
Speaker 1: Thank you for listening to the only podcast dedicated to the business of 
pharmacy. Welcome to The Pharmacy Podcast Show. You can find all of our 
episodes at pharmacypodcast.com.

Eric Pusey: This is Eric Pusey, owner of Medicap Pharmacy in Olyphant, and you're listening 
to The Pharmacy Podcast.

Todd: Hey, welcome back for another episode of The Pharmacy Podcast, our 
independent episode. The celebration of our country, our ability to build our 
own businesses, this is the independent celebration pre-episode to interviewing 
an independent pharmacy owner who has leveraged the power of GRX 
Marketing.

Todd: If you recall several episodes back, episode 208, we had an interview with GRX 
Marketing, The GRX Marketing Difference, and it was great to really interview 
Nicolle McClure. She kind of outlined why their services are different in helping 
to empower a privately owned pharmacy business. And today she is returning, 
and she's bringing a pharmacy owner with her.

Todd: But before we get started, we want to go through independence. Independent 
Retailer Month is July, that's this month, so go over to indieretailermonth.com. 
That's I-N-D-I-E retailer month .com, and that's the Independent Retailer Month 
website. You can see how you can get involved, list your business. Make sure 
that you tweet, make sure that you use Facebook to talk about the importance 
of shopping local, and supporting other independent retailers. I think this is an 
extremely important band of brothers, of banning together.

Todd: Walk across to the local hardware store, talk about your pharmacy business, talk 
about their business, obviously. Do some type of flyer exchange program. 
Definitely leverage digital between each others websites, as well as your 
Facebook and other social media platforms. Don't forget, that you can't expect 
your customers to band together for local retailers if you as local retailer aren't 
banning together and helping other independently owned businesses in your 
community. So without further ado, let's get on with today's Pharmacy Podcast 
interview.

Todd: Hey, welcome to a special episode of The Pharmacy Podcast. We're talking the 
essence of marketing, and what this means for your small business. In this case, 
obviously your independent pharmacy business. So let's talk about that. The 
essence of marketing is to understand your customers' needs, and develop a 
plan that surrounds those needs. And let's face it, anyone running a small 
pharmacy throughout the country, the desire to grow their business, the most 
effective way to grow and expand your business, is by focusing on organic 
growth.

Todd: You can increase organic growth in, really four different ways. You can acquire 
more customers. Persuade more customers to come on in as referrals, 



purchasing more products. Persuading each customer to buy more expensive 
products, or you could even go into upselling of a customer. Or, you could even 
go into customers purchasing more profitable products, but we're talking about 
healthcare, and there's a lot less selling, and a lot more consulting. However, 
there is a balance between it, with regards to what your suggestions may be for 
different things that the patient is facing.

Todd: So, wanted to open it up to pharmacy owner Eric Pusey, and marketing leader 
Nicolle McClure with GRX Marketing. Good morning Eric, this is your first time 
to The Pharmacy Podcast, how are you?

Eric Pusey: I'm doing very well, thank you. Good to be here.

Todd: And Nicolle, welcome back.

Nicolle McClure: Thank you. Good to be here.

Todd: So let's talk about that, the essence of marketing. From a business owner's 
perspective, I can sit here as a theorist. I can sit here as someone who studies, 
it, it's my favorite topic to talk about. But when it boils down to it, it's the 
business owner that really has the last say as to the effectiveness of different 
marketing programs. Because it even changes regionally, and it changes by 
demographic.

Todd: First thing I want to do is open it up to Eric. Share with our listeners a little bit 
about your pharmacy, Medicap Pharmacy Eric, and a little bit about your 
marketing strategies.

Eric Pusey: Sure, I'd be glad to. We opened our Medicap here about 10 years ago, as a 
franchise obviously. And one of the most important things I learned right from 
the beginning, fortunately or unfortunately, with Medicap, they had certain 
agreements in their franchise contract. One of the requirements was that you 
had to do 1% national marketing, and they also recommended 1% of local 
marketing.

Eric Pusey: Probably those are the two most important factors that I really got out of the 
entire franchise model, because it's so important to sell our business. And by 
sell our business, I mean we have to promote ourselves. We have to promote 
ourselves as community pharmacists, or pharmacists in general.

Todd: You know, transforming from local to national, that's a big deal. And 1% on a 
national level ... the difference between marketing in Southeastern, 
Southwestern, Northeastern, Northwestern Pennsylvania and X over the state, 
and really come up with multiple ways of marketing, let alone the nation. So 
how'd you feel about having to market at a national level, Eric?



Eric Pusey: Really, that was the one part I really did not like. And the important thing is that 
the 1% recommendation for the local is really what is the key, because 
everything is local. Our market is essentially within a five to seven mile radius, 
and the marketing that we do, we try to pinpoint to that particular market. 
That's why we did not find a lot of benefit to the national marketing, besides 
just general name recognition.

Eric Pusey: But in my opinion, whether we have a franchise name or we don't, we are 
marketing ourselves and we are marketing our particular pharmacy, and that's 
where we want to focus. And that's what we do with our marketing, is we focus 
on not necessarily the franchise or the Medicap Pharmacy, we focus on it being 
my pharmacy. Your local pharmacy. We find that that is the most effective way 
to do our local marketing.

Todd: Nicolle, it sounds like Eric's talking about something what I would consider 
target marketing. And the reason this is important is, not only is it proportionate 
to the population which is likely to purchase or likely to come to a customized 
community pharmacy for something that they're not getting from a national big 
box provider.

Todd: And by taking the time to really build a marketing campaign around that 
environment and around that potential customer/patient, that's a big deal. So 
what do you do with an independent pharmacy from the beginning, that really 
helps to assess, who is their target market and their target prospect?

Nicolle McClure: Well, one of the first things that we do when a new client signs up, is have an 
introduction call with them. And really dive into, what are your goals, tell us 
about your market, tell us about your demographic, what areas are you 
reaching now, maybe what areas would you like to reach in the future. And then 
that helps us put together a marketing plan for the independent pharmacist.

Nicolle McClure: We also do a lot of research on our own, before even talking to the client. We'll 
go into various websites and pull local demographic information, to kind of give 
us an overview portrait of what that market looks like.

Todd: So an aspect of putting something like that together is your budget, the very 
specific campaign if you're going to build around that, and then of course the 
tactics to really make it all work. And really putting it together and executing it, 
which is really going to be up to Eric and your staff.

Todd: So Eric, when you're putting this all together ... for example, I've heard of 
bioidentical hormone replacement therapy. I've heard of diabetic education in 
classes. I've heard pharmacogenomics. Whatever the program might be. How 
did you handle things before engaging a professional marketing consultant 
group versus what you're doing today?



Eric Pusey: It was very confusing. I was trying to do too much with too little. And what I 
found is that I was all over the board, I was focusing on areas that were just not 
productive in terms of my local marketing. I was trying to do some radio, I was 
trying to do some TV, I was trying to do some billboards in local marketing, and I 
just couldn't put it all together. I really needed the assistance of somebody who 
knows how to market a product, how to market a service. And what is the best 
way of putting that face forward.

Eric Pusey: Because when I look at marketing, it's so important to say, it is about me, and it 
is about our pharmacy.

Todd: It's interesting that some of the best ideas that I've come up with, have been 
altered from one of these pharmacy owners that has tried something that's 
worked. And sometimes it can be the most simple of strategies. What are you 
seeing Nicolle, in your customer base, in the people that you're helping, to help 
ease them into feeling confident about what they're choosing to actually launch 
as a campaign? How do you help an independent pharmacy choose the right 
strategy?

Nicolle McClure: You know, I think it's just based on experience, and myself personally being in 
the market for 11 years. But then also looking at what works based in their local 
market, based on their demographics and the targets that they're trying to 
reach.

Todd: You know, something that a pharmacy owner did. ... his pharmacy's down in 
McAllen, Texas. And he said that he went to local businesses in his area that 
obviously knew him, because he had been in the community for like 12 plus 
years. He went to a lumber company, went to a dentist. He went to a small little 
merchant that was like a convenient store, and then a couple other places. And 
he asked what do your customers like the most about your organization, about 
your customer service. What promotions work, which promotions don't work.

Todd: And what ended up happening through the Chamber of Commerce, is he 
formed like a little privately owned, small business marketing co-op per se. But 
those business owners weren't threatened by his questions, they were giving 
him advice, because they're like this guy doesn't compete with me, I'm a 
completely different business. But some of the strategies that the merchant or 
the convenient store were using, could easily be used in an independent 
pharmacy as well. And that's because we're still dealing with the customer, the 
human being. The person that's needing that service.

Todd: And sometimes it needs to be our job as those business owners to prevent 
some of those solutions. So Eric, have you ever kind of tried to reach out to 
some of your community based on what ideas are happening? And if not, tell us 
about in your area, what types of businesses you think you could actually 
balance and share ideas with.



Eric Pusey: There's many different ways that we've tried to incorporate some of the local 
businesses that we have. I happened to be right next door to a used car 
dealership. Well, that seems to be more of a landmark that I actually was. So I 
was able to incorporate, with his assistance, part of his name recognition and 
part of his location recognition into our advertising. And I was able to use that. I 
was able to use local landmarks as part of our marketing campaign.

Eric Pusey: And I think that's important because again, it puts that local feel, it puts that 
local touch back in our hands.

Todd: So let's shift to the world of digital. I can't tell you, when I go out into Google, 
and anyone listening can try this. If you use hashtag, which is a way for many 
social media networks to start tracking the trending of keywords ... and if you 
want to, go ahead and search on Google #digitalhealth, and then try #pharmacy. 
Try #pharmacist, and try #digitalmarketing. But if you start searching some of 
that, you'll find quick little snippets of different things that you can do that 
other organizations have leveraged, based on that subject topic. It's really 
interesting to see the evolution of digital.

Todd: Nicolle, what's GRX doing within healthcare, within pharmacy?

Nicolle McClure: You know, we do quite a bit for our clients. We manage their online presence in 
the way of Facebook, Twitter, that sort of thing. Because many independent 
pharmacy owners either don't have time to do it consistently ... because as you 
know, that's what helps make you have a strong presence online. Or they just 
don't understand it, and maybe don't have a page at all.

Nicolle McClure: So we help manage that for them. We also help them with SEO, not only to plan 
their listings, keep all that up to date for them, but also helping them 
understand the importance of why they want to be out there, and why it's 
important for their business.

Todd: So Eric, let's talk about tracking for example. If you took an ad out in the local 
paper, and it was a coupon for example. If someone's to cut that coupon out 
and bring that into your pharmacy to take advantage of what you're offering, 
that's a really easy way to track the response based on the investment that you 
made with that paper.

Todd: However, in the world of digital, in the world of some of what's taken place in 
pharmacy, in healthcare and the types of supplements that you might be 
suggesting, it might be harder to do. So how are you tracking marketing spend 
in order to get a clear ROI, return on investment?

Eric Pusey: That is a great question, and that is a question that I've always asked for the last 
10 years that I've been doing marketing. And that is one of the reasons why we 
rely on GRX and Nicolle to do a lot of our digital tracking, and to let me know 
what's working and what's not. We do offer a variety of different programs, and 



a lot of it is internet based. So again, I have no idea how to track that, and that's 
why I rely on their services to help me do that.

Eric Pusey: And you also use an important word, because I always look at the marketing 
that we do as not an expense, but as an investment. I always want to put that 
out there as that many small community pharmacies like myself, they look at 
marketing as a total expense, and it really isn't. Because ... it is hard to gauge. 
Coupons are very difficult because we don't have a large retail over the counter 
area, so we don't do a lot of product promotion, it's more service promotions. 
And so it is much more difficult to gauge. And that's why we rely on the experts.

Todd: That's a great point Eric, because you don't know what you don't know. And 
sometimes if you don't even know how to really measure it, looking to someone 
that does it all the time from a consultant perspective, is getting a much wider 
knowledge base of data. And that's another reason that I look to experts for 
digital marketing and digital health expertise. I follow so many blogs that I learn 
from, and they're getting input from hospital systems. They're getting input 
from physician organizations, and it can't be ignored.

Todd: There's pharmacy owners there that are kicking and screaming, that don't 
believe in the leverage of social media. I've had arguments on message boards 
about does it work or does it not work. And Nicolle, you brought up a very good 
point, and that is consistency. So elaborate on what you mean by consistency 
and leveraging digital marketing and social media?

Nicolle McClure: Well I think it's just being out there. Posting regularly to Facebook, Twitter, that 
sort of thing, because if you're not out there consistently, people just forget 
about you. Because they're inundated with so many messages throughout the 
day, I think they say it's about 5,000 messages that people see. So if you're not 
in their forefront, their top of mind, then they're just going to forget about you. 
But you have to reach them on their medium that they're using, so social media, 
Google, the top search engines, that sort of thing.

Nicolle McClure: So being out there on a consistent basis is what really can help impact the 
marketing. And that's when we put a marketing plan together, we always 
suggest doing something for at least three months, six months, that sort of 
thing. Because you're not going to see usually, a quick immediate turnaround 
time in a week or two. You've got to give it time to take effect.

Todd: So Eric, as someone who's in the trenches doing this every day, caring for your 
community through your pharmacy services, that consistency is asking you a lot. 
Because I mean, I can tell you how many ... 12, 15, 22 different hats that you're 
wearing as someone who's running a pharmacy. The suggestion that I've given 
to multiple pharmacy owners who have leveraged this and been successful with 
it ... You take what GRX puts into place and teaches and coaches. And you teach 
one or two of your technicians, who are probably doing social media on a 
personal basis, probably more frequently anyhow, and you really make them 



the liaison between you and your customers, as a customer service agent. 
Which they are already.

Todd: And it's no different than them walking up to the counter, and standing at the 
counter with a smile on their face, a blank stare, and never saying hello when 
somebody comes up to them. Somebody comes up to them-

Eric Pusey: You're exactly right. You're exactly right Todd. And I had the exact scenario that 
you described, where I do have my one technician who is very active in the 
social community, and she keeps everything up to date for me. Because again, I 
just don't have that technical expertise. And again, you're exactly right on with 
that.

Todd: It's amazing. Either somebody likes your page, or somebody makes a comment, 
and you're able to have that person that's used to using it kind of comment and 
engage them. It becomes very personal. Your business in your community 
means something to your customers, because they look to it as, like you said 
Eric, it's a landmark. It's part of the community. And when a community entity 
actually takes the time to respond from an electronic perspective, it's raising the 
interest level for that individual.

Todd: Plus, everybody likes to see their name being touted on a Facebook or a tweet 
or something in a positive light. So even if just a shout out to a customer on 
Follow Fridays for example, on Twitter or even Follow Fridays on Facebook. And 
I know that there's a fine line between HIPPA and what you're allowed and not 
allowed to talk about, but I think just treating them as a general customer of 
your organization rather than being specific about a disease state or a condition 
is obviously pretty easy to do. So that sincerity is there.

Todd: Nicolle, what kind of advice or tips do you have for a pharmacy owner with 
regards to starting a new campaign? That is, something that they're thinking 
about getting into and launching. And I always say don't launch it unless you're 
prepared to go full blast with it. And that is presetting it, launching it, seeing 
how it's trending. Whether that be, like I said, BHRT, or diabetic education, or 
something like that, and then of course, follow up. Follow up is so important too 
to a campaign. So what's your advice to pharmacy owners?

Nicolle McClure: One of the first things that we recommend is to do some local market research. 
So if they're looking to add a new service, ask your customers. And we can even 
provide them with a survey, is this something that you would like us to start 
doing. Talk to the local physicians, other healthcare professionals in the area to 
get their feedback. And then based on that, if they continue with the launch, it's 
something that you definitely ... the owner needs to be committed to.

Nicolle McClure: So committing to an advertising campaign. Really committing to wanting to get 
the word out to not only current customers, but prospect customers, 
prescribers as well. And then yeah, definitely as you mentioned, the follow up. 



You have to be able to see, is it even working. Are we getting new people in the 
door, are people excited about this service, are they subscribing to it, that sort 
of thing. And you really have to be committed to it from the beginning to the 
end.

Nicolle McClure: I mean sometimes we see, people will start campaigns, and then they'll do it for 
a month or so. And then it just kind of falls off, because people get busy with 
other things. But what really helps sometimes too is what you alluded to earlier 
with having somebody else on the pharmacy staff that can take ownership of it, 
because the owner himself, herself is busy with a million other different things. 
But if you've got a technician, a staff pharmacist that can take ownership of a 
new service, the marketing for it, it can really help that grow.

Todd: So Eric, what would you tell a pharmacy owner out there that might be listening 
to the show about GRX Marketing services?

Eric Pusey: What I would like to say, is that you always ask the people who are the most 
knowledgeable. And what I found is that GRX Marketing is not only experienced 
with small businesses, small franchise pharmacies, but independent community 
pharmacies as a whole. And you really need to have somebody who has that 
expertise, because without it, you're utilizing services that, perhaps are not right 
for your market. And you need to have somebody who has an open mind, that's 
willing to even consider your new ideas. To consider that the various things that 
are out there in the market that may be unique, may be unique to your market. 
Go for it. Discuss it. You have nothing to lose.

Todd: Excellent. And Nicolle, as a wrap up, would you share with our listeners what 
kind of entry and or special offer that GRX is offering to The Pharmacy Podcast?

Nicolle McClure: We're going to do $100 off the first month's service, by anybody that contacts 
us through the podcast.

Todd: Very good. Well I want to thank you both. Eric thank you so much for taking 
your time, we know how busy you are. And Nicolle, we thank you for coming 
back to the show.

Nicolle McClure: Thank you.

Eric Pusey: Thank you.

Todd: Thank you.


