.8
 3.8
 3.8
 3.9
 3.8
 3.7
 124
 Convenience: Satisfaction & ImportanceClinics could improve the timeliness of filling prescriptions and the convenience of their hours.
 MeanImportance
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 Base: Clinic Pharmacy Users (2012 n=2,910; 2011 n=2,650)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 .
 OVERALL convenience
 3.6
 3.6
 Time it takes to fill Rx
 3.6
 3.5
  Ability to call ahead
 3.5
 3.5
 Convenience of pharmacy hours
 3.5
 3.5
 Helpfulness of pharmacy’s staff
 3.5
 3.4
 Wait times for picking up Rx
 3.5
 3.4
 Importance
 125
 4%
 5%
 5%
 4%
 4%
 8%
 9%
 6%
 7%
 9%
 10%
 8%
 7%
 10%
 10%
 6%
 6%
 14%
 14%
 16%
 17%
 14%
 14%
 24%
 25%
 25%
 26%
 16%
 13%
 26%
 23%
 21%
 22%
 27%
 27%
 62%
 61%
 53%
 52%
 76%
 78%
 52%
 55%
 59%
 57%
 45%
 44%
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 Convenience: Satisfaction & ImportanceClinics could improve the timeliness of filling prescriptions and the convenience of their hours.
 MeanImportance
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 Base: Clinic Pharmacy Users (2012 n=2,910; 2011 n=2,650)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 .
 90 day refills
 3.4
 3.4
 Convenience of store location
 3.4
 3.4
 Wait times for dropping off Rx
 3.4
 3.3
  Automated phone system for Rxrefills
 3.1
 3.0
 Reminders to refill prescription
 2.9
 2.8
  Able to purchase other items
 2.5
 2.4
 Importance
 126
 3%
 4%
 4%
 4%
 3%
 3%
 6%
 7%
 6%
 7%
 4%
 4%
 19%
 18%
 21%
 19%
 10%
 8%
 15%
 17%
 13%
 14%
 14%
 12%
 21%
 22%
 24%
 23%
 17%
 17%
 17%
 14%
 27%
 27%
 81%
 82%
 50%
 50%
 45%
 47%
 71%
 73%
 63%
 63%
 58%
 57%
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 2012
 2011
 Preferred Method of Refill Reminders–Clinic Email continues to be the most preferred method of reminder. Fewer prefer not to be remindedat all compared to 2011.
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 Base: Clinic Pharmacy Users (2012 n=2,910; 2011 n=2,650)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 yourprescriptions.
 5+ points  than 2011 5+ points  than 2011
 127
 32%
 19%
 14%
 10%
 5%4%
 16%
 29%
 20%
 14%
 6%4%
 3%
 24%
 Email Automaticrefills/autofill
  Automatedphone message
 Personal phonecall from
 pharmacy
 Text messagealert
 Mailed letter Prefer not to bereminded
 2012 2011
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 Pharmacists/Pharmacy Staff: Satisfaction & Importance Performance among the most important pharmacist qualities is consistent with 2011.
 MeanImportance
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 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: Clinic Pharmacy Users (2012 n=2,910; 2011 n=2,650)Q17. Please rate how important each aspect of the phar macist and pharmacy staff is to you.
 OVERALL Pharmacists andpharmacy staff
 3.6
 3.5
  Ability to addressquestions/concerns
 3.63.6
  Ability to help me/householdtake med correctly
 3.5
 3.5
 How well coordinate w/otherHCPs seen by HH members
 3.5
 3.5
 Language used to provide mew/info about meds
 3.4
 3.4
 Knowledge of healthconditions/needs of household
 3.3
 3.2
 In-depthconversation/counseling
 3.2
 3.1
 Staff’s role in my overall health3.2
 3.1
 Helpfulness w/insurance issues3.0
 3.0
 Know who I am2.7
 2.7
 Importance(Among Total)
 129
 Printed Health Information: Satisfaction & Importance Overall satisfaction with printed information remained unchanged from 2011.
 Mean
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 Printed health informationprovided by pharmacy
 OVERALL
 Printed information thatcomes with my prescription
 (side effects, how to takemed, picture of pill)
 Other printed information(brochures/pamphlet)
 Base: Clinic Pharmacy Users who have used printed health information in past 12 months (2012 n=2,336; 2011 n=2,358)
 Q12. With respect to printed information about your hea lth, how would you rate your level of satisfaction with each of the following at [PHARMACY USED MOST OFTEN]?Base: Clinic Pharmacy Users (2012 n=2,910; 2011 n=2,650)Q13. Please rate how important each printed health information offering from the pharmacy is to you.
 3.2
 3.5
 3.1
 3.2
 3.6
 3.0
 MeanImportance(Among Total)
 130
 Clinics: Use of Printed InformationPrinted information used relates to conditions & specific medications. Use of information tofacilitate discussions with doctors, pharmacists or other providers increased from 2011.
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 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…?
 76%72%   71%
 47%
 11%
 23%
 54%
 77%73%
 68%
 41%
 11%
 21%
 54%
 Conditionsuffered from
 Meds Using/Thinking
 of Using
 Doctor Pharmacist DiseaseEducator 
 Other Provider Family/Friend
 2012 2011
 Type of Information Who Discussed Information
 5+ points  than 2011 5+ points than 2011
 131
 Additional Medical Services: Satisfaction & Importance Clinic customers place more importance on the permanent medical clinic than any other type ofpharmacy customer. Performance on this dimension is also better than for any of the otherpharmacy types.
 Mean
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  Additional medical servicesoffered (OVERALL)
 Health services (flu shot,
 BP check, etc.)
 Permanent medical clinic atlocation
 Base: Clinic Pharmacy Users who have additional medical services offered in pharmacy (2012 n=1 ,600; 2011 n=1,580)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: Clinic Pharmacy Users (2012 n=2,910; 2011 n=2,650)Q24. Please rate how important each additional medical ser vice is to you.
 2.6
 2.9
 2.8
 2.7
 3.0
 2.9
 MeanImportance(Among Total)
 132
 2012 Demographics–Clinic Pharmacies
 Age Gender EthnicityLanguages
 Spoken At Home
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 Base: Clinic Pharmacy Users (n=2,682)S2, S1, Q46a/b/c, Q47, Q50, Q11, Q48
 133
 Mean: 53 years old
 Education Household Income Insured
 18-24 
 25-34 
 35-44 
 45-54 
 55-64 
 65+ 
 Community Type
 Master's degree+ 
 Some grad school 
 Bachelor’s degree 
 Some college/Associate’s 
 HS graduate 
 HS or less 
 Urban/City center  
 Suburban 
 Rural 
 $100K + 
 $75K - <$100K 
 $45K - <$75K 
 $25K - <$45K 
 Less than $25K
 Refused/no answer
 Unbranded Resources @ PharmacySatisfaction.com 
 Pharmacy satisfaction
 http://www.pharmacysatisfaction.com/
 http://www.pharmacysatisfaction.com/

Page 134
                        

8/14/2019 Cs-3 2012 PULSE Full Report.pdf
 http://slidepdf.com/reader/full/cs-3-2012-pulse-full-reportpdf 134/143
 Copyright © 2012 Boehringer Ingelheim Pharmaceuticals, Inc. All Rights Reserved MI191601TR
 Patient counseling
 tools to
 address adherence
 Order
 complimentarymaterials
 CE & other
 educational resources
 …more resources
 for pharmacists
 Disease-specific
 brochures & resources
 data to help guide
 customer care efforts
 Healthcare reform
 video series
 134
 Download tools to address the
 11 Di i f N dh
 Adherence Counseling Tools @ PharmacySatisfaction.com 
 Dimension 1:Reminder Tools
 http://www.pharmacysatisfaction.com/patient-counseling.jsp
 http://www.pharmacysatisfaction.com/patient-counseling.jsp
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 11 Dimensions of Non-adherence
 > 1-page interventions for patient counseling
 > Print in black & white
 Get complimentary downloads at 
 135
 “Your pharmacist is a great
 source for helping you
 understand your medicines…” 
 Dimension 9:
 Get the Facts
 Dimension 11:Staying Strong
 Dimension 2:Lines of Communication
 Dimension 3:Dollars & Sense
 Dimension 4:Building Trust
 Dimension 5:Get in the Habit
 Dimension 6:Privacy Matters
 Dimension 7:Take Control
 Dimension 8:
 Understand & Accept
 Dimension 10:Ease Your Mind
 Download outcomes from a patient-specific adherence pilot in pharmacy
 Adherence Pilot Reports @ PharmacySatisfaction.com 
 http://www.pharmacysatisfaction.com/patient-adherence.jsp
 http://www.pharmacysatisfaction.com/patient-adherence.jsp
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 > Adherence calculations
 > Cost/savings realizations
 > Patient & pharmacist feedback> Additional recommendations
 136
 Download or order complimentary copies at 
 2009 Adherence
 Report
 Adherence Pilot
 Final Report
 Adherence Pilot
 Metrics Presentation
 PULSE Regional Reports @ PharmacySatisfaction.com 
 N E l d
 http://www.pharmacysatisfaction.com/pharmacy-data.jsp
 http://www.pharmacysatisfaction.com/pharmacy-data.jsp
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 Get region-specific data on:
 > Top areas of customer importance
 > Top-ranked pharmacies
 > Pharmacy channel areas of opportunity
 …and more
 137
 Download or order complimentary copies at 
 Mid-Atlantic
 Midwest
 Mountain
 New England
 Pacific
 South Atlantic/
 East South
 Central
 West South
 Central
 PULSE Special Reports @ PharmacySatisfaction.com 
 National consumer data reveal pharmacy opportunities
 http://www.pharmacysatisfaction.com/pharmacy-data.jsp
 http://www.pharmacysatisfaction.com/pharmacy-data.jsp
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 138
 Download or order complimentary copies at 
 Health & Wellness:The Role of the Pharmacist
 “84% of customers say it’s
 important their pharmacist
 have knowledge of their
 health condition…”
 Pharmacist Engagement
 “Customers who’ve had
 in-depth counseling are
 more likely to fill Rx at
 that pharmacy…”
 Independent Pharmacies:Evolving Marketplace
 “Independent customers
 speak to their pharmacist
 more often than
 overall customers…” 
 Pharmacy Shopping Behavior
 “Longer wait times for
 filling prescriptions do not
 correlate with an increasein additional purchases...” 
 Disease-specific data to help guide patient care efforts
 PULSE Disease State Reports @ PharmacySatisfaction.com 
 http://www.pharmacysatisfaction.com/pharmacy-data.jsp
 http://www.pharmacysatisfaction.com/pharmacy-data.jsp
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 139
 Download or order complimentary copies at 
 AFib customers are more
 likely than overall customersto use Mail Order… 
 More than 1/4 of
 customers with COPD fill 51+prescriptions per year… 
 Pharmacy counseling resources for patients & caregivers
 > M i th di
 Patient Education Brochures @ PharmacySatisfaction.com 
 http://www.pharmacysatisfaction.com/disease-management/disease-management.jsp
 http://www.pharmacysatisfaction.com/disease-management/disease-management.jsp
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 Download counseling & disease management resources at  
 > Managing the disease
 > Adhering to treatment
 > Questions to ask the pharmacist
 140
 COPD Resources @ PharmacySatisfaction.com 
 Caring for COPD patients at the pharmacy
 Learn about the
 http://www.pharmacysatisfaction.com/disease-management/respiratory-copd.jsp
 http://www.pharmacysatisfaction.com/disease-management/respiratory-copd.jsp
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 Explore the Disease Management Resource Center at  
 141
 pharmacist’s role in
 COPD patient care
 Download COPD
 patient counseling tools
 Explore
 more resources
 Diabetes Resources @ PharmacySatisfaction.com 
 Help your patients better manage their condition
 http://www.pharmacysatisfaction.com/disease-management/diabetes.jsp
 http://www.pharmacysatisfaction.com/disease-management/diabetes.jsp
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 142
 Explore
 more resources
 Share Diabetes
 apps & toolswith patients
 Explore the Disease Management Resource Center at  
 Find other
 condition-specificinformation
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 supports the pharmacist’s role in patient care
 with pharmacy-oriented resources for diseasemanagement, adherence, and more.
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