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Program maximizes
Rx reimbursements

SAN FRANCISCO — As it con-
tinues to look for ways to help the
independents in its Health Mart
network remain competitive,
McKesson Corp. last fall rolled
out a program to help its stores
increase their profits and tap new
sources of revenue.

McKesson Reimbursement
Advantage (MRA) is described
as “a powerful new solution
that will help independent
pharmacies maximize reim-
bursement dollars.”

With government and private
payers looking to cut prescription
reimbursement rates, pharma-
cies need ways to ensure they
get the maximum payments for
the drugs they dispense, McKes-
son executives point out.

MRA, they stress, addresses
underadjudicated, unpaid and
underpaid claims and gives in-

dependents the same advantag-
es as enjoyed by large chains.
The executives point out that
the program lets individual store
owners perform real-time valida-
tion and processing of pharmacy
claim submission data to opti-
mize claim reimbursement and
minimize reimbursement errors.

They note that MRA offers a
comprehensive reimbursement
optimization package that in-
cludes a variety of financial
services, analytic services, cus-
tomer care, and market-leading
pre- and post-edits.

Tim Canning, senior vice presi-
dent of the independent segment
at McKesson U.S. Pharmaceuti-
cal, says that independents who
have tried the package have in-
creased their reimbursements by
an average of $1,960 during the
first month of use.

Health Mart acts as equalizer

SAN FRANCISCO — At a time
when independent pharmacies
across the country are struggling
with increased competition from
large chains, discounters and
supermarkets and trying to find
ways to be included in pharmacy
benefits management networks,
McKesson Corp. is coming to the
rescue with its chain of Health
Mart franchised stores.

“Independent pharmacies are
known for the high-quality, per-
sonalized service they provide
their patients — this is where
they stand out and where they
will continue to win,” says Tim
Canning, senior vice president
of the independent segment for
McKesson U.S. Pharmaceutical.

“However, in order to remain
competitive, independents must
gain an equal footing when it
comes to capturing top dollar
for the drugs they dispense and
the patient care services they
provide.”

And that, Canning says, is at the
heart of Health Mart’s mission.

With nearly 1,900 stores under
its belt in just a little over two
years of operation, the network
of franchised stores has grown
to become one of the largest
drug chains in North America.

“I think we hit the market at
just the right time,” McKesson
vice president of retail market-
ing Matt Lowe says. “I think
what we were offering resonat-
ed with the people in the inde-
pendent pharmacy space.”

Being part of a nationwide
network of franchised stores,
Lowe and other McKesson ex-
ecutives point out, has helped
put independents on an equal
footing with drug chains, super-
markets and discounters.

“We allow independents to
compete against the larger chains
and to work with the PBMs,”
Canning says, noting that nearly
20 of the nation's largest PBMs
now include Health Mart stores
in their pharmacy networks.

While McKesson also operates
the Value Rite buying program

Wellness tour a call to action

SAN FRANCISCO — As Health
Mart continues to grow, it is
gaining the attention of suppli-
ers across the country.

One of the advantages of this
newfound awareness became
apparent earlier this month when
Procter & Gamble Co. (P&G)
teamed with the retailer to spon-
sor a mobile wellness tour that
visited nursing homes, commu-
nity centers, churches and key
community centers in Wichita,
Kan., and Madison, Wis.

Kicking off on March 20 and
running through April 12, the
Health Mart-branded recre-
ational vehicle used on the tour
provided people in the two cit-
ies with free screenings for
blood pressure, bone density,
cholesterol and diabetes.
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A Health Mart spokeswoman
says that by visiting these lo-
cations the company hoped to
help members of the commu-
nities get the care that many
of them would otherwise have
been unable to receive.

At the same time as the tour,
Health Mart offered a series of
wellness screenings in more
than 20 of its stores in Wiscon-
sin and at 20 outlets in Kansas.

Operated under the theme
“Today Is the Day,” the mobile
wellness tour and in-pharmacy
screenings aimed to encour-
age and empower community
members to take better control
of their health, a Health Mart
spokeswoman says.

Besides the free screenings
offered during the tour and in-

store events, patients who vis-
ited the bus and the selected
Health Mart stores in the two
areas had access to compli-
mentary osteoporosis educa-
tional materials and samples
of P&G’'s Prilosec heartburn
medication.

“Health Mart's mobile well-
ness tour and in-store screen-
ings underscore the pharmacy
network'’s unmatched commit-
ment to delivering best-in-class
patient care and to serving as
trusted health and wellness
centers within communities
nationwide,” said Matt Lowe,
vice president of retail market-
ing for McKesson Corp.’s Unit-
ed States pharmaceutical divi-
sion, about the reason why the
company undertook this effort.

®

for the independents, it has
pretty much stopped offering
that name as a banner for inde-
pendents looking for a national
identity, he points out. “We lead
with Health Mart for any new
prospects because we feel that
gives them the best chance to
be competitive,” Canning says.

By offering promotional help, in-
store signage, the buying power
that comes with a 1,900-store

“We allow
independents

to compete.’

chain and extensive help with
the business and technical intri-
cacies of operating a pharmacy in
the early part of the 21st century,
McKesson has been able to easily
attract new members.

“The growth has been fantas-
tic,” Canning remarks, noting
that Health Mart's store count in-
creased by nearly 40% last year.

There are now stores operat-
ing under the Health Mart ban-
ner in 49 states across the coun-
try. The chain is particularly
strong, he says, in the South and
in such North Central states as
Wisconsin and Minnesota.

Canning stresses that as
much as the company hopes to
continue to expand its network,
it has to be sure it can continue
providing the level of service

to which its members have be-
come accustomed.

“We have grown so fast that
now we are focusing on servic-
ing the stores we have as best
we can and on making sure
they are taking as many of our
programs as possible,” he says.

One of the offerings that many
Health Mart franchisees have re-
cently found to be helpful in put-
ting them on par with their large
chain competition is the compa-
ny's extensive line of store brand
items under the Sun Mark label.

With more than 1,000 items
in a wide array of categories,
the exclusive brand has helped
Health Mart stores match the
breadth of offerings found in
national chains.

“As new categories become
available, we are ready to ex-
tend the line,” notes Canning.

In addition, such programs
as the Diabetes Life Center the
company introduced last year
are becoming ever more popu-
lar with franchisees.

This year Health Mart is set to
increase its advertising efforts
through a mixture of national
and regional spots on television,
in print and on the Internet.

All of these efforts, McKesson
executives say, have helped in-
dependents focus more time on
their patients.

“I think that really is what
independent pharmacy is all
about — the connection to the
community, the connection to
the patient,” Lowe says.

HEALTH MART

* TOP EXECUTIVE

John Figueroa, president, U.S. pharmaceutical distribution
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San Francisco, Calif. 94104
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¢ INDUSTRY RANK — 8 in sales, 4 in stores
e Full-year results (3/31/08)"
Systemwide sales — $3.9 billion (+129.4%)?
Same-store sales — N/A
Net earnings — N/A

Net margin— N/A

e Number of drug stores — 1,900?
® Number of states operating — 49

e Number of stores opened in fiscal 2008 — 7892

e Number of stores closed in fiscal 2008 — 95
® Number of stores planned for fiscal 2009 — 400
e Average sales per store — $2.5 million?

e Average store size — 3,500 sq. ft.

e Distribution — Wholesaler

1. Health Mart, a franchisor, is a unit of McKesson Corp. and, accordingly, does

not report revenues or eamnings.

2. CDR estimate for the fiscal year ended March 31, 2008.

N/A = Not available.
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