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Pharmaca: Finding the Integrative Health Consumer 
 
Laura Coblentz, the vice president of marketing and innovation of Pharmaca, decided to stop by one of 
her company’s stores on her way to work. She had a headache since waking up that morning and 
intended to pick up some ibuprofen. While heading for the analgesics shelf in the store, Laura stopped to 
look at the natural supplements. The rhodiola had caught her eye, and she recalled that one of her 
colleagues recommended it for stress. As she paid for her purchases at the register, Laura began to 
wonder whether there was a sizable segment of Pharmaca customers who purchase both 
pharmaceuticals and herbal supplements. Laura felt this was a question that needed an answer. 
 
Pharmaca’s founders came from the natural grocery industry, which typically does not engage in 
extensive marketing. Since 2000 when Pharmaca was founded in Boulder, Colorado, the company had 
been honing its retail concept of the “integrative pharmacy” and opening 23 stores in five states in the 
western United States. Marketing analysis did not play a significant role in these formative years. Laura, 
who joined the company in September 2008, was establishing the company’s first marketing department. 
After 20 years of working in marketing at E&J Gallo, Sutter Home Winery, White Wave, and Wild Oats, 
Laura saw her position at Pharmaca as her biggest challenge yet. 
 
Coblentz has gathered enough data to examine whether Pharmaca has successfully identified the 
“integrative” customer who wants the unique mix of products and services Pharmaca offers. Real estate 
decisions, merchandising, store layout, and messaging all depend on validating the integrative, 
“crossover” concept and identifying the proper demographic. Coblentz is anxious to build a marketing 
strategy that will (1) attract investors, (2) inform store location decisions and (3) increase revenues.  
 
To achieve these goals, Coblentz needs to know if Pharmaca has found the “integrative” customer to 
match its retail concept. “Does this customer exist? Or does a company who creates its own niche need 
to create and educate its own market?” 
 
Pharmaca Integrative Pharmacies offer a blend of traditional pharmacy services together with 
complementary and alternative health supplements and aids, natural health and beauty products, 
sustainability-oriented retail goods and specialty retail items targeted for the LOHAS (lifestyle of health 
and sustainability) market segment.  Pharmaca’s 23 stores are in five states:  California (13), New Mexico 
(2), Colorado (3), Oregon (1) and Washington (4).   
 
The Retail Concept: Integrative Health and Sustainability 
 
Prior to co-founding Pharmaca Integrative Pharmacy Barry Perzow was president of Capers Natural Food 
Markets. Along with co-founder Dan Schwartz, the owners’ vision was to “reinvent the neighborhood 
pharmacy” by offering both prescription and natural medicines and by staffing stores with practitioners 
who could address health and wellness concerns.  The Pharmaca website reports: “We imagined a place 
that would treat the whole person with the best methods available, whether through prescriptions, 
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complementary medicine, or preventive supplements.”  Pharmaca’s model is to set “a higher standard for 
pharmacies in terms of service, selection, and sustainability.” 
 
The integrative pharmacy model is based on a European model. In much of Europe, the natural 
pharmacy provides the customer with services and products for illness prevention, for wellness 
promotion, for optimizing performance and for treating sicknesses. Staff members have the training to 
provide guidance to customers about using alternative and natural medicines in conjunction with 
conventional western pharmaceuticals.  
 
The company pursues numerous sustainability goals including community and environmental health. The 
company also engages in “Sustainability Actions” detailed in Appendix D. According to material from the 
website, the company’s value proposition is to provide: 
 

Expert Personalized Service, Education and Resources – Pharmaca is committed to providing 
unparalleled and customized service at each store, significantly exceeding that of its drug, natural 
food and supplement store competitors. 

 
Highly Differentiated Product Assortment – Pharmaca offers a unique blend of products and brands 
include traditional “over-the-counter” medicines, vitamin supplements, herbal remedies, organic spa 
and beauty products, unique gifts and sustainable lifestyle products. Pharmaca also offers one-stop 
shopping for prescription filling services. 
 
Transformational Retail Brand – Pharmaca is the nation’s first and largest specialty retailer of 
integrative healthcare products.  
  
Value-Added Services – Pharmaca strives to cultivate loyal customers by providing guidance and 
services. 
 
Private Label Offering – Pharmaca offers its own selection of vitamins, minerals and herbal 
supplements, as well as non-supplements such as natural and organic chocolates and snacks, eco-
home household products, aromatherapy items, natural and organic spa and beauty care products 
and essential oils. Gross margins for private label products exceed those of other products by 10-
15% on average. 

 
The “Crossover” Customer 
 
The Pharmaca retail concept depends on the “crossover” customer who utilizes the pharmacy services of 
the store, but also purchases “front-end” products: preventative health and body care supplements and 
aids, sustainable lifestyle-oriented retail goods and stationary/gift items. Pharmaca has a goal of 
encouraging customers who are filling their pharmacy prescriptions to crossover to buy from their more 
sustainable, alternative medicine and boutique items. The Pharmaca retail concept is based on the 
conviction that there is a market of people who see the need for both western pharmaceuticals and the 
alternative, preventative products featured in the front of the store.   
 
Pharmaca believes that the modern pharmacy business in the United States is very impersonal. 
Pharmaca’s source of differentiation comes through providing a personalized and customized experience. 
Pharmaca’s marketing efforts seek to drive crossover behavior, either by targeting existing crossover 
segments, or educating and persuading customers to convert them into crossover shoppers. But the 
company is unsure whether it has found the customer with whom a personalized approach will resonate 
and who is likely to exhibit crossover purchase behaviors, or whether they need to educate and create 
this customer. 
 
A recent customer survey conducted by Pharmaca in August 2009 indicated that 51% of the respondents 
never fill prescriptions at Pharmaca; their top purchases were for (1) herbal remedies, (2) body care 
items, and (3) beauty or facial care products. Of the respondents who reported filling prescriptions at 
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Pharmaca, 68% agreed with the statement, “When I am at Pharmaca to pick up a prescription, I find 
myself purchasing additional items.” (See Appendix C for customer survey results summary.) Coblentz 
felt that it would be very helpful to draw up a segmentation scheme of customer profiles (e.g. 
demographics, buying preferences, behavioral tendencies) based on this data. 
 
The Competition 
 
Traditional drugstores in the United States represented a $200 billion industry in 2007, growing annually 
at 5%. The market consists of roughly 40,000 independent and chain store units across the country, with 
the largest participants including CVS, Rite Aid and Walgreen’s. Because traditional drugstores typically 
generate 70% of their sales from prescription drugs, their success is sensitive to trends impacting 
prescription drug usage. Although prescription drug usage in the United States continues to grow, it is 
leveling off. In 2007, growth in prescription drug spending fell to 3.8%, the lowest rate since 1961 and is 
expected to reach levels as low as 1% to 2% in 2009. Drugs represent 71% of sales in traditional retail 
drugstores and, in some cases, can provide up to 85% of the overall store sales volume. Prescriptions 
are the key driver of foot traffic in the classic drugstore model.   
 
Pharmaca Integrative Pharmacy operates in a large and diverse marketplace that expands beyond the 
traditional drugstore. In the “integrative pharmacy” niche Pharmaca believes that it has no direct 
competitors and that it is defining its own market. A recent customer survey, however, indicates that 
Pharmaca currently competes with traditional pharmacies. A large percentage of Pharmaca customers 
who fill prescriptions at Pharmaca still shop at traditional pharmacies for convenience, because it is where 
they always have shopped or because it is where they purchase over the counter medicines.  
 
 
Table 1: Excerpts from Pharmaca’s Customer Survey 
 
1. How frequently do you shop at a conventional pharmacy? 
Item Count Percent % 
More than once a month 75 28.85% 
Once a month 62 23.85% 
Once every 2 to 3 months 49 18.85% 
Once every 4 to 6 months 30 11.54% 
Never 28 10.77% 
Once a year 16 6.15% 
Total responses to this question: 260 
 
Why? 
Item Count Percent % 
It’s where I always get my prescriptions filled 61 24.80% 
Other 58 23.58% 
They have the over-the-counter medicines and products I need 54 21.95% 
It’s convenient 46 18.70% 
I go to the pharmacy closest to my house/office 21 8.54% 
I know the pharmacist there and s/he knows me so I’m comfortable 6 2.44% 
Total responses to this question: 246 
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Retailers operating in the drugstore/complementary alternative medicine space include:  
 

! Sister stores (Pharmaca) 
! Chain drugstores (i.e., CVS, Rite Aid, Walgreen) 
! Whole Foods 
! Supermarket pharmacies (i.e., Safeway, King Soopers) 
! Discount department store pharmacies (i.e., Wal-Mart) 
! Warehouse club pharmacies (i.e., Costco) 
! Trader Joe’s 
! Specialty food (i.e., Bristol Farms, PCC Coop) 
! Vitamin stores (i.e., Super Supplements, Vitamin Cottage) 

 
Pharmaca’s marketing research indicates that supermarket pharmacies and warehouse club pharmacies 
do not impact store performance, while the other categories have at least some negative impact.   
 
Sales Revenues, Margins and “Integrative” Purchasing Patterns 
 
Pharmaca’s total gross sales from April 2008-April 2009 exceeded $70 million. As a percentage of its total 
net sales, prescription drugs represent 60% at Pharmaca Integrative Pharmacy (see below), a lower 
fraction than in the category as a whole (70%).  
 
Pharmacies typically have low margins (under 25%) and high overhead, while the “front end” retail 
portions of the stores have higher margins (over 40%). Across all stores, the average sales mix is 60% 
pharmacy and 40% “front-end” retail, but this mix varies widely by store, depending on several variables. 
To be profitable a pharmacy requires a relatively high volume of prescriptions filled, between 500 and 750 
per week. Dietary supplements carry margins of over 50% (and represent more than 40% of front-end 
sales) as compared to 20% margin for pharmacy sales. 
 
Based on sales data gathered from nine stores from January 2009 to July 2009, sales revenues are 
distributed across Pharmaca product categories as follows: 
 
Table 2: Distribution of sales revenues by product categories (for all stores): 

Categories Percent of Sales 
Food/Beverage 1.8% 
Health & Beauty 10.8% 
Lifestyles 5% 
Over-the-Counter  4.5% 
Pharmacy (Rx) 60% 
Services 0.90% 
Supplements 17% 
TOTAL 100% 

 
Product Category Key: 

• Food/Beverage: Snack items and beverages 
• Health & Beauty: Health and beauty aids, including cosmetics 
• Lifestyles: Wellness products, gifts, yoga mats, wellness videos, candles, etc. 
• Over-the-counter: Traditional western medicines, such as Tylenol, Benadryl, cold medicines, 

cough syrup, anti-diarrheal, aspirin, other analgesics 
• Pharmacy: For traditional prescriptions 
• Services: Facials, massages, purchased health consultations 
• Supplements: Natural supplements, herbal remedies, homeopathic 
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Most Pharmaca stores have one cash register at the pharmacy and another at the front of the store. This 
complicates tracking whether customers are engaging in crossover purchasing behavior as they can pay 
for prescriptions separately from retail goods. However, four stores have only one register at the front of 
the store, where customers pay for all purchases – retail and prescription – at once.  
 
These stores where all purchases are funneled to one register provide a glimpse into the sales revenues 
occurring as part of crossover purchases including prescriptions and other products, or as part of “retail 
only” purchases. Based on data gathered from Pharmaca stores with only one register, 53% of sales 
revenue comes from “retail only” transactions, with only 25% coming from combination or “crossover” 
purchases.  Of that 53% of “retail only” revenue 47% of revenue in non-prescription sales comes from 
supplements and 28% from health and beauty. 
 
Table 3: Percentages of sales by transaction category (stores with 1 register) 
 

 
TOTAL Sales revenue all 
transaction categories 

 % of Total Sales 
Retail only 53% 
RX only 22% 
RX / Retail Combo 25% 
 100% 

 
Product category breakdown for retail-only transactions (stores with 1 register): 
 Broadway Solano Blithedale Pearl  AVERAGE  
      
FOOD/BEV                       5% 6% 5% 9% 6% 
Health & Beauty 25% 28% 32% 28% 28% 
LIFESTYLES                     12% 6% 5% 7% 8% 
OTC                            12% 9% 10% 11% 10% 
RX                             0% 0% 0% 0% 0% 
SERVICES                       1% 1% 1% 0% 1% 
Supplements 46% 51% 47% 45% 47% 
  100% 100% 100% 100% 100% 

 
 
Acquisition Stores vs. Greenfield Stores 
 
Originally Pharmaca’s plan was to expand by buying neighborhood pharmacies, inheriting their existing 
pharmacy customer base and prescription files. Pharmaca planned to convert these stores to an 
integrative pharmacy and add their unique retail mix to the existing operations. Pharmaca calls this type 
of store an “acquisition store.” Pharmaca also built stores and clienteles from the ground up, or 
“greenfield stores,” in new locations. Pharmaca’s 23 stores are a combination of acquisition and 
greenfield stores. Coblentz must consider how purchasing behaviors at greenfield stores may differ from 
acquisition stores. (For sales broken down by product category and store type see Appendix B.) 
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Table 4: Total store sales by store type, size, open date 

 
Store 
type 

Sq. 
feet 

Open 
date Annual sales 

Total sales/sq 
feet 

San Vicente  acquisition 2838 2008 > $2 million > $500 
Broadway acquisition 3801 2000 > $2 million > $500 
Cordova green 4183 2004 < $2 million < $500 
La Jolla green 5724 2007 < $1 million < $250 
Los Gatos green 4000 2009 < $1 million < $250 
Redmond acquisition 4600 2009 > $1 million < $250 
Solano acquisition 3000 2002 > $1 million > $500 
Blithedale acquisition 2800 2001 > $1 million > $500 
Pearl acquisition 3352 2001 < $1 million < $500 

 
Pharmaca’s original store – on Broadway in Boulder – is one of the company’s top performers and has 
successfully carved out a loyal customer base. The Broadway store is an acquisition store and yet has 
prescription percentages more similar to a green store (see below).  
 
Other acquisition stores tested had sales revenues from prescriptions averaging 51%, lower than 
traditional drugstores but above that of greenfield stores. As expected, sales at three greenfield stores 
showed 40% of sales were from natural supplements, exceeding the overall average of 27%, while four of 
the acquisition stores had an average below the overall average (14%).  
 
An interesting result to emerge was that among the acquisition stores, only the Broadway and Berkeley 
stores evidenced supplement averages above the overall average, and closer to the greenfield average. 
If the values and attitudes that characterized the areas surrounding the Broadway (Boulder, Co.) and 
Berkeley (Berkeley, Calif.) stores are examined, the higher than average supplement percentage could 
be rationalized as part of the natural/organic lifestyle and alternative, innovative focus of those areas. 
Marketing to the Crossover Customer 
 
See Appendix A for samples of Pharmaca print advertising. 
 
To understand its existing customers and what was driving their purchasing behaviors, Pharmaca 
conducted an online survey. Some of the results include: 
 

• 51% of survey respondents never fill prescriptions at Pharmaca. 50% of this group shop at 
Pharmaca at least once a month, despite the fact they don’t fill prescriptions. 52% of this group 
purchase complementary/alternative medicine (CAM) or a service once a month or more often.  

• 23% of survey respondents fill prescriptions at least once a month at Pharmaca, but also shop at 
traditional pharmacies. 68% of these customers shop at Pharmaca more than once a month and 
purchase other items with their prescription purchases. 

• 29% of respondents have children under 18 living currently at home. Mainly women, these 
individuals shop at Pharmaca to get expert advice on items for her family but also seeks out 
herbal remedies and health and beauty products to keep her feeling young and vibrant. These 
customers are interested in CAM products, but often turn to western medication and services for 
family. 

• 81% and 51% of survey respondents agreed with the following statements respectively, “I’m 
interested in using complementary or alternative medicine to help me stay healthy and vibrant as 
I age.” And "I’m interested in using complementary and alternative medicine so I won’t have to go 
to the doctor. These individuals are interested in using medicines to keep them healthy. These 
individuals choose CAM over traditional prescriptions, but do not have a heavy interest in CAM 
services to support the medicine. 
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See Appendix C for summary results from the survey. 
 
Growth Goals and Attracting Investors 
 
Pharmaca’s growth has been strong since it was founded in 2000. By the end of 2002 Pharmaca had 
opened eight stores in four states – Colorado, California, Washington and New Mexico. Pharmaca then 
attracted venture capital and opened 15 stores in the next six years. The firm’s capital base was strained 
by its rapid expansion. As a result, Pharmaca is anxious to attract outside investment to fuel its ambitious 
growth trajectory. To appeal to investors, Pharmaca believes it must prove the crossover customer and 
the profitability of their model. 
 
Coblentz considers the data. Does the original Broadway store in Boulder hold lessons on how to 
cultivate a customer base with high front-end purchasing patterns? Has Pharmaca found the “integrative” 
customer to match its retail concept? Or, she wonders, “How does a company create the customer it 
seeks?”  
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Appendix A 

 

Samples of print advertisements 

 

 
 
1. Advertising for Berkeley, Rockridge (CA) stores 
 
 
 

 
 
2. Advertising for Boulder (CO) stores 
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3. Advertising for Boulder, (CO) stores 
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Appendix B: Sales By Product Category (for 10 stores )            ) 
Jan-June 2009  
 

  
San 
Vicente  Broadway  Cordova  La Jolla  Los Gatos  Redmond  Solano  Blithedale  Pearl  

TOTALS 
all product 
categories  

 Product 
Category  

% of Total 
Sales  

% of Total 
Sales  

% of Total 
Sales  

% of Total 
Sales  

% of Total 
Sales  

% of Total 
Sales  

% of Total 
Sales  

% of Tot al 
Sales  

% of Total 
Sales  

% of Total 
Sales  

FOOD/BEV                       1% 3% 3% 7% 5% 2% 4% 3% 5% 3% 
HABA                           8% 15% 17% 21% 24% 8% 19% 18% 15% 15% 
LIFESTYLE
S                     

2% 8% 8% 9% 7% 4% 5% 3% 4% 5% 

OTC                            8% 8% 6% 5% 6% 6% 7% 6% 6% 7% 
RX                             67% 38% 31% 17% 15% 67% 31% 43% 45% 42% 
SERVICES                       1% 0% 0% 0% 0% 0% 0% 1% 0% 0.47% 
SUPPS                          13% 28% 35% 41% 44% 12% 35% 26% 24% 27% 

 Store Type  Acquisition Acquisition Greenfield Greenfield Greenfield Acquisition Acquisition Acquisition Acquisition   
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Appendix C  
 
Results of online customer survey  
 
1. Results for consumer who never fills prescriptions at Pharmaca:  (51% of total 
respondents)  
 
How frequently do you shop at a conventional pharmacy?  
Item Count Percent % 
Once a month 159 27.23% 
More than once a month 147 25.17% 
Once every 2 to 3 months 132 22.60% 
Once every 4 to 6 months 77 13.18% 
Once a year 44 7.53% 
Never 25 4.28% 
 
How frequently do you shop at Pharmaca?  
Item Count Percent % 
Once every 2 to 3 months 201 34.54% 
Once a month 169 29.04% 
More than once a month 128 21.99% 
Once every 4 to 6 months 68 11.68% 
Once a year 16 2.75% 
 
When you shop at Pharmaca w hat do you typically buy? Rank your top three in order of 
importance  
Value 1 2 3 4 6 6 7 Average Rank 
Herbal remedies / teas 274 63 72 7 13 13 33 2.1 
Personal / Body care 72 153 140 19 19 26 13 2.8 
Beauty / facial care 104 141 68 17 12 17 17 2.5 
Vitamins / mineral supplements 27 75 57 23 15 20 2 3.0 
Healthy snack foods / beverages 20 36 75 33 26 15 5 3.4 
Over the counter medicines 11 28 68 20 27 19 10 3.7 
Fill a prescription 12   2 4 4 42 5.6 
 
How far away do you live from your Pharmaca store?  
Item Count Percent % 
1-5 miles 260 45.06% 
5-10 miles 123 21.32% 
Less than 1 mile 86 14.90% 
10-20 miles 61 10.57% 
More than 20 miles 47 8.15% 
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How old are you? 
Item Count Percent % 
30-39 155 26.82% 
50-59 152 26.30% 
40-49 126 21.80% 
60-69 76 13.15% 
23-29 59 10.21% 
70 or over 8 1.38% 
18-22 2 0.35% 
 
What is your household income? 
Item Count Percent % 
$51,000-$100,000 211 40.34% 
$101,000 or more 143 27.34% 
$26,000-$50,000 111 21.22% 
$25,000 or less 58 11.09% 
 
 
2. Results for consumer who fills prescriptions frequently at Pharmaca: (23% of total 
respondents) 
 
How frequently do you shop at a conventional pharmacy? 
Item Count Percent % 
Once a month 159 27.23% 
More than once a month 147 25.17% 
Once every 2 to 3 months 132 22.60% 
Once every 4 to 6 months 77 13.18% 
Once a year 44 7.53% 
Never 25 4.28% 
 
How frequently do you shop at Pharmaca? 
Item Count Percent % 
More than once a month 176 67.95% 
Once a month 78 30.12% 
Once every 2 to 3 months 4 1.54% 
Once a year 1 0.39% 
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When you shop at Pharmaca what do you typically buy? Rank your top three in order of 
importance: 
Value 1 2 3 4 6 6 7 Average Rank 

Fill a prescription 171 18 12  7 3 18 1.8 

Herbal remedies / teas 29 100 31 8 5 14 7 2.6 

Personal / Body care 9 30 58 20 12 10 1 3.2 

Beauty / facial care 8 45 45 11 11 10 6 3.2 

Vitamins / mineral supplements 4 12 39 13 15 8 7 3.8 

Healthy snack foods / beverages 5 6 20 9 13 12 19 4.6 

Over the counter medicines 6 14 15 13 8 18 15 4.3 
Total responses to this question: 259 
 
How old are you? 
Item Count Percent % 

50-59 72 27.59% 

40-49 55 21.07% 

30-39 53 20.31% 

60-69 43 16.48% 

23-29 33 12.64% 

70 or over 5 1.92% 
 

Household income? 
Item Count Percent % 

$101,000 or more 89 37.87% 

$51,000-$100,000 83 35.32% 

$26,000-$50,000 48 20.43% 

$25,000 or less 15 6.38% 
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3. Results for Pharmaca consumers with kids under 18 in household  (29% of total 
respondents) 
 
How frequently do you shop at a conventional pharmacy?  
Item Count Percent % 

Once a month 80 24.84% 

More than once a month 78 24.22% 

Once every 2 to 3 months 70 21.74% 

Once every 4 to 6 months 48 14.91% 

Once a year 31 9.63% 

Never 15 4.66% 
Total responses to this question: 322 
 
How frequently do you shop at Pharmaca?  
Item Count Percent % 

More than once a month 112 35.00% 

Once a month 87 27.19% 

Once every 2 to 3 months 82 25.63% 

Once every 4 to 6 months 30 9.38% 

Once a year 9 2.81% 
Total responses to this question: 320 
 
When you shop at Pharmaca what do you typically buy? Rank your top three in order of 
importance:  
Value 1 2 3 4 6 6 7 Average Rank 

Herbal remedies / teas 140 47 39 5 7 9 14 2.1 

Beauty / facial care 42 86 39 11 6 7 9 2.6 

Personal / Body care 39 77 75 13 8 11 2 2.6 

Fill a prescription 59 16 14 4 5 7 17 2.7 

Vitamins / mineral supplements 8 33 47 14 13 7 6 3.3 

Over the counter medicines 4 11 36 15 14 17 13 4.2 

Healthy snack foods / beverages 5 21 32 20 19 13 9 3.9 
Total responses to this question: 322 
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To what extent do you agree with following statements? 

Item Strongly 
agree Agree Somewhat 

agree Neutral Somewhat 
disagree Disagree Strongly 

Disagree Total 

“When I am at 
Pharmaca to pick 
up a prescription, I 
find myself 
purchasing 
additional items.” 

25.3% 
74 

21.9% 
64 

12.7% 
37 

33.9% 
99 

0.3% 
1 

1.7% 
5 

4.1% 
12 292 

“When I’m at 
Pharmaca I just 
want to pick up my 
prescription and 
be on my way.” 

2.1% 
6 

1.0% 
3 

8.6% 
25 

36.6% 
106 

9.7% 
28 

22.4% 
65 

19.7% 
57 290 

“When I shop at 
Pharmaca I seek 
out advice from a 
staff health 
practitioner.” 

28.8% 
92 

36.4% 
116 

15.4% 
49 

11.3% 
36 

5.0% 
16 

1.9% 
6 

1.3% 
4 319 

"When I shop at 
Pharmaca, I 
mainly buy 
supplements or 
body and facial 
care." 

41.1% 
132 

29.3% 
94 

10.0% 
32 

9.3% 
30 

5.0% 
16 

3.7% 
12 

1.6% 
5 321 

"I wasn't aware 
that Pharmaca 
has a pharmacy in 
every store." 

3.8% 
12 

2.2% 
7 

1.3% 
4 

7.3% 
23 

1.9% 
6 

19.2% 
60 

64.2% 
201 313 

Average % 20.6% 18.5% 9.6% 19.2% 4.4% 9.6% 18.2% 1,535.0 
Total responses to this question: 322 
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To what extent do you agree with the following statements:  

Item 
Strongly 
agree 

Agree 
Somewhat 
agree 

Neutral 
Somewhat 
disagree 

Disagree 
Strongly 
Disagree 

Total 

ÒIÕm interested in 
using 
complementary or 
alternative 
medicine to help 
me stay healthy 
and vibrant as I 
age.Ó 

56.9% 
181 

24.8% 
79 

12.6% 
40 

4.1% 
13 

 
0.6% 
2 

0.9% 
3 

318 

ÒAs a new mother 
IÕm interested in 
using 
complementary or 
alternative 
medicine to support 
my pregnancy / 
infant.Ó 

27.9% 
83 

11.4% 
34 

5.1% 
15 

31.6% 
94 

1.0% 
3 

3.4% 
10 

19.5% 
58 

297 

"As a parent, IÕm 
interested is using 
complementary or 
alternative 
medicine to keep 
my family healthy" 

55.3% 
176 

26.1% 
83 

9.1% 
29 

6.0% 
19 

1.3% 
4 

0.6% 
2 

1.6% 
5 

318 

"IÕm interested in 
using 
complementary and 
alternative 
medicine so I wonÕt 
have to go to the 
doctor" 

32.1% 
101 

20.3% 
64 

15.6% 
49 

15.9% 
50 

5.7% 
18 

4.8% 
15 

5.7% 
18 

315 

"IÕm interested in 
using 
complementary and 
alternative 
medicine because 
itÕs less expensive 
than seeing a 
doctor" 

12.3% 
39 

9.1% 
29 

14.5% 
46 

20.8% 
66 

12.6% 
40 

11.0% 
35 

19.6% 
62 

317 

Average % 37.1% 18.5% 11.4% 15.5% 4.2% 4.1% 9.3% 1,565.0 
Total responses to this question: 322 
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How important are these practices to your health regimen? (Please check all that apply.) 

Item Very 
important 

Quite 
important 

Moderately 
important 

Somewhat 
important 

Not at all 
important Total 

Acupuncture 12.3% 
36 

11.6% 
34 

13.4% 
39 

19.5% 
57 

43.2% 
126 292 

Yoga 20.3% 
62 

13.4% 
41 

23.6% 
72 

22.6% 
69 

20.0% 
61 305 

Traditional 
pharmacist 

20.4% 
63 

19.7% 
61 

21.0% 
65 

23.0% 
71 

15.9% 
49 309 

Chiropractor 12.6% 
37 

12.9% 
38 

11.2% 
33 

18.7% 
55 

44.6% 
131 294 

Naturopath 11.8% 
34 

17.0% 
49 

16.6% 
48 

19.7% 
57 

34.9% 
101 289 

Chinese medicine 9.3% 
27 

13.1% 
38 

19.7% 
57 

21.8% 
63 

36.0% 
104 289 

Immunizations 26.2% 
79 

17.6% 
53 

18.6% 
56 

17.3% 
52 

20.3% 
61 301 

Annual doctors 
appointments 

45.2% 
141 

25.3% 
79 

13.5% 
42 

9.0% 
28 

7.1% 
22 312 

D.O. Osteopath 3.4% 
9 

5.6% 
15 

10.4% 
28 

17.2% 
46 

63.4% 
170 268 

Average % 18.4% 15.3% 16.5% 18.7% 31.0% 2,659.0 
Total responses to this question: 321 
 
How far away do you live from your Pharmaca store? 
Item Count Percent % 
1-5 miles 150 46.88% 
Less than 1 mile 66 20.63% 
5-10 miles 57 17.81% 
10-20 miles 25 7.81% 
More than 20 miles 22 6.88% 
Total responses to this question: 320 
 
How old are you? 
Item Count Percent % 
30-39 134 41.74% 
40-49 107 33.33% 
50-59 58 18.07% 
23-29 16 4.98% 
60-69 5 1.56% 
18-22 1 0.31% 
Total responses to this question: 321 
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What is your current employment status? 
Item Count Percent % 
Full time 87 27.10% 
Part-time 75 23.36% 
Not employed 71 22.12% 
Self-employed 71 22.12% 
Student 10 3.12% 
Retired 7 2.18% 
Total responses to this question: 321 
 
What is your household income? 
Item Count Percent % 
$101,000 or more 143 49.83% 
$51,000-$100,000 108 37.63% 
$26,000-$50,000 27 9.41% 
$25,000 or less 9 3.14% 
Total responses to this question: 287 
 
4. Results related to preventative health issues: 
 How frequently do you shop at a conventional pharmacy? 
Item Count Percent % 
More than once a month 125 22.94% 
Once every 2 to 3 months 123 22.57% 
Once a month 119 21.83% 
Once every 4 to 6 months 80 14.68% 
Once a year 56 10.28% 
Never 42 7.71% 
Total responses to this question: 545 
 
Item Count Percent % 
More than once a month 211 38.86% 
Once a month 155 28.55% 
Once every 2 to 3 months 129 23.76% 
Once every 4 to 6 months 40 7.37% 
Once a year 8 1.47% 
 
Total responses to this question: 543 
Item Count Percent % 
More than once a month 211 38.86% 
Once a month 155 28.55% 
Once every 2 to 3 months 129 23.76% 
Once every 4 to 6 months 40 7.37% 
Once a year 8 1.47% 
Total responses to this question: 543 
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When you shop at Pharmaca what do you typically buy? Rank your top three in order of 
importance: 
Value 1 2 3 4 6 6 7 Average Rank 
Herbal remedies / teas 222 103 64 12 11 19 27 2.2 
Personal / Body care 47 118 130 27 22 19 10 2.9 
Beauty / facial care 85 128 77 16 16 17 15 2.6 
Fill a prescription 94 21 14 7 11 7 34 2.9 
Healthy snack foods / beverages 14 26 74 30 26 24 14 3.8 
Vitamins / mineral supplements 25 61 57 21 27 19 6 3.2 
Over the counter medicines 9 20 46 27 26 24 16 4.1 
Total responses to this question: 545 
 
To what extent do you agree with following statements? 

Item Strongly 
agree Agree Somewhat 

agree Neutral Somewhat 
disagree Disagree Strongly 

Disagree Total 

“When I am at 
Pharmaca to pick 
up a prescription, I 
find myself 
purchasing 
additional items.” 

24.7% 
122 

21.5% 
106 

10.3% 
51 

36.2% 
179 

0.4% 
2 

2.0% 
10 

4.9% 
24 494 

“When I’m at 
Pharmaca I just 
want to pick up my 
prescription and 
be on my way.” 

2.3% 
11 

1.2% 
6 

5.7% 
28 

38.7% 
189 

8.0% 
39 

21.9% 
107 

22.1% 
108 488 

“When I shop at 
Pharmaca I seek 
out advice from a 
staff health 
practitioner.” 

33.0% 
177 

32.6% 
175 

18.6% 
100 

9.3% 
50 

3.4% 
18 

2.4% 
13 

0.7% 
4 537 

"When I shop at 
Pharmaca, I 
mainly buy 
supplements or 
body and facial 
care." 

50.4% 
272 

23.1% 
125 

9.3% 
50 

6.7% 
36 

4.3% 
23 

4.6% 
25 

1.7% 
9 540 

"I wasn't aware 
that Pharmaca 
has a pharmacy in 
every store." 

5.2% 
27 

3.1% 
16 

2.1% 
11 

11.7% 
61 

2.9% 
15 

16.3% 
85 

58.7% 
305 520 

Average % 23.6% 16.6% 9.3% 20.0% 3.8% 9.3% 17.4% 2,579.0 
Total responses to this question: 544 
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How old are you? 
Item Count Percent % 

50-59 155 28.60% 
30-39 135 24.91% 

40-49 122 22.51% 
60-69 66 12.18% 

23-29 55 10.15% 
70 or over 5 0.92% 

18-22 4 0.74% 
Total responses to this question: 542 
 
Employment Status? 
Item Count Percent % 

Full time 224 41.40% 

Self-employed 115 21.26% 
Part-time 79 14.60% 

Not employed 68 12.57% 
Retired 35 6.47% 

Student 20 3.70% 
Total responses to this question: 541 
 
Household Income  
Item Count Percent % 

$51,000-$100,000 196 40.66% 

$101,000 or more 129 26.76% 
$26,000-$50,000 104 21.58% 

$25,000 or less 53 11.00% 
Total responses to this question: 482 
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Appendix D 

From Pharmaca’s web site describing its mission and values: 
http://www.pharmaca.com/aboutus/mission 

• Pharmaca has been a long time supporter of Vitamin Angels, a non-profit organization 
that supplies multivitamins to at-risk children and vital supplements to expecting mothers. 
Last year, we supplied essential nutrition to over 50,028 children in need. 

• Our stores and home office are offset with 100% wind power, making our business 
operations carbon neutral. 

• We use sustainable materials in the construction of our stores, including recycled carpet 
tiles, bamboo flooring, energy-efficient lighting, and low VOC paint. 

• Our product selection includes eco-conscious brands such as Tom's of Maine, Sigg, 
Seventh Generation. 

• We offer bag credits for customers who bring in reusable bags, and provide 
biodegradable ones for others. 

• Our store signage and marketing materials are printed on recycled paper with soy inks 
whenever possible. 

• We are moving toward electronic communications to reduce paper, encouraging staff to 
obtain customer e-mails with monthly contests featuring energy offset rewards. 

• We carry many Campaign for Safe Cosmetics signers knowing that what goes on the 
skin goes into the body, and what comes out of the bottle goes down the drain. 

 


