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Message 

From: 

Sent: 
Ashworth, Richard M. [richard.ashworth@walgreens.com] 
2/27/2012 7:40:26 AM 

To: Hose, William J. [w.hose@walgreens.com]; Miller, William J. [bill.miller@walgreens.com]; Atlas, Howard A. 
[howard.atlas@walgreens.com]; Hasty, Robert E. [rob.hasty@walgreens.com]; Zins, Barry W. 
[barry.zins@walgreens.com]; Sesto, Matthew D. [matt.sesto@walgreens.com]; Bandurraga, Sue I. 
[sue.bandurraga@walgreens.com]; Malee, Melanie [melanie.malee@walgreens.com]; Zimmerly, Laura L. 
[laura .zimmerly@walgreens.com]; Stewart, Keiona [keiona.stewart@walgreens.com]; Bujdei, Gabriela F. 
[gabriela.bujdei@walgreens.com]; Jacobs, Robert C. [robbie.jacobs@walgreens.com]; Bhana, Sanjay K. 
[sanjay.bhana@walgreens.com] 

CC: 
Subject: 
Attachments: 

Team, 

Bujdei, Gabriela F. [gabriela.bujdei@walgreens.com] 
INFO: Western Division Update 2.25.12 
Western Division Weekly Update- 2.27.12.doc 

Please see attached. Our Division meeting is at 4pm on Tuesday, Dinner to follow. 

Regards, 

Richard 

Richard Ashworth 

Corporate Operations Vice President 

Walgreen Co. 

200 Wilmot Road 

Deerfield, Illinois 60015 

847.315.2442 

HIGHLY CONFIDENTIAL 
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To: 
FROM: 

DATE: 
SUBJECT: 

WESTERt"\1 DIVISION 

RICHARD ASHWORTH 

02.27.12 
WEEKLY COMMUNICATION 

Please review the notes below. 

ACTION ITEMS: 

1. KPI / Scorecard (within Pharmacy Update) 
a. We have to strive for the activities that drive incremental scripts. There are metrics we can improve, today, 

that will demonstrate the "doing whatever it takes" to achieve 100% of FYI l Script volume. See just a 
snapshot of the metrics related to driving incremental scripts. We are not doing whatever it takes - we have 
to be able to demonstrate the ability to execute. 

New to Therapy Cads% Not Made 

'% Rx Sold •.v/fl.utoffl 

PSCCards 

P.art-D Conversion Rate 

Verified by Promised TJme 

% Waiters 

b. What about items at the market level - How are we doing on these opportunities? What numbers would we 
fill in as evidence of our efforts to drive incremental Rx's. 

a. At the highest levels, our efforts (driving execution to raise performance indicators and market level 
successes) will drive incremental prescriptions to meet targets. As you can see below, MTD, we are well 
below expectations. 

i;,;1ns 
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Division WE 
2. 25.12. pdf 
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$214,.4@ 

$105;S24 
~.72,7fl6 
Mt,$27 

%7,-1:2~ 
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................................................................................................................ 

Market WE 
2. 25.12. pdf 

IDENTIFIED AS CONFIDENTIAL BY WALGREENS 
PAGE l OF4 

WAGMDL0097 4032 
HIGHLY CONFIDENTIAL 
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To: 
FROM: 

DATE: 

WESTERt"\1 DIVISION 

RICHARD ASHWORTH 

02.27.12 
SUBJECT: WEEKLY COMMUNICATION 

DISClJSSION ITEMS: 
2. Status Update 

a. Pharmacy 

Pharmacy Western Starfish - Status BioScript Guiding TransferSafe 
Operation Update 2.,Report 2012 01 31.p<Principles_021512 [REDiscussion_2-13-20l; 

January '12 Monthly 12ST0087 _Star _Pros HW UPDATE 02 20 
Combo Report. pdf v2pects Buckslip_3 5x8 12. pdf 

b. FE/Merchandizing 

c. Administration 

~h• 
• ;\..c. :_~-:~~~: 

Status 
022412RV. pdf 

~ ,I' 

COA Status 2 20 
2012.pdf 

3. Service 

4. 

a. Top 2 complaints were Poor Employee Attitude and Phannacy Fill was denied. Focus on 5 minute meetings to 
help drive operational excellence and to hone in on opportunities that will help educate our employees on our 
engagement expectations. Rx not ready when promised and long wait for Rx to be filled should not be an issue. 
We must differentiate ourselves and we must be able to speak to accuracy and efficiency. 

Inventory 

~:: 
1_!'3/<'.~:i_j 

Complaint 
Report_January _201 

a. We cannot have our Sales ofDSD items outpacing our COGS, we will build days of supply and lose margin. We 
need to focus on selling our investment. As a division our DSD purchases have gone up 9.1 % and our COGS has 
only gone up 0.8%. 

-~,:i; 
2 COVP Totals.pdf 2 Atlas.pdf 2 Bandurraga.pdf 2 Hasty.pdf 

am!:~ 
~: 

2 Hose.pdf 2 Miller.pdf 2 Sesto.pdf 2 Zins.pdf 

5. January 90 Update 
a. One of our best retention tools we have, great for our patients, and lowers costs for payors. Keep discussing 

the importance and value of 90 day. Also, attached is the 90day whitepaper. 

HIGHLY CONFIDENTIAL 

~- ~L 

90-Day Monthly 
COVP Report Jan 12 1 

January 90 
Update.pdf 

12MS0001_90-day _F 
INAL.pdf 

IDENTIFIED AS CONFIDENTIAL BY WALGREENS 
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To: 
FROM: 

DATE: 
SUBJECT: 

WESTERt"\1 DIVISION 

RICHARD ASHWORTH 

02.27.12 
WEEKLY COMMUNICATION 

6. FE Customer Count and Efficiency 
a. Speaks to the efficiency of our FE labor and comparison over time. 

~ ✓ 
January 2012. pdf 

7. Hires and Rehires Report Week Ending Feb 12th to Feb 18th 
a. We hired three technicians and 1 Rph, please make sure you are preparing our leaders for the HR plans 

coming in the next few weeks. 

8. Immunizations 

Weekly Hire-Rehire 
Report 022012.XLS 

a. We 'Nill have offsite pricing in a week or so, we need to have a plan to come our swinging. You will hear 
about the new offsite process developed by the Retail Clinical Services team, you will like the changes. 

b. Additional Immunizations is a key focus for all of you - make sure the 20% are also engaged. 

9. January margin increased 75 bps 

-,: 
Immunization_ Totals Weekly _Flu_Report _ 
_ FY12_2.15.12. xis WkEnding_2.18. 2012 

a. Primary driver was an increase in our overall retail prices. 

10. Payroll Reports 

Mix Margin Report -
January 2012. pdf 

a. Best division for RX payroll control, very well done. This is where we should always be. As we get closer 
to the HR reductions, we will need to monitor closely the payroll levels. 

b. Best division for FE payroll adoption and stores >20 hours .... Keep up the great work. 

11. West Script Retention Report 

~ -,: 
Act vs Bgt 
201213. pdf 

Sumnary 
201213. pdf 

a. We must execute on the strategies to maximize our buy-out dollars, especially ifwe are going to take more 
risk. 

12. PSC February Enrollments 

rpt_ScriptRetention_ 
West.pdf 

a. Continue the focus, especially with the current PM in place. 

HIGHLY CONFIDENTIAL 

-,.:· 
PSC Feb Enrollments 

2 23 12.pdf 

IDENTIFIED AS CONFIDENTIAL BY WALGREENS 
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To: 
FROM: 

DATE: 
SUBJECT: 

FYI ITEMS: 

WESTERt"\1 DIVISION 

RICHARD ASHWORTH 

02.27.12 
WEEKLY COMMUNICATION 

13. January 2012 Retail Rx Market Share report w/ ESI Enhancements 
a. As we expected, our retail share has dropped to 18.2%. Keep pushing to regain prescriptions. 

14. Articles 
a. For your reading pleasure. 

Benefits Managers 
Can Slow Pharmaceut 

~ ✓ 
0816_001. pdf 

~ ✓ 
Jan12_Monthly 

Market Share. pdf 

HealthCloud_ESC_-_ 
2012_02_14_FINAL[ 

15. Enterprise Scheduling Appointment Trends - Week Ending 2/18 

Feb 2012 PBM 
Newsletter. pdf 

•w,:: 
Employer 

Newsletter _February 

a. We need to continue to push this application to help distribute the work and gain efficiency. 

~ ,I' 

Appointm:nt trends 
2-18-12. pdf 

16. Fresh Report - 2.12.2012 - 2.18.2012 
a. 9.8% growth and Margin at 30.5% - we are progressing very well. 

HIGHLY CONFIDENTIAL 

Fresh Report -
2.12.2012- 2.18.201 

IDENTIFIED AS CONFIDENTIAL BY WALGREENS 
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Operation: 1 

Ad Outs 
Daily - Average 

Eastern Ops 
Southeastern Ops 

Midwestern Ops 
Western Ops 

Suggestive Sell 
Sales/10k- Total 

Western Ops 
Eastern Ops 

Southeastern Ops 
Midwestern Ops 

%Trans by BA 
Average - % 

Southeastern Ops 
Western Ops 

Midwestern Ops 
Eastern Ops 

Sig Code% 
Average-% 

Western Ops 
Southeastern Ops 

Midwestern Ops 
Eastern Ops 

Automated Refills 
Avg-% 

Southeastern Ops 
Western Ops 
Eastern Ops 

Midwestern Ops 

Delight Scores 
Jan2012 YTD 

Southeastern Ops 
Eastern Ops 

Midwestern Ops 
Western Ops 

Legal PPL's 
Overdue­

Eastern Ops 
Western Ops 

Midwestern Ops 
Southeastern Ops 

WkEnd Feb 18, 
2012 

27 
33 
33 

WkEnd Feb 25, 
2012 

$406.50 
$392.72 
$356.85 

WkEnd Feb 25, 
2012 
82.0% 
75.0% 
74.0% 
71.0'1/o 

WkEnd Feb 25, 
2012 

6.0% 
6.0% 
7.0% 

WkEnd Feb 25, 
2012 
15% 
13% 
8% 
8% 

Overall 
Wal reens 

63.9% 
62.1% 
62.1% 

WkEnd 20,Feb 
2012 
8,854 
10,515 
10,704 
14,234 

Viewpoint 

Operation I 

WkEnd Feb 11, 
2012 

21 
23 
23 

WkEnd Feb 18, 
2012 

$480,48 
$454,64 
$4D9.22 

WkEnd Feb 18, 
2012 
81.0% 
76,0°/r, 
75.0% 
71.0% 

WkEnd Feb 18, 
2012 

6.0% 
6.0% 
7.0% 

WkEnd Feb 18, 
2012 
15% 
13% 
8% 
8% 

Pharmac 
71.3% 
71.9% 
71.D% 

Number 

I 1 

Single KPI 
ate All KPls 

Last Update: 2/26/2012 1:15:30 PM 

Enhance The Customer & Patient Experience 
PdEnd Dec 31, PdEnd Nov 19, 

2011 2011 

35 25 
36 23 
36 24 
36 24 

WkEnd Feb 18, WkEnd Feb 11, 
2012 2012 

$502.76 
$503.48 $5D6.68 
$435.99 $436,36 

PdEnd Dec 31, PdEnd Nov 19, 
2011 2011 

PdEnd Dec 31, PdEnd Nov 19, 
2011 2011 

6.0% 6.0% 
6.0% 6.0% 
6.0% 6.0% 

PdEnd Dec 31, PdEnd Nov 19, 
2011 2011 
15% 21% 
12% 14% 
7% 7% 
7% 7% 

Front End 
63.1% 
6D.5% 
61.Do/o 

Verified by Promise 
Time 

Avg-% 
Eastern Ops 

Midwestern Ops 
Western Ops 

Southeastern Ops 

% Red Zone 
Average-% 

Southeastern Ops 
Western Ops 
Eastern Ops 

Midwestern Ops 

Avg Wait Time 
Workflow - Average 

Eastern Ops 
Western Ops 

Midwestern Ops 
Southeastern Ops 

PSC Enrollments 
POS-Total 
Southeastern Ops 

Western Ops 
Eastern Ops 

Midwestern Ops 

% Waiters 
Avg-% 

Eastern Ops 
Midwestern Ops 

Western Ops 
Southeastern Ops 

Cosmetics PMs Earned 
Avg- Per 10k 

Southeastern Ops 
Western Ops 
Eastern Ops 

Midwestern Ops 

WkEnd Feb 25, 
2012 

80.0% 
78.0% 
75.0% 
73.0% 

WkEnd Feb 25, 
2012 
26.D% 
21.D% 
19.D% 
17.0% 

WkEnd Feb 25, 
2012 
11.5 
12.9 
12,9 
13,6 

WkEnd Feb 25, 
2012 

13,978 
11,118 
10,3[)0 
9,829 

WkEnd Feb 25, 
2012 
31% 
26% 
22% 
14% 

WkEnd Feb 25, 
2012 
$43 
$36 
$24 
$23 

Develop Team Member Talent & Enhance Team Member Engagement 

WkEnd 13,Feb 
2012 
2,153 
2,351 
2,582 
4,074 

WkEnd 06,Feb 
2012 
2,692 
2,797 
3,058 
4,791 

WkEnd 30,Jan 
2012 
2,249 
3,270 
3,615 
5,795 

Non-Legal PPL's 
Overdue­

Eastern Ops 
Midwestern Ops 

Western Ops 
Southeastern Ops 

WkEnd 20,Feb 
2012 
4,143 
5,304 
5,453 
7,479 

WkEnd Feb 18, 
2012 

79.0% 
78.0% 
75.0% 
72.0% 

WkEnd Feb 18, 
2012 
32.D% 
25.D% 
23.D% 
22.0% 

WkEnd Feb 18, 
2012 
12.1 
13.5 
13.2 
14.1 

WkEnd Feb 18, 
2012 

15,367 
12,847 
12,231 
10,728 

WkEnd Feb 18, 
2012 
30% 
26% 
22'1/i, 
14% 

WkEnd Feb 18, 
2012 
$55 
$45 
$33 
$3[) 

WkEnd 13,Feb 
2012 
4,412 
5,749 
5,730 
8,0D7 

PdEnd Dec 31, 
2011 

76.0% 
76.0% 
72.0% 
71.0% 

PdEnd Dec 31, 
2011 

PdEnd Dec 31, 
2011 
13,0 
13.7 
13,3 
13,8 

PdEnd Dec 31, 
2011 

46,362 
38,617 
33,188 
33,900 

PdEnd Dec 31, 
2011 
30% 
26% 
22% 
15% 

PdEnd Dec 31, 
2011 
$42 
$3[) 
$2[) 
$20 

WkEnd 06,Feb 
2012 
4,867 
6,392 
6,136 
8,763 

Broaden Access Through: Cross Business Unit Integration, Community Comittment, Increased Points of Care 

Flu Shots Sold 
Rx Sold - Total 

Western Ops 
Southeastern Ops 

Midwestern Ops 
Eastern Ops 

Zostavax Sold 
Rx Sold - Total 

Western Ops 
Eastern Ops 

Midwestern Ops 
Southeastern Ops 

MTM - All Programs 
Missed - Sales 

Western Ops 
Southeastern Ops 

Eastern Ops 
Midwestern Ops 

SS Smart Count 
% - Completed 

Western Ops 
Eastern Ops 

Midwestern Ops 
Southeastern Ops 

Lost Opportunity 
Dollars 

% - of Total 
Midwestern Ops 

Western Ops 
Southeastern Ops 

Eastern Ops 

Front End Sales 
Established - LY+/-% 

Midwestern Ops 
Western Ops 

Southeastern Ops 
Eastern Ops 

Overdue Resets & 
Price Changes 
Total - Count 

Midwestern Ops 
Eastern Ops 

Western Ops 
Southeastern Ops 

WkEnd Feb 25, 
2012 

2,996 
2,122 
2,041 

WkEnd Feb 25, 
2012 

1,517 
1,478 
1,235 

WkEnd Feb 25, 
2012 

WkEnd Feb 18, 
2012 

90.6% 
89.D% 
88.1% 

WkEnd Feb 18, 
2012 
26.411/o 
28.8% 
31.0% 
33.4% 

WkEnd Feb 25, 
2012 
2.7% 
1.1% 
0.2% 
-0.3% 

Overdue Resets 
&R . . ev1s10ns 

?DB 
795 
869 

1,149 

HIGHLY CONFIDENTIAL 

WkEnd Feb 18, PdEnd Dec 31, PdEnd Nov 19, 
2012 2011 2011 
2,974 136,732 233,856 
3,165 133,7BB lB6,384 
2,295 131,915 256,275 
2,446 142,412 247,627 

WkEnd Feb 18, PdEnd Dec 31, PdEnd Nov 19, 
2012 2011 2011 

9,123 7,704 
1,492 11,837 8,715 
l,565 9,357 7,407 
1,142 6,477 5,496 

WkEnd Feb 18, PdEnd Dec 31, PdEndNov19, 
2012 2011 2011 

$1,856 
$233,788 $6,194 

$185 $250,863 $1,695 
$243 $173,089 $2,970 

Pneumovax Sold 
Rx Sold - Total 

Western Ops 
Southeastern Ops 

Midwestern Ops 
Eastern Ops 

Total Compounds Sold 
Rx Sold - Total 

Southeastern Ops 
Midwestern Ops 

Western Ops 
Eastern Ops 

WkEnd Feb 25, 
2012 

34B 
274 
210 

WkEnd Feb 25, 
2012 
8,369 
7,676 
5,910 
4,621 

WkEnd Feb 18, 
2012 
384 
392 
218 
212 

WkEnd Feb 18, 
2012 
8,531 
7,770 
6,006 
4,835 

Create Shareholder Value Through Revenue Growth & The Productive Use of Resources 

WkEnd Feb 11, PdEnd Dec 31, 
2012 2011 

85.7% 
92.1% 88,6% 
9D.9% B4.9% 
90.4% B3.2% 

WkEnd Feb 11, PdEnd Dec 31, 
2012 2011 
26.D% 24.4% 
28.D% 26.3% 
29.5% 27.5% 
32.9% 29.3% 

WkEnd Feb 18, PdEnd Dec 31, 
2012 2011 
7.9% 
6.5% 
6.5% 1.2% 
7.6% 1.4% 

Overdue Price 
Ch anJ!eS 

4D2 
577 
561 
777 

PdEnd Nov 19, 
2011 
8D.7% 
87.0% 
82.7% 
79.8% 

PdEnd Nov 19, 
2011 
27.B% 
28.1% 
30.4% 
34.9% 

PdEnd Nov 19, 
2011 

1.5% 
D.8% 

RX Smart Count 
% - Completed 

Eastern Ops 
Western Ops 

Midwestern Ops 
Southeastern Ops 

Generic Utilization % 
Avg-% 
Midwestern Ops 

Southeastern Ops 
Eastern Ops 

Western Ops 

Private Brand 
Penetration 

% of - SS Sales 
Midwestern Ops 

Western Ops 
Eastern Ops 

Southeastern Ops 

WkEnd Feb 18, 
2012 
95.6% 
95,2% 
94.0% 
93.9% 

WkEnd Feb 18, 
2012 
B4.4% 
83.0% 
82.4% 

WkEnd Feb 25, 
2012 
20,6% 
19,9% 
19.4% 
19.3% 

WkEnd Feb 11, 
2012 
94.8% 
94,7% 
93.3% 
93.Bo/o 

WkEnd Feb 11, 
2012 
B4.0% 
82.7% 
82.2% 

WkEnd Feb 18, 
2012 

15.1% 
14.9% 

PdEnd Dec 31, 
2011 

4,364 
4,699 
4,D82 

PdEnd Dec 31, 
2011 
50,331 
48,977 
38,172 
3D,213 

PdEnd Dec 31, 
2011 
89.2% 
88,6% 
B?.3% 
BB.6% 

PdEnd Jan 21, 
2012 
B3.1% 
80.7% 
81.4% 
80.7% 

PdEnd Dec 31, 
2011 

19.2% 
19.3% 

PdEnd Nov 19, 
2011 

75.0% 
76.0% 
71.0% 
71.0% 

PdEnd Nov 19, 
2011 

PdEnd Nov 19, 
2011 
14.0 
13,9 
13.D 
13,9 

PdEndNov19, 
2011 

26,3[)9 
25,254 
19,865 
22,106 

PdEnd Nov 19, 
2011 
31% 
27% 
22% 
13% 

PdEnd Nov 19, 
2011 
$48 
$40 
$22 
$21 

WkEnd 30,Jan 
2012 
5,470 
7,047 
6,635 
9,423 

PdEnd Nov 19, 
2011 

2,631 
7,944 
7,807 

PdEnd Nov 19, 
2011 

24,991 
27,157 
19,086 
16,470 

PdEnd Nov 19, 
2011 
91.6% 

•·•·· ii••• dl\1 MM <.. ii 
90.5% 
91.Bo/o 

PdEnd Dec 24, 
2011 
B0.Bo/o 
78.7% 
79.4% 
79.2% 

PdEnd Nov 19, 
2011 
19.1% 
18.Bo/o 
18.3% 
18.Bo/o 

WAGMDL00974036 
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Operation: 1 

<-;.. ,-.: 

-~~ ( View Ops Level 

Enhance The Customer & Patient Experience 
Verified by Promise 

Ad Outs WkEndFeb 18, WkEnd Feb 11, PdEnd Dec 31, PdEnd Nov 19, Time WkEnd Feb 25, WkEnd Feb 18, PdEnd Dec 31, PdEnd Nov 19, 
Daily-Average 2012 2012 2011 2011 Avg-% 2012 2012 2011 2011 

Atlas 
Hasty 

Bandurraga 
Miller 

Zins 36 Hose 
Miller 36 Zins 
Atlas 36 Sesto 

Suggestive Sell WkEndFeb 25, WkEnd Feb 18, WkEndFeb 18, WkEnd Feb 11, %Red Zone PdEnd Dec 31, PdEnd Nov 19, 
Sales/10k -Total 2012 2012 2012 2012 Average-% 2011 2011 

Zins Bandurraga 
Hasty Zins 
Sesto Hasty 

Bandurraga Atlas 
llose Miller 

Miller Sesto 
Atlas llose 

% Trans by BA WkEndFeb 25, WkEnd Feb 18, PdEnd Dec 31, PdEnd Nov 19, Avg Wait Time WkEnd Feb 25, WkEnd Feb 18, PdEnd Dec 31, PdEnd Nov 19, 
Average-% 2012 2012 2011 2011 Workflow - Average 2012 2012 

Hasty 
Atlas 

Randurraga Randurraga 
Hose 
Sesto 

Miller 13.8 
Zins 

Sig Code 0;,, PSC Enrollments 
Average-% POS-Total 

Hasty Sesto 
Bandurraga Hose 

Zins Zins 
Hose Hasty 

Miller Handurraga 
Sesto Atlas 
Atlas Miller 

Automated Refills WkEndFeb 25, WkEnd Feb 18, PdEnd Dec 31, PdEnd Nov 19, 11/o Waiters WkEnd Feb 25, WkEnd Feb 18, PdEnd Dec 31, PdEnd Nov 19, 
Avg - % 2012 2012 2011 2011 Avg - % 2012 2012 2011 2011 

Sesto 
Sesto Miller 
Hose Atlas 

Ilasty 10% nandurraga 
Bandurraga 7% 7% 7% Hasty 

Miller 7% 7% 7% Huse 
Atlas Zins 

Delight Scores Overall Cosmetics PMs Earned WkEnd Feb 25, WkEnd Feb 18, PdEnd Dec 31, PdEnd Nov 19, 
Jan 2012 YTD Avg-Per 10k 2012 2012 2011 2011 

Zins Bandurraga 
Zins 

Atlas 
Miller 
Hasty 

Randurraga Sesto 
Ho.se Hose 

Develop Team Member Talent & Enhance Team Member Engagement 

LegalPPL's WkEnd 20,Feb WkEnd 13,Feb WkEnd 06,Feb WkEnd 30,Jan Non-Legal PPL's WkEnd 20,Feb WkEnd 13,Feb WkEnd 06,Feb WkEnd 30,Jan 
overdue- 2012 2012 2012 2012 Overdue- 2012 2012 2012 2012 

Handurraga Zins 
Zins Miller 

Miller nandurraga 
Atlas 

Hasty 
Sesto 
Hose 

Broaden Access Through: Cross Business Unit Integration, Community Comittment, Increased Points of Care 

Flu Shots Sold WkEndFeb 25, WkEnd Feb 18, PdEnd Dec :n, 
Rx Sold -Total 2012 2012 2011 

llose 
Atlas 

Miller 
Sesto 
Ilasty 

Randurraga 
Zins 

Zostavax Sold WkEnd Feb 25, WkEnd Feb 18, 
Rx Sold -Total 2012 2012 

Rimdurraga 
Hose 

Miller 

Scsto 

MTM - All Programs WkEndFeb 25, WkEnd Feb 18, PdEnd Dec 31, 
Missed - Sales 2012 2012 2011 

Bandurraga 
Zins 

Hose 
Miller 
Sesto 
Ilasty 
Atlas 

PdEnd Nov 19, 
2011 

PdEnd Nov 19, 
2011 

Pneumovax Sold 
Rx Sold - Total 

Zins 
Hose 
Sesto 

WkEnd Feb 25, 
2012 

WkEndFeb 18, 
2012 

PdEnd Dec 31, 
2011 

r---------+-------+------
ll as ty f-------
Miller 

Randurraga 
Atlas 

Tota 1 Compounds Sold WkEnd Feb 25, WkEnd Feb 18, 
Rx Sold -Total 2012 2012 

Miller 
Atlas 

PdEnd Dec 31, 
2011 

PdEnd Nov 19, 
2011 

PdEnd Nov 19, 
2011 

Zin.sf--~~~----t--~=---+--==--+--=~-----1 
llastyf---------t-------+--~----+---~------1 

nandurraga 
Sesto 
Hose 

Create Shareholder Value Through Revenue Growth & The Productive Use of Resources 

SS Smart Count 
% - Completed 

Bandurraga 
Miller 

Lost Opportunity 

WkEnd Feb 18, 
2012 

WkEnd Feb ll, 
2012 

Dollars WkEnd Feb 18, WkEnd Feb 11, 
% - of Total 2012 2012 

Hasty 
Atlas 

PdEnd Dec 311 

2011 

PdEnd Dec 31, 
2011 

Randurraga r---------+-------+------­
Millcr 

Front End Sales 
Established - LY+/-% 

r----~--

Bandurragar--~=~--
1\tlasf--~=~-­
Hose 

WkEnd Feb 18, 

Overdue Resets & Price 
Changes Overdue Resets Overdue Price 

Total - Connt 
Randurraga 

Pd End Nov 19, 
2011 

PdEnd Nov 19, 
2011 

PdEnd Nov 19, 

RX Smart Count 
% - Completed 

Sesto 
Zins 

WkEnd Feb 18, 
2012 

WkEnd Feb 11, 
2012 

,======~======= 
Hasty 
Millerr-----;c';'-:;-';:----

Hose 
Handurraga 

Atlas 

Generic Utilization% WkEnd Feb 18, WkEnd Feb 11, 
~g-% 2fil2 WU 

Bandurraga 
Miller 
Atlas 

PdEnd Dec 31, 
2011 

PdEnd Jan 21, 
2012 

PdEnd Nov 19, 
2011 

PdEnd Dec 24·, 
2011 

r---------t-------+-------+----------1 
Scsto 
Zins 

Hasty 
Hose 

Private Brand 
Penetration 

% of - SS Sales 
Miller 

Bandurraga 
Zins 

f----~----t---~~--+---~~--+----~-----1 

WkEndFeb 18, PdEnd Dec 31, PdEnd Nov 19, 

A tbs f--~=~----t--~=~-­
llasty 
Sesto 
Hose 

HIGHLY CONFIDENTIAL 
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To: WESTERN DIVISION 

FROM: SANJA Y BIIANA DATE: FEBRUARY 26, 2012 

SUBJECT: PHARMACY UPDATE 

Generic Lexa pro (Escitalopram) Launch March 1st 

► Estimated Launch date March 1st 

► Initial communication went to the field on February 21 st 

► Communication will go to the field this week once final details around the launch are confiimed 
► Ramp down ofLexapro in stores has occurred 
► Need 100% execution in stores here, all hands on deck 
► System enhancements are in place to help with conversion 
► Rph's must take the time to counsel patients on the benefits of the Generic 
► Identify opportuntities via the work que, pick up bins,etc. (no stone uncovered) 

Store Opportunity Scorecard 

. 

. 

. 

. 

HIGHLY CONFIDENTIAL 

Medicare Part D 

► 

► 

► 
Immunizations 

► 

► 
► 

► 
Adherence 

► 
► 

► 
MTM 

► 
► 

► 
► 

Health Testing 

► 
► 
► 

9% of patients blocked successfully resulted in a Med D Review session 
held (based on bar code scan) 
We should be holding Med D Review Sessions with all patients, easy win 
here 
Western Division was at 4%, behind chain average 

We are trending positively here with some markets really driving select 
immunizations 
Flu is still an opportunity: empty the fridge 
Pneumonia has lots of potential as well, stay focused on these select 
patients 
Zostavax: stay strong here, in stock issues let us know asap 

New To Therapy Calls, stores are not actively engaged here 
Call list is front and center, many stores still unaware what the purpose is 
here 
Please lets get the word out here, full court press 

Lagging behind the chain 
I realize that we have plans in place, meetings have been held however we 
need to go here ... today please 
MTM is more extensive however it holds strong value 
Our corporate team will help with local calls with RxS' s if needed 

2 markets provided over 1500 BP tests 
1 market provided over 1000 BP tests 
What about the other health tests? 

Ending Fri 02/17 Week Ending Fri 02/3 2012 YTD (Calendar) 

WALGREENS PHARMACY OPERATIONS 

IDENTIFIED AS CONFIDENTIAL BY W ALGREENS 
PAGE 1 
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Wkly) 

Gross Profit 400,986,266 359,686,858 349,853,715 2,442,722,321 

Scripts Sold 12,476,628 12,781,074 12,728,892 85,370,451 

90-Day 
Adjusted 14,680,642 15,075,600 15,040,792 100,921,395 
Scripts Sold 

W/E Fri 02/17 W/E Fri 02/10 W/E Fri 02/3 
2012YTD 

.. , 

Immunizations 

MTMs 

Health Tests 

Misc Services 

New Rx Volume 

Adherence 

Medicare 

HIGHLY CONFIDENTIAL 

Volume t.Y V<>IUITie 
%+/..Y 

Volume 

Flu 11,380 -38 % 14,847 ~27 %J 17,959 

Zostavax 6,046 40 o/o 7,052 74 o/o 6,044 

Pneumovax 1,194 111 % 1,381 157 % 1,243 

Tdap 1,899 245 o/o 1,728 212 o/o 1,740 

Meningitis 310 
1,048 

448 
2,535 

618 
~~ ~~ 

other 1,326 32 % 1,169 45 % 1,155 

Comp. Medical Review 1.589 1,134 909 

Targeted Medical Review 4,368 3,946 2,190 

Blood Pressure 37.686 286 % 26,481 371 % 9,256 

Blood Glucose 112 918 % 125 
12,400 

128 
o/o 

A1C Test 66 
6,500 

93 
9,200 

70 %i %J 

5,300 
Total Cholesterol 46 54 

o/o 
56 

Full Cholesterol 127 133 156 

Body Composition 11 5 1 

Wellness Bundle 404 474 515 

PSC Cards 45,924 108 % 51,478 144 o/o 133,725 

Flavor Rx 44,122 82 % 41,411 83 '% 37,394 

Compounds 27,161 -43% 26,580 -31 o/o 26,452 

New Profile Registrations 519.823 -12% 524,060 -7 ~~ 522,764 

Rx Transferred In 83,471 -9 o/o 89,320 A o/o 90,757 

% Rx Sold w/ Autofill 4 ~~ -i ~~ 4 o/0 1 "' - /0 4 ~~ 

o/o Rx Sold Enrolled in Text 
6 o/o 45 % 6% 47 o/o 6% 

Messaging 

New to Therapy Calls - % 
14% 8 '% 8% 

Spoke to Patient 

New to Therapy Cal ls - o/o 
10 o/o 6 o/o 5 o/o 

Unable to Reach 

New to Therapy Calls - % 
76 % 86 % 87 % 

No Attempt Made 

Part-B Diabetic Supplies Rx 
32,723 14% 34,458 29 o/o 32,702 

Sold 

Part-O Eligible Patient CAP 
472 796 889 

Blocks 

Part-D Review Sessions 
44 55 38 

Held 

Part-D Block to Review 
9 '% 7% 4 %i 

Conversion Rate 

WALGREENS PHARMACY OPERATIONS 

IDENTIFIED AS CONFIDENTIAL BY W ALGREENS 

LY VolU111e LY 

-33 % 153,513 -20 % 

27 o/o 40,750 67 o/o 

59 o/o 10,139 92 o/o 

187 o/o 11,254 204 o/o 

2,189 
13,130 

6,336 
~{1 o/o 

29 % 8,139 51 % 

6.281 

15,787 

427 % 87.429 126 o/o 

2,033 
753 766 o/o 

% 

1.650 
411 793 % %1 

5,500 8,325 
o/o 

337 
o/o 

906 

25 

3,755 

559 o/o 940,485 668 o/o 

62 % 233,418 89 o/o 

-18 o/o 177,220 -13 o/o 

-9 % 3,527,373 3 o/o 

3% 658,876 18 o/o 

26 % 4 ~~ 7% 

46 o/o 6 o/o 48 o/o 

9 %J 

6 o/o 

86 % 

20 o/o 214,723 32 % 

7,649 

314 

4'% 

PAGE2 
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Week Ending Fri 02/17 2012 YTD (Calendar) 

Eastern 

Midwest 

Southern 

Western 

Week Ending Fri 02/17 2012 YTD (Calendar) 

Operation 
Prescription Prescription 

Immunizations MTMs l-l~c1lttl Savings Total Immunizations MTMs I-IE!c1ltti Savings Total 
-- Tests Club -- Tests Club 

Eastern 4,339 1.668 12,247 10.752 29.006 53,953 6,810 28,819 215,046 304,628 

Midwest 4,545 1,620 8,597 8,988 23,750 48,486 5,986 21,387 215,548 29 1,407 

Non-Retail 0 259 0 538 797 0 1,106 0 24,509 25,615 

Southern 5,315 1,522 10,457 14,376 31 ,670 67,828 5,185 26,779 286,577 386,369 

Western 6.630 888 7.151 11,270 25,939 58,519 2,981 16,631 198,805 276,936 

Week Ending Fri 02/17 2012 YTD (Calendar) 

Operation Influenza Zostavax Pneumovax Tda_p Meninaitis Other Total Influenza Zostavax Pneumovax Tda_p Meninaitis Other Total 

Eastern 2,437 1,473 202 211 16 374 4,713 39.297 10,986 2,047 1,458 165 2,344 

Midwest 2,238 1,536 205 556 10 285 4,830 33,347 9,714 2, 134 3,237 54 1,524 

Non-Retail 0 0 0 0 0 0 0 0 0 0 0 0 0 

Southern 3,257 1,174 387 253 244 261 5,576 42,475 8,697 2,770 1,538 12,348 1,560 

Western 3,448 1,863 400 879 40 406 7,036 38.394 11,353 3,188 5,021 563 2,711 

Week Ending Fri 02/17 2012 YTD (Calendar) 

Oi:1eration Comi:irehensive Medical Targeted Medical 
~ 

Comi:irehensive Medical Targeted Medical 
To!fil Review {CMR} Review {TMR) Review (CMR) Review {TMR} 

Eastern 427 1,241 1,668 1,785 5,025 6,810 

Midwest 581 1,039 1,620 2,388 3,598 5,986 

Non-Retail 0 259 259 0 1,106 1,106 

Southern 365 1,157 1,522 1,390 3,795 5,185 

VVestern 216 672 888 718 2,263 2,981 

Week Ending Fri 02/17 2012 YTD (Calendar) 

O f Blood Blood A1C Total Full Body B di T t I Blood Blood A1C Total Full Body Bundle Total 
_l)E!rcllQfl Pressure Glucose ·········· Chol Chol Comp lJflE! 0 a Pressure Glucose··········· Chol Chol Comp··················· 

Eastern 

Midwest 

Non-Retail 

Southern 

Western 

Operation 

Eastern 

12,104 17 14 10 18 8 76 12,247 27,637 122 72 70 122 11 785 

8,32 1 35 21 20 42 2 156 8,597 19,169 235 146 97 324 6 1,410 

0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

10,220 46 19 9 51 1 111 10,457 24,806 307 133 104 325 6 1,098 

7,041 14 12 7 16 0 61 7,151 15,817 89 60 66 135 2 462 

Week Ending Fri 02/17 2012 YTD (Calendar) 

PSC Cards 
Sold 

Flavor Rx 
Sold 

Comi:1ound Rx Total 
Sold 

PSC Cards 
Sold 

Flavor Rx 
Sold 

10,7521 8,5161 215,0461 

WALGREENS PHARMACY OPERATIONS 

IDENTIFIED AS CONFIDENTIAL BY WAL GREENS 

Compound Rx Total 
Sold 

PAGE3 

28,819 

21,387 

0 

26,779 

16,631 

56,29 

50,01 

69,38 

61,23 
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Midwest 

Non-Retail 

Southern 

Western 

Oi:1eration 

Eastern 

Midwest 

Non-Retail 

Southern 

Western 

Operation 

Eastern 

Midwest 

Non-Retail 

Southern 

Western 

MEDICARE 

! ..... Operation 

Operation 

Eastern 

Midwest 

Non-Retail 

Southern 

Western 

HIGHLY CONFIDENTIAL 

8,988 16,270 7,696 32,954 215,548 84,173 51,410 351,131 

538 0 51 589 24,509 0 335 24,844 

14,376 11,361 8,550 34,287 286,577 63,615 53,690 403,882 

11,270 7,975 5,987 25,232 198,805 40,191 39,736 278,732 

Week Ending Fri 02/17 2012 YTD 

New Profile Registrations Rx Transferred In New Profile Registrations Rx Transferred In 

126,480 20,884 870,051 165,796 

102,800 20,608 699,101 170,985 

384 196 3,514 1,167 

153,011 21,023 1,031,069 153,259 

137,148 20.760 923,638 167,669 

Week Ending Fri 02/17 2012 YTD (Calendar) 

New to New to 
New to 

Newto New to 
New to 

%Rx 
% Rx Sold Therapy Therapy Therapy 

%Rx 
%Rx Sold Therapy Therapy Therapy 

Enrolled in Calls-% Enrolled in Calls-% Sold w/ Text Calls-% Calls-% No Sold w/ Text Calls-% Calls-% No Atrtoffil Spoke to Unable Atrtoffil Spoke to Unable 
Messaging Patient to Reach Attempt Messaging Patient to Reach Attempt 

Made Made -- --
2.7 % 5.2 % 22.0 % 13.9 % 64.1 % 2.8% 5.0 % 14.4 % 8.9 % 76.8 % 

2.8 % 5.5 % 14.6 % 10.4% 75.1 % 2.9% 5.3 % 8.5 % 5.9 % 85.5 % 

15.9 % 3.4 % 16.0% 3.4 % 

4.9 % 6.7 % 10.4% 7.1 % 82.5 % 5.2% 6.5 % 6.7 % 4.6 % 88.7 % 

4.3 % 6.8 % 11 .7% 8.9 ~~ 79.4 % 4.7% 6.6 % 5.4% 3.9 % 90.6 % 

Week Ending Fri 02/17 2012 YTD (Calendar) 

Part-B 
Part-D 

Part-0 Part-D Block Part-B 
Part-D 

Part-D Part-D Block Eligible Eligible 
Diabetic 

Patient 
Review to Review Diabetic 

Patient 
Review to Review 

Supplies 
CAP 

Sessions Conversion SUP1:1lies CAP 
Sessions Conversion 

Rx Sold Blocks Held Rate Rx Sold Blocks Held Rate 
-- ---

5,564 91 11 12.1 % 37,214 1.491 61 4.1 % 

7,385 94 14 14.9 % 49,585 1,840 79 4.3 % 

10,322 0 0 64,136 0 0 

4 ,776 117 12 10.3 % 31,556 2,080 117 5.6 % 

4,676 170 7 4.1 % 32,232 2,238 57 2.5 % 

WALGREENS PHARMACY OPERATIONS 

IDENTIFIED AS CONFIDENTIAL BY WAL GREENS 
PAGE4 
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NaviC,ate 

objective of Project Starfish is to decrease pharmacy inventory costs by developing a hub & spoke model for Walgreens that limits 
exper1siIIe and slow moving items to a smaller number of 24 hour stores. These "hub" stores will be the inventory source that serves 

"spoke" stores in a designated geographic area. 

overall trend this period is positive. The technology costs have been estimated and the fund ing request is being developed. The pilot market for 
has moved from Tennessee to Colorado. 

project is in green health status as the high level project plan and cost estimates continue to be developed. 
project is expected to remain in green status as the RAC funding request will be presented in February. 

Status Trend = T\,d'.: ,., 

Overall 1B] Schedule 

Scope 

Resources [gJ 

Schedule 

Original Plan 

Revised Date 

Actual Date 

12/15/11 12/31/11 

2/15/12 

1. The project funding may be impacted by the re-categorization of spending for FY12. 

tbd tbd 

1. The high level technology estimates and approach for delivering the Starfish enhancements were reviewed by the IT delivery teams to ensure the work needed to 
meet the Starfish requirements is covered. The estimated technology cost including infrastructure and hardware is now $4.6m. 
2. Regulatory review of Tennessee has shown it is not the candidate pilot state most open to the hub and spoke model for filled prescriptions. Two other states on the 
candidate list, CO and MN, are better suited for the pilot. 
3. Enterprise Geographic Information Services (EGIS) conducted an analysis of the Denver market using the mean center approach to calculate average distance 
between stores in order to determine the 24 hour hub locations. Three hub locations were selected for Denver, serving 68 spoke stores. 
4. Logistics & Transportation has researched options in the Denver market for transporting the filled scripts from the hub stores to the spoke stores. Estimates of $6 
per stop and $12 per stop have been presented. 
5. Rolling out Starfish to the chain is being reviewed for regulatory limitations on a state by state basis . 
6. The impact of the Starfish approach in the Central Fill markets has been discussed with Rex Swords. The projected volume of scripts should be handled within the 
available capacity of Central Fill. The advantage in Central Fill markets is the lack of additional transportation costs from the hub to the spoke stores. 

1. Analysis of the prescription activity for the Denver market will be conducted to identify the targeted CHiP drug list for the pilot. From that list will come the projected 
volume of Starfish scripts to be handled by the hub stores and the projected inventory savings for the Denver market. 
2. Identify the chain wide coverage that will be targeted for Starfish based on the in itial review of the states that allow the Starfish process and the proposed hub & 
spoke store groupings. 
3. Develop the FP&A business case for presentation to the RAC based on the cost estimates received for technology enhancements, the preliminary analysis for the 
selected drug list, the selected store groupings, and the per transaction cost for delivery services. Due to the cost difference when transportation to the spoke store is 
not required in Central Fill markets, two alternatives are being developed ; one for chainwide roll out and one for roll out to the Central Fill markets. 
4. Define the initial project plan with the work streams integrated for a pilot go live date. Key component of the pilot plan is to determine Starfish slotting in the 
pharmacy application release schedule. 

Kort Gustafson (708)829-8917 
Denny Murray (847)315-2005 

WAGMDL0097 4042 
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Status Schedule 

Overall D Schedule □ Original Pfan 

Scope D Cost □ Revised Dates 

□ 
STATUS 

SCHEDULE DATES 

WAGMDL0097 4043 
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Drag this triangle to point to where 
the project is at within the lifecycle 

Status Trend = 

Overall 

Scope 

Resources 

(enter your Critical Issues/Risks here) 

(enter your Accomplishments/Highlights here) 

I Planning I 

(enter each Owner of the Issue or 
Risk here) 

Please provide a brief list your accomplishments and highlights since your last status report in this 
location. You can drag the row height to fit your text. 

(enter your Near-term Milestones/Deliverables here) 

Please provide a a brief list your upcoming Milestones/Deliverables and dates xx/xx/xx in this location. 
You can drag the row height to fit your text. 

Httj@Si M@!Iliim!!nt yppfg!;f(!H! 
ln!!m!!I I RPPP!l I) 

HIGHLY CONFIDENTIAL 

enter Pro·ect Mana er name here 
(enter Project Manager Phone# here) 

Please provide the Walgreens Project Manager 
Name and phone number in this location 

enter 2nd Pro·ect Mana er name here 
( enter 2nd Project Manager Phone # here) 

Please provide the Walgreens Project Manager 
Name and phone number in this location 

( enter the Date that each 
Issue or Risk will be 
addressed here) 

PMO 
!rrPJ@@ti; 
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Category 

Overall 

Scope 

Resources 

Schedule 

Cost 
Quality 

HIGHLY CONFIDENTIAL 

Status 

Overall - Schedule 

Scope !Y I Cost D 
Resources 111 Quality D 

Significant issues or impacts under investigation 
that may cause unplanned change to project. 
Delivery date is at risk. 

Open Change Requests (CR) that will not be 
resolved within the schedule but can be closed 
before the impacted project phase. 

Project is progressing without any Critical issues. 
No Yellow or Red issues on the project. 

No outstanding Change Requests (CR) or all CRs 
can be resolved within the current schedule. 

A lack of qualified resources with the capaci_ty as There are sufficient resources with requisite 
called for by th e_ sched_ule . _However, there is capabilities to meet the deliverables within the 
adequate lead time to 1dent1fy, on-board and ramp t h d 

1 . . . . . . curren sc e u e. 
up missing capacity and capab1l1t1es. 

Some tasks are late but there is no impact to the All tasks are on schedule. The overall project is 
critical path of the project. less than 7 days late. 

N/A- for future consideration N/A - for future consideration 

N/A- for future consideration N/A - for future consideration 

WAGMDL0097 4046 
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BioScrip Guiding Principles 

The BioScrip Acquisition represents an important investment in community pharmacy for Walgreens. 

The following objectives will drive the integration plan and execution: 

HIGHLY CONFIDENTIAL 

Transition 

•BioScrip will continue to be our competition with the 
intent to integrate on May 4. Sharing of our internal 
strategies and business information should not occur 
until after the close on May 4. 

Learn & Understand 

•BioScrip has been successful in the development of 
relationships between their patients and physicians. Over 
the next several months, we want to learn and 
understand their operations in order to ensure the 
patient and physician relationships remain unchanged. 

Educate 

•The exchange of information across the business units 
wil l provide an opportunity for growth and excellence to 
the organization. 

Protect 

• BioScrip offers a complementary set of services catering 
to a specialized customer in our shared market. Through 
the course of the transition and integration, our intent is 
to protect their business model and continue to execute 
against their strategy. 

Grow 

•We will work to grow the presence and services that our 
collective pharmacy network offers to our expanded list 
of patients and customers. 

Integrate 

•To limit disruption to the BioScrip operations, a new 
business un it for the BioScrip retail locations will be 
established for the planned transition period . Over time, 
the community pharmacies will transition within Store 
Operations and Community Management. 

WAGMDL0097 404 7 
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To: 
FROM: 

PHARMACY SERVICES LEADERSHIP 

R. SWORDS, M. UMBLEBY 

TRANSFERSAFE DISCUSSION 

DATE: FEBRUARY 13, 2012 
StJBJECT: 

TransferSafe: 

• Eliminates most expensive task from pharmacist workload 

• Quality improved through direct, electronic transmission of prescription information vs. verbal transcription 

• Regulatory and industry momentum has been created with expansion to additional states and competitor 
acceptance 

• Discussions currently taking place with vendors to create reciprocity of TransferSafe functionality with 
Walgreens and competitors 

Current Regulatory Landscape: 

Allowed by Statute or Allowed by BOP approval- Allowed by BOP approval- Approval Declined by BOP 

Regulation permanent temporary when approached 

CA GA AZ- 60 days via waiver AR 

DE KY I L-90 days via waiver co 
FL MO IN-90 days via waiver ID 

HI LA-90 days via waiver NY 

KS NC - 90 days via waiver SC 

MA NH-180daysvia waiver WI 

MD 0 --
Ml '" 

MT 

NV 

NJ 

N 

OR 

TN 

VA 

WY 

RxlT Requirements: 

• Effort required to add and remove states is minimal and requires update of table 

Considerations: 

• Lack of Visibility 

o Stores do not have ability to pre-emptively reach out to patient before completion of transfer 

o Future SOP change regarding how stores contact patients may amplify this issue 

• Additional Workload 

o Returning transfers to stores will increase time spent on non-revenue related tasks plus additional 

time spent on patient outreach 

o Need consensus on patient outreach success on loss of scripts un-related to ESI 

HIGHLY CONFIDENTIAL 

W algreens - Pharmacy Services 

TransferSafe - February 13, 2012 

Identified As Confidential by W algreens 
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• Florida 

o Florida has been using TransferSafe for close to three years. Decision will need to be made on 

whether they continue if the rest of the chain does not move forward 

o This decision will also have PCC implications 

• ESI-Medco Merger 

o Temporarily removing states now and then adding if ESI-Medco merger takes place may portray 

Walgreens in a bad light to regulatory partners 

HIGHLY CONFIDENTIAL 

W algreens - Pharmacy Services 

TransferSafe - February 13, 2012 

Identified As Confidential by W algreens 
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Pharmacy Health Wellness Program Management Office (Rx PMO) 
Combined Status Report 
Period Endin 1/31/2012 

1. Rx Pricing Solution - Business Release 1 C. Hooker M. Diab 

2. Prescriber Data Base J. Ausbrook M. Lostumbo 

3. eRx- NCPDP SCRIPT Standard V10.6 N. Jhaveri N. Scott 

4. eRx- Automation Location Maintenance N. Jhaveri N. Scott 

HIGHLY CONFIDENTIAL 

Execute 

¥ 

Execute 

Plan 

Initiate 

Project is expected to 
return to green status 
once, vendor agreement is 
finalized and timelines for 
launching enhancements 
are finalized with PHWIT. 

Project continues in green 
status. Near term project 
milestones include, 

timeline and plan. 

Pilot has been moved from 
TN to CO. Technology 
requirements and cost 
have been assessed. 
RAC funding request will 
be presented in February. 

WAGMDL0097 4050 
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Pharmacy Health Wellness Program Management Office (Rx PMO) 
Combined Status Report 
Period Endin 1/31/2012 

9.Rx, Health & Wellness Portfolio Management Implementation L. Weaver C. Roche 

12. Electronic Physician Notification Letters. 
(Formerly called Well Connected Interim Solve (Phase 1)) M. Rochel P. Haworth 

16. Specialty & Infusion Reinvention - Phase 2 
Retail Specialty Patient Experience J. Lee C. Ulbert 

17. Louisiana Coordinated Care Network A. Jaffe S. Manalo 

18. Illinois Diabetes Self-Mgmt. Education (DSME) J. Pierre-Louis S. Manalo 

HIGHLY CONFIDENTIAL 

Execute 

y 

Execute 

Execute 

Initiate 

Execute 

New updates to FD and 
Portfolio mgmt. processes, 
including project tracking 
sharepoint site, PMO 
newsletter, FD 
improvements. Changes 

be communicated 

responsibilities for 
development and review of 

implementation plan, 
2/3 

High level design, test 
case design draft, UAT 
documents drafted this 
month. Project expected to 
stay in yellow status until 
resource issues are 
addressed. 

are 
itively 
ated 
er, still 

original 

Project trend is positive, 
due to possible interest in 
potential program 
collaboration offerings with 
UHC. 

On target to complete all 
milestones for AADE 

WAGMDL0097 4051 
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Pharmacy Health Wellness Program Management Office (Rx PMO) 
Combined Status Report 

rtk4'.w~ Period Endin 1/31/2012 

19 .Florida Diabetes Self Management Education (DSME) J. Pierre-Louis S. Manalo 

20. Medicare Strategy 
Medicare Part B, Diabetes Testing Supplies Bid R. Leonardi J. Vaitaitis 

21. 340B Sentry Data Systems Process Integration J. Rickard E. Gain 

22. 340B Specialty Integration N/A S. Kubisz1al 

23 .. ProJect Dynamite - New To Therapy (NTT) K. Rudkin M. Vranicar 

24. HSRx WellTransitions 1.0 (Discharge Solutions) J. Wright S. Kovach 

HIGHLY CONFIDENTIAL 

Execute 

Pricing model application 
is near completion. 
Currently, under leadership 
review, before Sr. Mgmt. 
presentation. 

Execute 

Project in negative status 
due to resource issues for 

y both Sentry and WAG. 
PM is working with both 
groups to finalize project 
timeline and direct the 
project towards a positive 

Plan trend. 

Business Owner (Larry 
Bursick) left the company, 
no replacement has been 
named at this time. 

Plan continue in positive trend. 

NTT manual approach was 
approved and rolled out in 
Jan. Integration testing will 
start in Feb. Last time on 

Plan 

Execute 

y 
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Pharmacy Health Wellness Program Management Office (Rx PMO) 
Combined Status Report 
Period Endin 1/31/2012 

31. 90 Day Expansion J. Heid J. Vaitaitis 

32. REACH 
Reach MedCenter Proof of Concept J. Heid B. Stec 

33. ProJect Rebalancing S. Ewing P. Roman 

HIGHLY CONFIDENTIAL 

Execute 

Plan 

Scope has expanded to 
include 4 drug categories, 
Diabetes, Cholesterol, 

Plan SSNI, SRNI. 
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NaviGah:! 

Pricing Solution - Business Release 1 

The c,bjecti,,e of the RxPricing project is to replace the incumbent Pricing Solution which no longer supports the industry and Walgreens' pricing strategies as these have 
significantly. The new solution will, at minimum, enable the Team to: 

Allow user configurable rules and algorithms 
Provide a customizable work flow to proactively manage exceptions and alerts 
Provide a tool to perform analytics and system simulations 
Leverage market intelligence and 3rd party reimbursement data 
Provide a tool to recommend optimal prices Such a 

will enable the Team to shift from tedious tactical tasks to strategic tasks which will positively impact the company's bottom line. 

live demos and screens for Pre-Analytics and Post-Analytics were approved by Business. Project is on track to begin System Integration Testing (SIT) for BR1 on 
User Acceptance Testing (UAT) by the business users will follow. Targeting March 21 implementation. Next project release (BR2+3) activities well under way. Will wrap up 

Business Release (BR) 1 
Status Trend = Px ·,· < Schedule itilliiafo ehaim !!iiart!!i!faiie <•exe&uie•••!!iMse••••• ciiilse@fofaei 

Overall ~ Schedule Original Plan 1/14/11 10/31/11 12/1/11 2/1/11 

Scope ~ Revised Date 4/15/11 3/31/12 4/13/12 

Resources ~ Actual Date 5/10/11 10/4/11 

1. IT Security Assessment of Vendor Mary Diab 
History: Original assessment came back as Moderate. This was based on assumption that system was being built by Vistaar 
and turned over to Walgreens. Assessment was revised in September based upon Vistaar's request for 18 months VPN 
access to Walgreens network via IPSec tunnel. Revised assessment resulted in some risks being elevated to High. 
This month: Vistaar submitted next set of security documentation focusing on Human Resource Security, Asset Management, 
Facilities and Management and System Security. Documentation passed review with few recommendations. 
Next steps: Vistaar working on next set of prioritized findings. 
Risk: Reduced severity due to increased cooperation in providing required documentation to become compliant with 
Walgreens IT Security standards. 
Mitigation plan: Continue to provide guidance and work with Vistaar until all findings are remediated. 

1. Statement of Work (SOW) finalized and signed off. 
2. TEST environment build out in progress. 
3. Vistaar on site to present live demonstrations of functionality to be implemented with BR1. 
4. IT Security Vendor Assessment PASS of next set of moderate risks. 
5. User Interface (UI) document signed off. 
6. System Architecture document signed off. 
7. Design for BR2+3 in progress. 
8. Staging area build complete. 
9. Built SharePoint tool to managed defects for User Acceptance Testing (UAT). 
10. Screens for Pre-Analytics and Post-Analytics signed off. 
11. Approved change request required for year format modification in DSS. 

1. Begin daily loads of data utilizing Staging area as storage place for Walgreens to push data in specific formats and for Vistaar to pull same data for pricing system testing. 
2. IT Security Vendor Assessment PASS of all risks including moderate risks. 
3. Install Vistaar application and complete database structure in WAG QA environment. 
4. Vistaar WebEx demo of live screens scheduled for Feb. 2-3. 
5. DSS to complete year format changes allowing data to be loaded into Staging area. 
6. First round of System Integration Testing (SIT) to start Feb. 20. 
7. Train business users on UAT testing and SharePoint defect management. 
8. Install Vistaar application on UAT testers workstations. 
9. Begin reporting status on next release (BR2+3). Currently in Design phase and scheduled to begin Build in March. Implementation scheduled for February 2013. 

Mary Diab 847 964 6150 
Cade Hooker 

HIGHLY CONFIDENTIAL 
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rescriber Data Project is to implement an enterprise wide solution that focuses in consolidating the most accurate, up to date prescnber information 

: " rules to validate data and to link various IDs that prnnt to a prescnber or to a prescriber location. It will also implement data quality and it will ensure 
conforms with Walgreens and industry standards. An enterprise wide solution will provide 

Increased data quality and visibility to cnt1cal data, such as Sanct!on data, which, today is only available to a limited number of business areas 
Reduced amount of time spent investigating data for third party audits 
Implementation of data governance 
Reduced costs in procuring prescriber data and in maintaining redundant data 

• Minimized , if not eliminated, claims recoupment and audit violations 

objective of this project 1s to ehance the Prescriber Master Application built within IC+ to assess and validate data entered by the end user, and to configure 

~::~,'.~,'.~:~~-
1
:1,,mkandates and other prescriber rules in order to minimize Walgreens exposure to financial and regulatory risks This initiative is aligned with the Walgreens 

;:,, in reducing cost and boosting productivity 

Trend is in Yellow due to the lengthy time needed to award a contract to a vendor and to the uncertainty date/ timeline that the requested prescriber enhancements can be 
in IC+ We expect to return to a Green status as soon as the contract is awarded to vendor and we receive finalized dates from PHWIT for developing and launching the IC+ 

Enhancements. The team met on 1/31 with HMS to agree on the MSA and Task Order issues and redlines. Both teams came to an agreement and determined to 
includ,, the n,•gotiationterrn, MSA and Task Order and to proceed with the execution of the contract. However, as a press release went out on 2i2 noting that Walgreens has 

aH
1
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MS has requested additional language to be added to the contract. The language Will expose Walgreens to a 5% increase when Walgreens acquires an existing 
a competing retail pharmacy chain that results in a net increase in store count of 5% of the then current store base·, This request by HMS may further delay the 

of the contract 

Enterprise Prescriber Data - (OneWalgreens) 
Status Trend = Unchanged Schedule 

Overall [Kill Schedule IT] Original Plan 2/1/11 8/15/11 2/27/12 3/30/12 

Scope IBlill Revised Date 11/30/11 

fundin.9.: _ A lot of uncertainty are raised around the budget allocated to Prescriber for FY13 by Kim Clark/ Marcella Lostumbo/Jenn Aus brook 
finance manager 
PHWT: Prescriber IC+ enhancements planned for R66 are now slated for R68 which is tentatively PHWT: Awaiting for PHWIT to publish R68 dates 
scheduled to launch on Feb 2013. Until IC+ Prescnber Master Application is enhanced, 
Walgreens is still exposed to regulatory and financial risks due to the limitation of the incumbent 
application 
Com_pJiance: _Major concerns were raised by Sr. Mgmt due to the incumbent Prescriber System not 
adhering to CMS guidelines Intermediate solutions are implemented to ensure that NPls 
submitted in Medicare Part D claims are valid in order to pass the audits conducted by PBMs 
These intermediate solutions have a cost as we are engaging additional services from Relay 
Health, and it requires intensive monthly work from critical 3rd party operations resources Yet, 
we are still exposed to compliance risks around sanctioned, retired, state/federal laws 

Finalized negotiation with HMS 
OneWalgreens On schedule with their BUILD/Test Phase 

IC+ Enhancement R68 
Execute 

12/29/11 4/6/12 

2/2/12 

Close 

2/28/13 

IC+Prescriber Additional elaboration sessions have been scheduled to ensure that 1) All the requirements were translated into functional design 2) Incorporate 
elimination of Alternate Prescriber ID, 3) Explain enhanced blocking, 4) Define Power Screens/ Reporting 

Award contract - Receive Full Standard HMS Prescriber Data by 3/1 or earlier - Due to today's Press release, awarding the contract to HMS may be delayed as HMS 
has requested to add addi tional language in the contract that exposes Walgreens to 5% subscription increase in the event that Walgreens acquires an existing HMS 
client/ and or a competing pharmacy chain that will result in 5% increase of the Walgreens store base 

Marcella Lostumbo 847 527 5454 

Jenn Ausbrook 2 

WAGMDL0097 4055 
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to NCPDP SCRIPT v10.6 Standard 

objective of the Migrate to NCPDP SCRIPT v10.6 Standard project is to implement and obtain Surescripts certification on the 
SCRIPT v10.6 Standard prior to December 2012. 

project is in green status because project is now scheduled for deployment prior to the December 2012 deadline and is moving forward. The 
team is meeting weekly to monitor status as well as discuss issues and questions. We expect to stay in green status by mon itoring project 

tim,elir1es (including government and industry deadlines) closely and conducting project activiies per the timel ine. 

Status Trend = '.'v<L n 

Overall i] Schedule 

Scope 

Resources [§] 

Schedule 

Original Plan 

Revised Date 

Actual Date 

10/4/11 2/24/12 7/23/12 9/4/12 

11/30/11 

11/30/11 

1. Timeline (high level) was drafted and is al igned with R67, which will meet the December 2012 deadline for having the NCPDP Script v10.6 standard in place. 

1. Finalize timeline and project plan. 2. 
Communicate/coordinate with Surescripts regarding the timeframe for v10.6 certification when timeline is finalized .. 

Nancy Scott (630)247-7965 
Mohsin Ansari (847)964-6067 3 
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Autorr1atEid Location Maintenance (Pharmacy Upload) 

objective of the Automated Location Maintenance project is to automate maintenance of store information fo r SureScripts with data 
Walgreens Location Database (LOB). This project also includes automation of the Store Mapping Table (maps the NABP# to 
#). 

project is in green status because project planning is on track. Weekly status meetings are in place to monitor progress and address any issues 
questions. We expect to stay in green as the timeline and the plan for the project are finalized. 

Status Trend = '.'v<L n 

Overall i] Schedule 

Scope 

Resources [§] 

N/A 

Schedule 

Original Plan 

Revised Date 

Actual Date 

10/4/11 2/17/12 4/24/12 

11/30/11 

11/30/11 

1. Timeline was drafted. The timeline is expected to change slightly when the architecture is finalized. 

1. Final ize timeline and plan. 

Nancy Scott 

Mohsin Ansari 

HIGHLY CONFIDENTIAL 

6/1/12 

(630)247-7965 
(847)964-6067 4 
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objective of the EPCS project is to implement the changes required to be able to rece ive e-prescriptions for CII-V drugs for reta il 
mail order pharmacy. In add ition to implementing the DEA requirements for CII-V prescriptions, certification by an outside auditor 
be achieved. 

are in red status because 1. the EPCS retail pilot in the state of Virginia (started on 12/8/11 and turned off on 12/13/11) uncovered new issues 
are not yet fully resolved, and 2. the KPMG aud it (on 11/29/11) for mail order identified system changes (not started yet) that are required before 

certifica1tio,n can be attempted. The business team continues to work with RxlT on: 1. issue resolution for the retai l pilot and 2. how soon the system 
needed for mail order pharmacy wil l be started. The project is expected to remain in red status while the retai l pilot is turned off and mail 

certification is not obtained. 

Status Trend = Negative Schedule 

Overall 1111 Schedule II Original Plan 12/15/10 8/15/11 10/15/11 

Scope 1111 Revised Date TBD 

Resources 1111 Actual Date 12/15/10 12/8/11 for Retai 

1. Resolution of the follow up items for Promise and follow up items for Plus that were identified by KPMG is needed 
before the Mail Order Pharmacy systems (Promise & Plus) can be certified for EPCS. The items identifed will require 
systematic changes. RxlT is preparing an estimate of the IT costs for the system changes. KPMG review/audit work 
is on hold until the system changes, Walgreens testing, and Walgreens sign off on representation and attestation 
letters are complete. 2. A digital signature 
issue and a delimiter issue have been resolved, and fixes were deployed. 
3. Ab lnitio Database Issue-Three Tables need to be rev ised to accept data size. Fix is in progress. 
4. Table Join Issue - Unique identifier is needed so that data will load properly. Fix is in progress. 
5. Failed Test Scenario - An eRx that is received and deleted prior to creation of a prescription number does not 
show in the Audit App lication with any auditable events. Options for resolut ion are under discussion. This issue has 
potent ial to cause a significant delay in the retail pi lot expansion and further rollout. A significant delay will result in 
loss of competitive advantage with Walgreens being unable to participate in the EPCS Limited Availability Pi lot which 
ends on 2/29/12. General Availability starts on 3/1/12. 

1. Owner is eRx/RxlT. 
2. Owner is RxlT. 
3. Owner is RxlT. 
4. Owner is RxlT. 
5. Owner is eRx/RxlT. 

1. Open 11/29/11 
2. Closed 01/19/12. 
3. Open 1/25/12. 
4. Open 1/25/12. 
5. Open 1/25/12. 

1. The EPCS deployment for the retail pilot was successfu lly launched on 12/8/11. Two issues identified on 12/12/1 1 resulted in turning off the pi lot on 12/13/11. 
Those two issues have been resolved. However, three new issues were identified on 1/25/12. These three new issues are being worked on by RxlT. 
2. The Surescripts Implementation Services Agreement and first Task Order related to v8.1 E has been reviewed by Surescripts and was returned to Walgreens for 
review on 12/7/11. Walgreens business and legal review is in progress. 
3. The Plus System (Mail Order) was reviewed for logical security criteria on 1/4/12, and an audit application demo was performed on 1/4/12. 
4. The EPCS Operating Procedures were reviewed and updated by a small workgroup in preparation for review and discussion with a larger workgroup in February. 
5. The KPMG audit of the mail order pharmacy applications (Promise, Plus) started on 11/29/11. The issues identified require system changes. RxlT is continuing to 
work on cost estimates for the solutions. A start date for the required system changes has not been communicated by RxlT yet. 

1. Resolve the three newly identified issues with Ab lnitio/Database, Table Joins, and the Failed Test Scenario for the EPCS retail pilot. 
2. Re-activate the EPCS retail pi lot stores in the state of Virginia after the three current retail pilot issues (noted in #1) are resolved. 
3. Finalize the EPCS Operating Procedures (includes reporting to the DEA) after review with a larger workgroup (including IT Security, Legal, Loss Prevention, 
Compliance, and RxlT). 
4. Work with RxlT to identify the start date for the system changes that are needed for mail order. 
5. Review the draft ongoing process for maintaining EPCS compliance with DEA criteria/requirements. 
6. Finalize the Surescripts Implementation Services Agreement and associated first Task Order for v8.1 E. 

Nancy Scott (630)247-7965 
Mohsin Ansari (847)964-6067 5 

WAGMDL0097 4058 
HIGHLY CONFIDENTIAL 



P-25748_00029

NaviGah:! 

purpose of this project is to apply Six Sigma tools and techniques to improve the 340B business performance_ As the market has become educated with the value of 

340B Drug Pricing program; coupled with favorable regulatory environment and a growing number of uninsured due to the economic downturn; the number of 340B 
entities has consistently grown and is expected to grow. 

this continuous grmvth positively impacts the Walgreens' bottom line; the 340B team is challenged with several concerns: 
Lengthy time frame to bring clients to market due to external factors 
Limited number of resources taking on an ongoing increased number of implementations, clients support and program monitoring 
Increased exposure to company's liability 
Numerous manual /ineffective processes that inhibits the team to quickly and effectively reconcile clients' accounts, and/or shift to more strategic tasks 
A significant increase of "Order exceptions" that require analyst's attention and /or manual process 

project focuses on identifying non value added tasks, waste and/or automating processes to: 
Improve the time of bringing clients to market, and 
Effectively process/monitor 340B day-to-day operations. 

initiative is aligned with the following Walgreens' strategic planks: 
Reinvent cost structure through continuous improvements and innovation 
Deliver an outstanding customer experience through enhanced employee engagement 
Expand across new channels and markets 

overall Trend is positive. The project is in Green health status because the team is focused in improving their processes in order to reduce the client implementation time line, 
resource scalability and free up the analysts to shift to strategic and client relationship tasks. We expect to stay in a Green status because of the team cooperation 

Status Trend= P-si'ih' Schedule 

Overall II] Schedule Original Plan 

Scope Revised Date 

Resources ~ Actual Date 

Awaiting for External Stakeholder contact information ( Clients and 
Wholesalers) 

Business Release 

2/10/12 2/28/12 3/15/12 4/30/12 

Marcella - Meeting with the team to solicit the client list. The team does not feel that it is best 
at this time to have any conversation with the wholesalers. This is agreeable, as the 
wholesalers can be revisit at a later time 

Project Charter, 340B Implementation As Is Proces Map, Quick wins Identification documents completed and reviewed by Business Owner/Sponsors 
Internal stakeholders have been interviewed 
Discussion with BPM tool have taken place 

Request to create a 340B Team SharePoint site has been sent 
Voice Of Customer (VOC) Research Plan and SIPOC completed 

HIGHLY CONFIDENTIAL 

Marcella Lostumbo 847 527 5454 
Karl Mohsin 

PMO 
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objective of Project Starfish is to decrease pharmacy inventory costs by developing a hub & spoke model for Walgreens that lim its 
exIper1si\1e and slow moving items to a smaller number of 24 hour stores. These "hub" stores will be the inventory source that serves 

"spoke" stores in a designated geographic area. 

overall trend th is period is positive. The technology costs have been estimated and the funding request is being developed. The pilot market for 
has moved from Tennessee to Colorado. 

project is in green health status as the high level project plan and cost estimates continue to be developed. 
project is expected to remain in green status as the RAC funding request will be presented in February. 

Status Trend= P-si'ih' Schedule 

Overall a Schedule Original Plan 12/15/11 12/31/11 tbd tbd 

Scope a Revised Date 2/15/12 

Resources ~ Actual Date 

1. The project funding may be impacted by the re-categorization of spending for FY12. 

1. The high level technology estimates and approach for delivering the Starfish enhancements were reviewed by the IT delivery teams to ensure the work needed to 
meet the Starfish requirements is covered. The estimated technology cost including infrastructure and hardware is now $4.6m. 
2. Regulatory review of Tennessee has shown it is not the candidate pilot state most open to the hub and spoke model for filled prescriptions. Two other states on 
the candidate list, CO and MN, are better suited for the pilot. 
3. Enterprise Geographic Information Services (EGIS) conducted an analysis of the Denver market using the mean center approach to calculate average distance 
between stores in order to determine the 24 hour hub locations. Three hub locations were selected for Denver, serving 68 spoke stores. 
4. Logistics & Transportation has researched options in the Denver market for transporting the filled scripts from the hub stores to the spoke stores. Estimates of $6 
per stop and $12 per stop have been presented. 
5. Rolling out Starfish to the chain is being reviewed for regulatory limitations on a state by state basis. 
6. The impact of the Starfish approach in the Central Fill markets has been discussed with Rex Swords. The projected volume of scripts should be handled within the 
available capacity of Central Fill. The advantage in Central Fill markets is the lack of additional transportation costs from the hub to the spoke stores. 

Neauterm•••Milestonestoe11verables: 
1. Analysis of the prescription activity for the Denver market will be conducted to identify the targeted CHiP drug list for the pilot. From that list will come the projected 
volume of Starfish scripts to be handled by the hub stores and the projected inventory savings for the Denver market. 
2. Identify the chain wide coverage that will be targeted for Starfish based on the initial review of the states that allow the Starfish process and the proposed hub & 
spoke store groupings. 
3. Develop the FP&A business case for presentation to the RAC based on the cost estimates received for technology enhancements, the preliminary analysis for the 
selected drug list, the selected store groupings, and the per transaction cost for delivery services. Due to the cost difference when transportation to the spoke store is 
not required in Central Fill markets, two alternatives are being developed; one for chainwide roll out and one for roll out to the Central Fill markets. 
4. Define the initial project plan with the work streams integrated for a pilot go live date. Key component of the pilot plan is to determine Starfish slotting in the 
pharmacy application release schedule. 

Kort Gustafson 
Denny Murray 

(708)829-8917 
(847)315-2005 
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objective of Project Gap is to acquire branded drugs directly from the manufacturers, thereby decreasing Pharmacy Brand Rx 
(cost of goods). Disintermediation will require Walgreens to manage the relationships and inbound logistics with approximately 

brand drug manufacturers instead of the single wholesale source currently in place (WAG is currently only direct with Pfizer, Teva 
and Zogenix). 

overall trend this period is positive. Staffing of the Brand Purchasing team continues. The project work streams have been formed and are 
the impacts on their operations from managing the direct purchasing strategy. The team has developed the workplan to create and review 

capital funding request for the April Board meeting . Conversations with targeted brand drug manufacturers are going well. 
project is in green health status as the high level plan and distribution options continue to be developed. 
project is expected to remain in green status as the team continues to meet with manufacturers and develops the funding request to be 

presen;ted in April. 

Status Trend = Px ·,· < Schedule 

Overall I] Schedule ~ Original Plan 11/23/11 4/30/12 8/31/13 tbd 

Scope Revised Date 

Resources ~ Actual Date 12/6/11 

Oritieal 1ssuesJRisks! 

1. The following work streams have been formed: Logistics, Technology, Supply Chain, Legal, Pharmaceutical Development, Accounting, Finance, Branded 
Purchasing and Investor Relations/Communication/Securities. Standing meetings have been scheduled with most of the work streams, and cross functional meetings 
are scheduled with interdependent work streams. The work streams have defined their initial high level scope and initial areas of concern. Follow up on scope 
definition and areas of concern is ongoing . 
2. The timeline and work steps to develop the capital funding request for the April Board meeting have been defined and reviewed by the project team. Significant 
milestones for pre-review are included in the plan. 
3. The analysis of capacity requirements for distribution of the branded drugs from 150 manufacturers has begun. The list of items that wil l need to flow through the 
Walgreens distibution centers has been identified, including dimensions and special handling instructions where available. 
4. Alternative distribution models have been identified. They include: standing up a new redistribution center (RDC) for a single ship to point for manufacturers, 
expanding the capacity of existing distribution centers (DCs), centralizing tail items at a single existing DC, and utilizing a consolidation service in a manner similar to 
generic drugs (ie. NCS). Also, daily delivery to stores is being looked at beyond the POC to optimize inventory and service levels. 
5. The team recently met with 50+ branded manufacturers to discuss the direct strategy. 
6. The Brand Purchasing team has hired new to Walgreens two directors and one category manager. 

1. Recruit, hire and on board three additional category managers. 
2. Continue to define the capacity requirements for the distribution of all brand drugs. 
3. Define the tax and tax incentive evaluation criteria for the alternative distribution models being considered. 
4. Identify the preferred distribution model to be presented for the Board funding request. Define the costs and benefits of the selected distribution model. 
5. Finalize the scope of each work stream and define the high level milestones for each work stream to deliver the capability/ capacity needed to manage the 150 
brand drug manufacturers for direct purchasing. 
6. Have initial discussions with Investor Relations regarding Project Gap and timelines for communication. 

Kort Gustafson (708 )829-8917 
Jeff Foreman (847) 964-4687 

HIGHLY CONFIDENTIAL 
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Health & Wellness Portfolio Management Implementation 

a Portfolio Management process to track, monitor, review and assess all projects impacting Rx, Health & Wellness. Create and 
a Rx based portfolio book of work to identify current in-flight projects and track future demand. Develop and implement a 
and efficient project prioritization method for making consistent, fact-based decisions for all projects. 

overall trend th is period is positive. The schedule is now in green status as we have hit our Portfolio Review date. 

Status Trend= f',Li'.i: .. Schedule 

Overall ~ Schedule Original Plan 6/8/11 

Scope Revised Date 

Resources Im] Actual Date 6/15/11 

1. Lack of engagement from RxHWT 

1. Engagement with New Business Development team to align process 
2. Engagement with Change Mgmt team 
Engagement with CSG 
Monthly project reporting for December 
5. Resource utilization reporting for December 

NeaNterm•••MilesfunestDeliverables: 

8/9/11 8/15/11 

8/12/11 

L. Weaver 2/13/2012 

1. Sharepoint site to allow project tracking on a monthly basis for all PHW Projects in portfolio (excluding PMs that send monthly status reports to PMO) 
2. PHW PMO Monthly Newsletter - 2/1/12 
Front Door improvements - 2/10/12 
4. Governance Process documentation - 2/28/12 

Christina Roche 

Leah Weaver 

847-315-2128 

847-315-3410 
PMO 
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the scope of the Product-to Market program, implement the fol lowing process improvement recommendations: 
Implement the qualification process for all new opportunities in Salesforce.com 
Implement a contract document approval process in Salesforce.com 

Automation has communicated a revised go-live target for the Approvals enhancements at the end of February. Intermediate milestones for 
rev iew, testing, user acceptance testing (UAT) are currently not available and wi ll depend on progress of the Manual Request project. Training 

tentative ly planned on February 23-24, fo llowed by the system rol lout. Wil l continue to work with the Automation Lead to define a detailed plan and 
coorclim,te change management activities with all affected stakeholders. 

Status Trend= P-si'ih' Schedule 

Overall a Schedule Original Plan 2/24/11 7/15/11 12/31/11 TBD 

Scope a Revised Date 9/30/11 2/29/11 

Resources ~ Actual Date 2/24/11 9/7/11 

Risks: 
2. Not all Business Units are included the project scope wil l have access to Salesforce.com - the 
planned process may be impended by users' inability to participate in the opportunity review 
workflow. Need to review Salesforce.com implementation/rollout plan and opportunity approval 
process map(s). Mitigation Strategy: Gather Salesforce.com access requirements for BU and/or 
Functional teams participating in the approval process (1A). 
3. Ensure that the business stakeholders have an opportunity to review and validate the new 
solution design specification based on the provided business requirements. Mitigation Strategy: 
Sales Automation team to present an implementation plan and design specifications to the project 
leadership team. 
4. A detai led implementation plan is not available which makes it difficult to plan change 
management activ ities on the business end. Mitigation Strategy: Develop a preliminary milestones 
and coordinate resources and activities around design review, testing, and training. 
5. Replacement for Ric Wentz (going on PTO) has not been identified. Mitigation Strategy: Work 
with Automation PM (Tony) to identify a resource. Introduce the replacement to the workstream 
team. 

R2: Heather Bad!, Cecile Horsky 
R3: Tony Olbrich 
R4: Tony OlbrichNal Samandas 
R5: Tony OlbrichNal Samandas 

R2: Active - 12/31/2011 
R3: Active 12/1/2011 
R4: Active 12/31/2011 
R5: Closed 12/8/2011 

1. Jointly with Sales Automation, Contracting, and Adam Terry (Pricing) reached out to Brett Srivener (TCHS Finance) to gather feedback on the ESG contracting 
process. TCHS Finance believes that the responsibilities for ESG contracts should move from under Sales and to either Health Law or Contracting under Scott 
Schuller. Currently, contracting is researching the possibility of taking on these additional responsibilit ies that however maybe affected by resource constraints. 
2. It was agreed that VS wil l propose a more detailed implementation plan and review with Automation. Once accepted, the plan will be communicated to the 
Approvals team. 

eafaterm I "'es"'::._-================== ..... =._..=========="""===~"""=========""""! 
1. Will take over responsibilities for development and review of the implementation plan. Should complete and present the first draft - 2/3/12 
2. Complete and review design specifications with the team and communicate recommendations to Sales Automations - TBD 

HIGHLY CONFIDENTIAL 

Val Samandas 
Executive Sponsor: Ch ris Noble 
Business Owner: Mike Viirree 

84 7-964-6162 
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key initiative of this project is to improve sales effectiveness within each of the Specialty and WIRS divisions. This initiative includes 
aspects of field sales, managed care account management and marketing strategy and investment. To support field sales efforts, 
Associates has been contracted to assist in positioning the sales team to maximize its impact in the each of the infusion and 

,sn,ar.i,,ltv marketplaces. ZS Associates is a global management consulting firm specializing in sales and marketing capabilit ies with a 
expertise in healthcare. They have worked with more than 700 companies over 25 years, helping them measurably improve their 
and marketing performance. 

overall goal of this project is to help create a competitive advantage through optimization of both of the Specialty and WIRS sales 
platforms and will include an evaluation of all aspects of each sales model such as: 

Coverage - Is there appropriate sales force sizing, territory alignment, structure and coverage to maximize potential in each 

Cu1stc,mEir Segmentation - Are the sales teams calling on the right accounts and contacts to maximize referral/revenue potential? 

Co,m~)etE"nc:y Requirements - What skills and training will help support the efforts in the field and the ongoing professional development 
both the Specialty and WIRS teams? 

Perform,3nc:e Focus - What are the best opportunities to compensate and motivate field sales and to provide recognition of top 
nf'rfnrm,e,r,s with demonstrated results? 

overall trend is Green as the project is still in the Initiate Phase. We expect to stay in green status as the appropriate resources, plan and 
pnocE"ss,es are being put in place to ensure we meet the goals and objectives of the program. 

Status Trend = P,,;li'ih· Schedule 

Overall a Schedule Original Plan 2/29/12 TBD TBD TBD 

Scope a Revised Date 

Resources ~ Actual Date 

WIRS (Walgreens Infusion and Respiratory Services) 
(1) ZS completed updates to alignment design based on feedback from 1/10 meeting in preparation for the 2/1 meeting. 
(2) WAG/ZS 1/24 meeting - Reviewed IC plan and motivational program recommendations. 
(3) ZS revised sales reporting mock-ups and distributed to team for final review. 
(4) ZS revised competency model and distributed to team for final review - Feedback requested by 2/3. 
(5) Continued progress on incentive design and goal-setting phases. 
(6) ZS Completed and shared high level timeline of milestones/ steps leading up to "go live" date under multiple scenarios. 
(7) ZS started developing IC plan documents. 
(8) WAG internal core team meeting to discuss ZS deliverables and implementation approach/strategy. 
(9) Information sharing discussions between WAG Business Owners and PMO. 

Specialty 
(1 )Territory alignment - Updated territory to region alignment based on core team feedback. Targeting & SF Deployment project phase complete except for finalization 
of territories by RSDs. 
(2) IC plan design - Discussed IC plan communication requirements and RSD payout curve with WAG following the quota setting meeting. Had follow-up call on 25-
Jan to review revised materials and RSD payout options. 
(3) Goal setting - Facilitated quota setting workshop on 18-Jan. Reached consensus on Rep compensation base and Quota setting methodology and parameters. 
Goal Setting project phase complete except for final quota setting exercise. 
(4) Information sharing discussions between WAG Business Owners and PMO. 

(1) Next WIRS/ZS Meetings - 2/1/12 and 2/10/12. 
(2) Executive Review Meeting with Mike Ellis and PMO - 2/7/12. 
(3) PMO delivers recommended implementation approach, PM support and next steps - 2/17/12. 
(4) ZS Associates rolls off - 2/17/12. 

Michelle Hood 

Mike Ellis, Paul Mastrapa, Mike Nameth 

HIGHLY CONFIDENTIAL 
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NaviGate 

HealthCloud Connected Health Surescripts Initiatives Electronic Physician Notification Letters 

Build connection to Surescripts Clinical Interoperability network to send immunization related messages across the network to connected 
physicians and health systems. Project 1 includes immunization Physician Notification Letters (PNLs), Project 2 includes immunization 
reporting to state registries, and Project 3 includes Take Care Clinic (CSG) patient visit summaries. 

The overall trend is positive due to significant progress developing High Level Design, Test Case Design, and User Acceptance Test documentation. 
The project will remain in a yellow status due to delay in Take Care technical resource availability and newly identified need for RxHWT QA resource. 
We expect to remain in yellow status, until we receive input from Take Care technical resource and RxHWT QA resource. 

Status Trend = ?ndLvc 

Overall M Schedule ~ 
Scope m 
Resources m 

1. OPV Coding and Unit Testing due 2/3/12. 
2. OPV System Test due 2/22/12. 
3. OPV User Acceptance Test due 2/24/12. 

Schedule 

Original Plan 

Revised Date 

Actual Date 

11/1/11 

11/1/11 

4. Take Care Coding and Unit Testing due TBD. 
5. Take Care System Test due TBD. 
6. Take Care User Acceptance Test due TBD. 

Patty Haworth 

Miranda Rocho! 

HIGHLY CONFIDENTIAL 

12/15/11 1/13/12 2/29/12 

12/28/11 TBD TBD 

1 /9/12 
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Improve effectiveness of pricing governance processes by improving the quality and format of the information presented to the Pricing and Proposal Committees. 
Implement an automated method for development of weekly agenda and proposal materials. 
Define escalation guidelines for high-urgency proposals. 
Determine a better method to do postmortem analysis on deals reviewed by the Pricing and Proposal Committees. 
Develop detailed Goverance process documentation for internal (Pricing) staff members and external stakeholders. 
Prepare and rollout a revised SLA to include recently-launched Pricing Validation and the proposal request processes supported by Salesforce.com. 
Review proposal approval parameters to potentially reduce the number of deals that require a decision by the Proposal Review Committee. 

overall trend is positive. The Project Charter was approved on 1/9/12 by Mike Viirre. The team is finalizing requirements and the project plan Propose a new date for the Plan Phase 
due to shifting the priority to the Manual Request (SFDC) project. The change should not impact the overall project schedule. 

Status Trend = !",,_,;,_; :L Schedule 

Overall I§]] Schedule [@] Original Plan 12/15/11 1/20/12 2/29/12 3/1/12 

Scope [§] Revised Date 2/10/12 

Resources [§] Actual Date 1/9/12 

Risk: 
1. SFDC (Manual Request) implementation scope and timeline may impact the ability to implement 
proposal request process changes and correspond ing updates to the SLA. Mitigation Strategy: 
Collaborate with SFDC throughout the SFDC implementation project, participate in design review 
and UAT. 

Reviewed and approved the Project Charter. 
2. Prioritized requirements and developed a preliminary project schedule. 
3. Development of the Pricing Governance playbook is underway. 
4. Developed and rolled out the Pricing Customer Satisfaction survey. 

Val Samandas 

5. Completed Manual Request UAT - approximately 60 issues have been reported and addressed. No show-stoppers remain on the list. 
3. Developed and conducted Manual Request training. 

1. Analyze and report survey results - 2/17/12 
2. Develop a comprehensive list of Pricing clients (the execs and distribution lists) by Segment (Employer, Gov., etc.) and Business Unit (Sales, Ops, etc.). 
3. Recommend KPls to measure Gust Satisfaction. 
4. Finalize business requirements/rules for the Pricing Governance process playbook - 2/10/12 
5. Complete and approve Governance playbook (and other documentation if required) - 2/17/12 

Val Samandas 84 7-964-6162 

Mike Viirre 84 7-964-6794 
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NaviGah:! 

Level Goals: (1) Be the first choice for health and dai ly living through immunizations (2) Offer a "National Immunization Solution" 
Present one common Walgreens Offering (4) Use Sales Opportunities to sell wellness 

overall trend is red as we continue to trend below this year's and last year's original flu forecast . However, the flu forecast has been adjusted and 
are progressing positively toward the updated forecast. We expect to stay in red status as we do not expect to meet the original flu forecast. 

Status Trend = Px ;,:< Schedule 

Overall 11111 Schedule II Original Plan 1/31/11 5/31/11 3/31/12 4/30/12 

Scope ~ Revised Date 

Resources ~ Actual Date 1/31/11 5/31/11 

(1) We have administered more than 5.4 Mil Flu shots across the enterprise 8/1/11 thru 01/27/12. Pneumo - 165,534 FY12 thru 01/15/12 (12,746 for December). 
Zostavax -138,125 FY12 thru 01/15/12 (28,444 for December). Tdap -33,775 FY12 thru 01/15/12 (5558 for December). Meningitis -15,037 FY12 thru 01/15/12 
(3171 for December). The fol lowing vaccines had the following % increase this year over last year for FY thru Dec 31st: Tdap - 22%; Zostavax - 116%; Meningitis -
714%; Other (Vaccines not including Flu, Pneumo, Zostavax, Tdap, Meningitis) - 25%. 
(2) Sales exceeded their targeted goal for the 2011-2012 season! 
(3) Flu Bowl incentive program began round two of the playoffs on Sunday, January 22nd and it will continue through January 29th. The Flu Bowl championship wil l 
begin on Superbowl Sunday, February 5th and continue through February 12th. 
(4) January Circular distributed. 
(5) Senior Immunization Program kicked off January 4th, 2012. 
(6) Executive Steering Committee Meeting -1/19/12. Lessons Learned for FY12, Sales Update and Part I of the Customer Flu Story were shared. 
(7) Offsite Clin ics Program Revamp Initiative is still underway. A Small Business B2B web page is being designed with plans for development to begin as soon as the 
budget is approved. Discussions are underway with Tribune Media to secure a 10 Mil client data base. 
(8) Retail Cl inical Services Walgreens.Com Web Page Revamp is still underway. Designs have been reviewed and a cost estimate has been provided. After budget is 
approved 1st draft copy will be provided back to RCS for review/feedback. 
(9) Physicians Distribution Program Pilot is underway. To improve influenza immunization rates in our communities, the Immunization Services Team has designed a 
program that will allow Walgreens to offer physicians access to purchase flu vaccine through our local pharmacies. This pilot program only applies to al l stores in the 
following states: llliniois, Texas, Missouri, California, and Indiana. 
(10) HHS Voucher Program is underway. HHS is teaming with community organizations to distribute 300K free walgreens flu shot vouchers that can be redeemed at a 
flu shot clinic set up at organizations or in any retail store, Take Care Clinic or Duane Reade store. 38,091 (12.5%) of the vouchers have been redeemed as of Jan 
13th. 
(11) Weekly communication to the field of Immun ization Hot Topics. 

NeaNterm•••MilesfunestDeliverables: 
(1) Feedback from eCommerce IT on RCS Web Page Designs - 2/3/12. 
(2) Reverse Vaccine Distribution to begin - 4/15/12. 

Michelle Hood 
Jack Cantlin, Tim Brne, Jason Rubin 

HIGHLY CONFIDENTIAL 
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NaviGah:! 

FY13 the goal of the Immunization Program is to continue to expand the program and ensure that the administration of vaccines is 
m,,xirni2:ed throughout the year rather than being concentrated during what is typically labeled as the "flu season". We are now focusing 

the next significant opportunities with Zostavax, Tdap and Meningitis based on payer access, state mandates and outbreaks. 

Busin,ess Need/Opportunity: 
Walgreens has an opportunity to increase its market share in the immunization space. 
Walgreens has an opportunity to increase immunization rates across the country by collaborating with healthcare providers in local 

Expanding access will allow more patients to be immunized by Walgreens. 

Growing medical billing capabilities 
Expanding the number of stores available to provide enhanced immunizations 
Adding new patients 
Implementing an Offsite B2B Web Tool 
Coordinating the Sales Team and the Field to a unified entity 
Discounted Offsite Clinic price for the field 
Working with government affairs to expand protocol and privilege within the states 

overall trend is Green. We kicked off the FY13 program on January 18th and are making revisions to the 1st draft of the project charter. We 
to stay in green status as the appropriate resources, plan and processes are being put in place to ensure we meet the goals and objectives of 

Status Trend= C'n'f ,. Schedule 

Overall ~ Schedule Original Plan 

Scope Revised Date 

Resources 11!] Actual Date 

(1) FY13 Immunization Program Kickoff was held January 18th. 
(2) Marketing Leadership approved the Marketing Brief. 

1/31/12 5/31/12 3/31/13 

(3) Vaccine Vendors have been selected and the contract/pricing process with the vendors is underway. 
(4) 1st Draft of the project charter was reviewed and updates are being provided to create the 2nd draft. 
(5) FY13 Weekly Workstream owner status meetings began January 25th. 

NeaMerm•••MilestonestDeliverables: 
(1) Marketing - Small Business Strategy Complete - 1/29/12. 
(2) Implementation - Client data in salesforce.com - Complete - 1/31/12. 
(3) Offsite/Worksite implementation process flow distributed - 2/9/12. 
(4) Marketing - B2B Health and Employer Plans Presentations Complete - 2/17/12. 
(5) Marketing - Sales Training Slides Complete - 2/17/12. 
(6) Legal/Contracting - Update existing immunization templates - Complete - 2/24/12. 

4/30/13 

(7) Legal/Contracting - Confirm contract request, routing, approval and signature processes - Complete - 2/24/12. 
(8) Sales Training Complete - 2/27/12. 
(9) Pricing Strategy Approved - 2/29/12. 
(10) Regulatory - Protocol research, Protocol physician agreement and fee structure and Yel low Fever physician agreement and fee structure - Complete - 2/29/12. 

Michelle Hood 84 7-527-5175 
Jack Cantlin, Tim Brne, Jason Rubin 
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Specialty Patient Experience 

scope is to design the ideal process for the retail specialty patient experience where human and technology resources will facilitate 
high-touch relationship and can provide the level of care identical to central specialty but offering the patient the convenience of 

their medication fulfilled through the retail pharmacy. 

communication and service at the same level of central specialty through the retail channel 
time identification and handling of specialty scripts presented at retail 

u,ve, "ll" the retail footprint to differentiate Walgreens specialty offering to patients and clients 

overal trend for this project is positive and the project is in Green status. Specialty TPR support in R64 rolled out chainwide the first week of 
There was a high influx of work the following week for both the Resolution Center and the Specialty Call Center that created higher time to 

This was a result of ESI business, first of year traffic and the new Specialty TPR process. The team worked rapid ly to put measure into place 
begin to reduce the lag time and continues to identify opportunities to improve efficiency. Since there are two separate systems, IC+ and SR2, the 

continues to work on data capture and to validate it. 

Status Trend = Px ·,· < Schedule 

Overall I] Schedule ~ Original Plan 1/25/11 5/31/11 6/30/11 8/16/11 10/7/11 11/18/11 

Scope Revised Date 
~ 

7/22/11 10/28/11 
+-B<#++ 

5/16/11 1/23/12 

Resources ~ Actual Date 5/16/11 7/29/11 6/30/11 8/16/11 10/28/11 1/23/12 

Specialty scripts in queue are not being prioritized over the retail volume. At go live for R64 pilot HW RxlT 
they noticed TPRs were not being pushed so a ticket was opened. In the short term it's low risk 
because they have a manual workaround however for rollout risk will be high. 12/1 it was found that 
this was not included in the requirements. RxlT said that this has high effort and risk. A meeting 
was set up to understand the issue and the requirement and the team requested that this be added 
to the roadmap for phase 1. The RC would like to have this prioritized and completed as soon as 
possible. 12/14 Discussion ocurred to prioritize into R66. 1/27 pending confirmation regarding 
R66. 

• R64 chain wide roll out completed on 1/6. 
• RetailSpecialty@walgreens mailbox is being utilized 
• Competitor Limited Distribution Report is live in production. 
• Obtained POWER database access for pulling scorecard data. 
• Developed process for handling store requests to be turned off of remote TPR handling 
• Agreement on how to handle backwards compatibility issues for the IC+/SM rx transfer functionality in R65. 
• Developed Kermit message, PRN NewByte and content for the Feb. OPT Newsletter for Scan Every Script 
• Determined drugs to be removed from remote TPR resolution eligibility 

• Finalize TPR Scorecard 
• Pilot RSPE in the 108 Building pharmacy. 
• Streamline RSPE data maintenance process. 
• R65 UAT testing. 
• Kermit's message delivered through Compass for Scan Every Script 
• Scan Every Script break room poster and stickers for imagers wil l be delivered in the Feb. sign package. 
• OPT newsletter communication explaining need to scan every script and reminders for the OPTs to discuss with store staff published 
• Continue to address R64 store and district feedback 
• Plan and implement additional communications to reinforce awareness and adoption 
• Business resources trained on BPM 
• PA process revised, approved and implemented 

Claudia Ulbert 84 7-527-4090 

John Lee 84 7-914-8907 

HIGHLY CONFIDENTIAL 
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Louisiana Coordinated Care Network - United Health Care 

objective is to participate in the new Louisiana Managed Medicaid program called Bayou Health (or LA CCN) with a coordinated care solution that 
partnerships with Hospital Systems, Community Health Clinics, Physician Groups and potentially other providers and payers. The over-arching 
was initially to present a solution that would win the bid and serve as a model that we can build on to create coordinated care networks in other 

As the project and research was conducted to show that legally WAG could not at that time conduct that activity, WAG's position has shifted to 
a valued subcontractor to Payers and Providers and eventually be a central piece of CCN 

Walgreens footprint to improve Bayou Health patients with improved access to care. Walgreens and United HealthCare will partner to develop 
Retention messaging campain to newly enrolled United HealthCare patients by providing a warm welcome to their new United Bayou Health Plan 

overall trend is positive due to the ability to continue to partner with United Health Care to understand their needs and present them with viable 
offers. We are in Green status because the meetings we've held thus far continue to result in pin pointing potential product offerings on 

United Health Care would like to collaborate. We expect to remain in Green status because of UHC continued interest in partnering with us 
their cooperation to internally work within their organization to determine the risks, benefits and funding to support such programs. 

Status Trend = Px ·,· < Schedule 

Overall ~ Schedule Original Plan 7/1/11 10/1/11 12/1/11 
2/1/12 

Scope ~ Revised Date 
Scope with 

United Health 
Care to be 

refined 

Resources ~ Actual Date 

Aecom 
1. January 13th 

- Follow-up discussion with Un ited Health Care to obtain feedback which programs they are most interested in. Outcome of meeting resulted in UHC expressing their 
interest in Gift Card Program and Wellness Bus. Additional outstanding research from both WAG and UHC is required to further determine if partnership will go 
forward. 

Neauterm•••Milestonestoe11verables: 
TBD -Awaiting for UHC to respond to WAG's response on outstanding inquiries presented to them post January 13th meeting. 

Sheila Manalo 84 7-315-8065 
Adam Jaffe 847-315-2087 
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Illinois Diabetes Self Management Education 

a reimbursable, accredited DSME program to disrupt the current education delivery model to better meet the diverse needs of people with 
& differentiate WAG from the competition by innovating the patient experience. Core program design based on CME reimbursement rates for 
education. CMS reimburses newly diagnosed diabetes patients for 10 education hours in the first year and reimburses already diagnosed 
patients for 2 education hours annually. Stores where diabetes education program provided 

overall trend is positive due to the ability to on-board RPh Supervisors and Managers to support the Illinois DSME project initiative. We are in 
status because key Operational activities scheduled have been defined and completed. We expect to remain in Green status because we are 

target to meet all identified milestone dates in terms of training and preparating for AADE application submission. 

Status Trend= P-si'ih' 

Overall II] Schedule 

Scope 

Resources ~ 

Critical Issues/Risks: 

1. Weekof 1/2: 

Schedule 

Original Plan 11/22/11 

Revised Date 

Actual Date 

12/22/11 End of January 

Early February 

TBD 
Late June/ 
Early July 

- 1/6: Received several authenticator IDs. Awaiting fo r 6 more ids which Denise will be sending an email for RPh Managers to send information to Jude and 
Sheila by next week. 

- 1/6 ; Received a couple of resumes. Awaiting for remaining resumes to be sent. Denise wi ll be sending an email for RPh managers to send to Jude asap. 
- 1/6: Top Prescriber list. Denise will send an email reminding RPh Managers to beg in compiling their Top Prescribers. No need to send information to Jude. 
- 1/4 : Worked with Katie Mee to post 1 hour webinar link to WE website 

2. Week of 1/9: 
- 1/13: Received majority of the instructors Authenticator Ids. Waiting for 1 last ID. As soon as received wil l send to Narlyn to skill instructors in SR2. 
- 1/13: Mailed training materials to stores 

3. Week of 1/16: 
- 1/18: Sent list of Authenticator IDs for Narlyn to skill in SR2 
- 1/18: Completed 1 hour webinar conference call 
- 1/19: Sent 3 day live training meeting invite content to Katie Mee to post on WE Website by 1/23 

4. Week of 1/23: 
- 1/25: Jude confirmed receipt of all resumes 
- 1/25: Jude to review if there are any outstanding CEs 
- 1/19: 3 Day Live training invite posted on WE Website 
- 1/25: Sent email for pending responses on Dinner RSVP 
- 1/25: Sent email for any dietary needs for lunch and dinner orders 
- 1/25: Confirmed Narlyn will have authenticator IDs skilled by 2/4 

2/7 to 2/9: RPh instructors determine DSME program class offering date/time align with their schedule 
2/7 to 2/9: 3 Day LIVE Training (owner: Jude Pierre-Louis/ Joslin) Training 
Week of 2//13: HG and Tech training (owner: Jude/ Susan/ Amy) Training 
Mid February: Hard Copy Collateral available at stores - Brochures and Flyers (owner: Amy Jo Burke) 
Mid April - Submit AADE application 
Early May - Receive accreditation 

Sheila Manalo 
Jude Pierre Louis 

HIGHLY CONFIDENTIAL 
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Florida Diabetes Self Management Education 

a reimbursable, accredited DSME program to disrupt the current education delivery model to better meet the diverse needs of people with 
& differentiate WAG from the competition by innovating the patient experience. Core program design based on CME reimbursement rates for 
education. CMS reimburses newly diagnosed diabetes patients for 10 education hours in the first year and reimburses already diagnosed 
patients for 2 education hours annually. Stores where diabetes education program provided 

overall trend is positive due to the RPh instructors ability to continue the momentum of seeking and scheduling patients for DSME classes. We 
in Green status because weekly meetings are being held with RPh instructors to obtain learnings and progress from each PILOT locations. We 

to remain in Green status because have met our target date in submitting our AADE application and look forward to being officially accredited 
February. 

Status Trend= P-si'ih' Schedule 

Overall II] Schedule Original Plan 7/1/11 8/1 /11 

Scope Revised Date 7/1/11 8/1 /11 

Resources ~ Actual Date 

1. Week of 1/2: 
Redacted - Attorney Client Privileged 

'·-·T74 - Conference caffwifti-·M1cfiene·oaiifrlson·anifAffison·fhomas on fiife·clicare contract 
2. Week of 1/9: 

! Redacted - Attorney Client Privileged : 
'·-fin··::·Reici-·71h administrative-Rounds meeting witfrRPhTnsfr't:icTci'rs at PILOT locations. 

3. Week of 1/16: 
1/16 - Held Monthly FL DSME Project Leadership Conference Call 
1/18 - Held 8th administrative Rounds meeting with RPh instructors at PILOT locations 
Week of 1/16 - Prepare application 

4. Week of 1/23 
1/23 - Submitted all applications to AADE 
1/25 - Held 9th administrative Rounds meeting with RPh instructors at PILOT locations. 
1/25 - Held Initial Clin ical Rounds 
Week of 1/23 - Began receipt of example of CQI Process 

Early February: English Brochures wi ll be avai lable at stores 
Late January: Spanish training materials will be avai lable at select stores 
Early to Mid February: AADE Application approved 
Mid February : Bil l Commercial payers 
2/13: Monthly FL DSME Project Leadership Conference Call 
Early April: Bill Medicare 

Sheila Manalo 
Jude Pierre Louis 

HIGHLY CONFIDENTIAL 
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NaviGah:! 

the 2011 Medicare Part B (DTS) bid 

overal trend is positivie. The government has issued the national bid for DME products on 12/1/11. The RFP team initiated registration of the 
and secondary officers. Necessary forms can be submitted beginning January 30th, 2012. Pricing model is finalized and will undergo review 
with leadership prior to the senior management presentation. The project is currently in the green as we are anticipating the timely and 
competion of the RFP. We expect to stay in the green, as we have a working session with the RFP team for the online bid registration. In 
the team will review the documents from past bid submission and collect and submit new financial and other necessary documents in a 

manner. The team is agressively pursuing pricing strategy for all bid outcome scenarios and preparing for the efficient RFP response. Weekly 
meeting are in place to ensure timely collaboration and idea exchange. 

Status Trend = Unchanged Schedule 

Overall ~ Schedule Original Plan 

Scope Revised Date 

Resources ~ Actual Date 

None so far. 

Biweekly pricing group meetings to facilitate and solidify ideal pricing strategies for the bidding process. Weekly meetings help facilitate pricing and RFP response 
strategies. Bid Registration process. Pricing model application near completion. 

Pricing Model. Online registration. 

Jane Vaitaitis 
Ric Leonardi 
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NaviGah:! 

an IT focused process to integrate Walgreens 340B Complete system with Sentry Data Systems 340B Program. Walgreens provides an end-to-
solution that includes Walgreens contracted pharmacies. Sentry provides a revenue management system that specializes in patient eligibility and 

Sentry validates Walgreens prescriptions for 340B compliance, patients, and locations. Walgreens manages client direct contracts, billing, and 
Sentry. Identified Walgreens-Sentry shared clients are Ochsner (LA), Beth Israel (MA), St. Francis (IN), Stony Brook (NY), Marion General 

and Tourney Hospital (SC). 1/25 - Sentry projected additional clients in discussions with Karl Meehan, project executive sponsor 

overall trend is negative due to the project timeline development. The project is in overall yel low health status because Sentry temporari ly 
away from the project to evaluate resources, and the WAG EDI team reallocated resources. The project is moving forward with both groups 

fina lize the project timeline. The project can change to green status with the WAG-Sentry Collaboration team agreeing to a high level timeline, 
ide!ntifyir1g the critical path, and finalizing technical questions. 

Status Trend = Negative Schedule 

Overall IYJ Schedule Original Plan 11/15/11 12/2/11 2/7/12 2/27/12 

Scope Revised Date 1/6/12 3/20/11 4/13/12 

Resources ~ Actual Date 11/3/2011 

1. Project delivery dates dependent on both WAG & Sentry meeting negotiated timelines 
and project milestones. Need agreement on WAG-Sentry high level timeline and critical path. 

2. Walgreens EDI connectivity with Sentry dependent on approval from Walgreens IT Security. 
WAG EDI can submit request when Sentry provides details originally requested in December. 

3. Cardinal, McKesson, and Bergen create a customized sender return id that allows 
WAG to identify shared Sentry clients. Need vendors to implement within project timelines. 

4. Identify impact to project schedule from WAG EDI revised timel ine and Sentry stepping 
away from project. 

1. Sentry confirmed resources available to continue project on 1/25/12. 
2. WAG Functional Requirements document approved. 
3. Completed implementation for 3 interfaces - price file, settled reconciled data, and crosswalk file. 

Paul, John, Jeff, Sh ipra, Surendra , 2/10/2012 
Rohit, Vijay, and Lizbeth 

Jeff, Shipra, Paul, Rohit, Vijay, 1/27/12 
and Lizbeth 

Jeff, Shipra, Paul, Rohit, and Vijay 2/29/12 

John, Paul, Rohit, Jeff, Shipra, 1/31/12 
Surendra, Maria, Vijay, Madhuri, and 
Lizbeth 

4. Determined no impact to the project schedule from Sentry request to receive price file in the EDI 832 specification. CR3 & CR4. 

1. Schedu le WAG-Sentry collaboration team meeting fo r week of 1/30 to begin addressing open technical questions - using the Sentry API to access Sentry data, 
system accumulator reconcilation process, NCPDP D.0 interface, and file formats approval. 

2. Identify key hand-off dates (critical path) between Walgreens and Sentry. 
3. Complete interface implementation and testing by 2/29/12. 
4. Begin User Acceptance Testing (UAT) on 2/27/12. 

CR1 - Extend schedule for design as a result of late WAG-Sentry kick-off - Approved one week. 
CR2 - NCPDP D.0 format for WAG candidate prescriptions sent to Sentry -Approved 6 weeks. 

Lizbeth Gain 847-964-6747 

John Rickard 

HIGHLY CONFIDENTIAL 
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NaviCate 

Specialty Integration 

Process Walgreens Specialty Pharmacy dispenses through the existing Retail 340B-Complete application to identify dispenses eligible for 
Drug Process and to process those dispenses accordingly. This project requires tight coordination and communication with the 

::ipi:lc1<:1lty Pharmacy IT staff due to the EDI transactions that need to be processed and the Specialty Pharmacy system changes that need 

project's Overall health is Green. 
is no need to address the Overall health rating at this time. 

expect to stay in Green status because all CORE Team members have agreed the schedule is realistic and the milestones are achievable. 

Status Trend = Fn3itiV,} 

Overall 1w Schedule 

Scope 

Resources [lg 

Schedule 

Original Plan 

Revised Date 

Actual Date 

10/1 /11 12/30/11 3/31/12 4/30/12 

10/1 /11 1 /20/11 4/16/12 

10/1 /11 1 /20/11 

Business Owner (Larry Bursick) has left the company and a replacement has not been named. A John Rickord 
replacement is not critical at this time because direction has been set and the teams are progressing 
without issue. 

N/A 

Acco ~h~ts~:""'""'""'""'""'~~==""'==~~"'"""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""'""4 1. Larry Bursick's (Business Owner) last day with Walgreens was 1/12/12. 
2. Project Schedule was created and has been approved by the CORE Team. Expected date for 340B Specialty lntg. functionality to be available 4/2/12. 
3. Specialty Pharmacy IT team have begun coding/development of new functionality. 
4. 340B-Complete team is finalizing design by 1/27/12 and planning to begin development on 1/30/12. 
5. There are currently no critical issues. The team continues to resolve issues shortly after identification. 
6. Project SharePoint site is actively being used as focal point of project communication. 

1. 340B-Complete Functional Design Approved 
2. 340B-Complete Build Begins 
3. WSP Design Completed 
4. Interface Document Approved 
5. Start Test Environment Setup 
6. Start System Integration Testing 
7. System Integration Testing Completed 

Steve Kubisztal 84 7-964-8038 

TBD 
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Overall 

Scope 

Dynamite - New to Therapy ( NTT) 

of this project is to leverage the new campaign management tool, Unica, ( INTERACT) and OPV to identify patients real time for adherence 
co11sultat:ions, similar to the way Rx Advisor does today. Current systems do not allow for accurate identification of patients and have limited data 

Leveraging Unica for this purpose will allow us to create more complex rules, provide more robust reporting, and centralize all contacts 
from ,',algre,ens t1·1atany one patient is receiving. In order to accomplish this we need to build the link between Unica and OPV and the link from OPV to 

Rx Advisor will remain the user interface for the pharmacist and changes to Rx Advisor may be required to accommodate. This would 
involvement then from the IC+ team/ OPV and Rx IT to ensure that systems will be tested and accounted for in this new platform 

is trending positive as Phase O is our manual approach where the pharmacists will be able to access a list of NTT patients to 17 therapeutic classes 

Store Net and they will call those patients live to have the first consultation. The train ing launches today w ith a go live date of 1/10/12.This has been 

out. Phase 1 is now in progress. The overall Trend is yellow as there are system and environment issues that are being worked on. All teams 

in conjunction with component testing.The project is in Yellow health status because all components of technology are new and pending 

adaptabiilit11 arid familiar ity with one another .This is being closely monitored for any issues and risks throughout the project, we will review in testing if 

is a risk overall.We expect to stay in Yellow status and remain here Iii we encounter any outstanding issues or risks . The project is in yellow status 

to an open issue/ dependency on the OPV/Unica interface, which has resulted in schedule delays. The Design, Build, & Test phases are currently in 

and running in parallel. To improve the health rating, the Unica interface needs to be finalized and the Design & Build Phases need to be 

THe OPV-IRP regression testing needs to be completed by 2-8 in order for Bravo code to completed to keep us with regression testing. Team 

review overall timeline for these dependecies, along with the change request for buy outs and partial fills have pushed out the original date of 3-30 

~ Schedule 

Schedule 

Original Plan 11/1/11 12/1/11 1/10/12 3/30/2012 

~ Revised Date 11/30/11 12/1/11 

*Alpha Minor Regression Testing in IRP environment still not completed Rx IT-OPV and Unica 2/10/2012 

* System Testing between Unica and OPV has been delayed due to design/build issues with Interact 

campaign *Change Request for Buy Out and Partials needs to be accounted for as we cannot roll out 

without 

ts 
1 NTT Manual Approach has been approved and rolled out January 2012 

2. TR1/Tr2 environment set up with Unica and OPV 

3. OPV, Unica and RxHWT 95% complete with design 

4. Change management plan and communication plan completed 

2/8 I RP Environment to be completed and closed out 2/8 

2/20 Start of Integration Testing with all teams 

Marianna Vranicar 

Kristi Rudkin 

HIGHLY CONFIDENTIAL 
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e ransI ions ' Is an exIs mg program, curren yin pI o , arge e o a ress e nee s o re uce ospI a rea mIssIons ue o 
im,nrn,nAr and/or lack of use of medications. WellTransitions ™ v2.0 is intended to build on the success and learning from 

to continue to address the needs to reduce hospital readmissions while at the same time positioning Walgreens as a 
provider in the health care system delivery by demonstrating Walgreens ability and scale to provide healthcare service in 
to retail pharmacy. In summary, the scope of this project includes components of WellTransitions TM 1.0, ROI Calculator, 
workflow through electronic transmission, Risk-Sharing/Shared-Savings, Enhance disease-specific interventions: AMI, 

CAD COPD utilize Call Center Include Retail locations. 

overall trend is green. The business case was presented and approved by PNPC. RAC is scheduled for February. We are on track with the 
Research, all inputs are ready and LRW (market research vendor) have begun recruiting. We have finalized our partnerships strategy with 

Health and Skilled Nursing Facility. 

Status Trend = Unchanged Schedule 

Original Plan Overall II] Schedule 12/31/11 4/27/12 10/31/13 3/31/13 

Scope Revised Date 

Resources ~ Actual Date 12/31/11 

ar e eseac ma ena s ma Ize . 
2) Market Research firm (LRW) has begun recruiting for the director-level participants. 
3) Presented Business Case to PNPC and received unan imous approval. 
4) Finalized partnership strategy with Home Health agencies and Skilled Nursing Facilities. 
5) Parallel effort: Committed 14 clients/partners and final ized application for Innovation Challenge. 

Neanterm Milestonestoe11verables: 
1) Market Research 
2) RAC Presentation 

Susan Kovach 847-315-8135 
Joel Wright 847-315-2357 25 
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Initialing 

NaviGate 

aunc o en anc 
. ffordable solutions (Rx, other) for uninsured and under-insured customers at Walgreens. Key program attributes 

lude increased Rx discounts, risk-free membership, healthcare discounts (i.e. Take Care/ Immunizations, and customer enhancements 
luding web and mail services. 

Project status is green; project is progressing per schedule, with PSC 2.0 launch date of 5/1/2012. 
Team's focus is to maintain progress to baseline, which was finalized on 1/13/2012. 
We expect to remain in the green zone, as no critical issues or risks have been identified that have not been addressed. 

Status Trend = Unchanged Schedule 

Overall !IJ Schedule I] Original Plan 

Scope [ra] Resources [el Revised Dates 01/13/12 05/31/12 

Cost Actual Dates 01/13/12 

r r 
1. Project scope and schedule baselines finalized, 1/13/2012. 
2. PSC reduced price promotion launched on January 1 on very short notice; over 500,000 new enrollments. 

06/30/12 

r 
3. Decision reached on Duane Reade co-branding for PSC 2.0: Walgreens PSC card to be distributed nationwide, with two different card carriers -- 1) co-branded WAG­
Duane Reade carrier for New York area, and 2) WAG carrier for remainder of country. 
4. Marketing Activation Plan completed and approved. 
5. Market Manager survey completed; PSC 2.0 Computer-based training module design completed. 
6. All Technology application designs for PSC 2.0 complete; builds in progress. 

d, February. 
ets to effect integration, February-March. 

(847) 964-8755 

Business ownetNametPhone # (847) 964-8961 26 
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NaviGah:! 

Health Program Proof of Concept 

is testing a comprehensive travel health offering that would complement the transforming role of the community 
pham,ac:ist,s. This concept links the travel medicine consultation with the Walgreens immunization delivery infrastructure in select 

of Excellence for Immunizations (ICE) locations that offer the full array of CDC recommended vaccines. 

objective of this Proof of Concept (POC) is to test pharmacist-based consultations. Walgreens is the provider of immunizations, 
mE,di(:ation,s and OTC items/travel products for individuals and organizations that have received travel consultations. 

overall trend is green. The project is in green health status because we launched the Pharmacist-based consultation model POC in 6 stores in 
TX on 12/16/11. The project team is collecting best practices and key learnings to advance the initiative to a full pilot. The project expects 

stay in green status because the appropriate resources and PM tools are in place. 

Status Trend = '.'v<L n Schedule 

Overall i] Schedule Original Plan 8/31/11 10/31/11 6/30/12 7/31/12 

Scope Revised Date 

Resources [§] Actual Date 8/31/11 10/31/11 

(1) After 30 days, experienced vaccine lift (Hep A=200%, Polio=200%, Typhoid=400%, Yellow Fever=1200%) 
(2) Test consultations with store personnel - 5 per store x 6 stores 
(3) Rx Advisor Block approved 
(4) Working with Contracting on language to develop contract template for Sales 

HIGHLY CONFIDENTIAL 

- 2/21/12 
12 
finalized - 3/16/12 

Patty Haworth 
Joe Trznadel 

847-964-8047 
84 7-964-7 409 
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Sp ID Priority 

25 2 

43 1 

Track Owner Ni mesh Jhaveri 847-527-5564 

Program Manager Linda Chini 224-565-3315 

Bridge is the Pharmacy and Health Services component of the Well Experience. The objective is to move from a convenient provider of 
prescriptions and OTC products to a trusted partner who helps make healthy living an everyday experience. 

Market 

Chicago 

Program 

Title 

Health Guide 
positions 

Drive Thru 
Technology 

Description 

Open Health Guide 
positions in Chicago 
and Indy 

Indy stores are 
reporting 
phone/intercom issues 
in the drive thru. 
Majority of INDY stores 
that have gone live on 
Cisco phones have 
reported quality issues 
with drive-thru phone 
communication. This 
issue has also been 
consistently reported in 
the Chicago WE market, 
as well as, the FL and 
AZ POWER markets 
over the years. 
Problem is most likely 
the change to Cisco 
phones. 

Comments/ Impact/Next steps 

10/21 Update - HG hiring has been 
successful for a few locations - four 
open positions currently exist in 
Chicago 
Impact - poor sound quality in drive 
thru - received complaints by 
customers as well as employees. 

1/9 UPDATE: Store survey has been 
completed. Preliminary data has been 
distributed. Analysis phase will begin. 

Owner 

Karissa 
Warmack/Sue 
McGuinness 

Greg Michelini 

Open 
Date 
5/18/11 

9/7 

Target 
Date 
10/21/11 

-Rf3-±-
1/9 
For survey 

WAGMDL0097 4080 
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Track Owner Ni mesh Jhaveri 847-527-5564 

NaviGate 
Program Manager Linda Chini 224-565-3315 

95 2 Indy/Chi Pharmacy Workstations in the Impact - Staff has to reboot often or Bob Kessler/Lars 10/19 In 
cago Workstations Pharmacy are shutting not use the workstation- staff are Lucas/Greg progress 

shutting down with frequent creating non Bridge workflow Michelini 
down memory error messages workarounds. 

1/13 UPDATE: IT recommendation is 
to upgrade the workstations to HP6000 
with the Elmo VPR solution. Many of 
the current workstations are over 8 
years old . 

107 2 Program Digital IT-ESS has suspended Resources have been cut while Lars 12/9 3/31 
Displays the Enterprise Digital complexity is increasing. Until Lukas/Heather Hill 

Display initiative resolved, digital marketing will be 
indefinitely due to limited to a single "playlist" appropriate 
Austerity for all stores. No local customization. 

Working on long term solution with 
Digital Marketing task force. 

#29 Bridge 2/13/2012 Page 2 of 5 
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Track Owner Ni mesh Jhaveri 847-527-5564 

NaviGate 
Program Manager Linda Chini 224-565-3315 

112 Program New Store Many of the same Communications about the new stores ? 1/18 Need 
Information people supporting the are either late or missed. This creates owner 

remodels also support last minute crises and missed 
new WE stores. opportunities. In addition, many of the 
Information for new same people who work on the 
stores is not readily remodels also support the new stores -
available. th is information is needed in order to 

plan for resource deployment. 

The new store process needs to be 
updated to incorporate the WE. Need 
one person to own and communicate 
data to the WE team. 

Sp ID Priority Market Title Description Progress/ Comments Owner ID Date 
11 4 All Market Not receiving regulatory Linda Chini 8/4 

Markets Approval approval in market/state Redacted - Attorney Client Privileged 

95 4 All Next Gen Next Gen 1.0 has not been If Bridge does not work with Next Gen 1.0, Mike Smialek 10/26 
Markets 1.0 tested with Bridge Bridge will need to stay on Next Gen .5 -

lead time for this equipment is 12 weeks 
12/30 Update - QA is testing Next Gen 1.0 
with Bridge technology on IC+ release 65 is 
due to complete on 1/13. Risk still exists for 
new locations going live on R64. 

105 4 All CPO/PCC Can the PCC and CPO manage Nimesh met with Troy Mills and Rex Swords. Jill Helenbrook 2/6 
Markets capacity the anticipated volume Troy and Rex stated they can manage the Develop me 

increases for 2012 and beyond volume from a resource perspective for 2012 nt estimate 
- people and facilities (no need for a new 
facili in 2012 . The risk for 2012 is the 

#29 Bridge 2/13/2012 Page 3 of 5 
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Track Owner Ni mesh Jhaveri 847-527-5564 

NaviGate 
Program Manager Linda Chini 224-565-3315 

technology capabilities. Jill Helenbrook is 
creating a cost, time and resource estimate. 
Long term plan in progress. 

ID Market Title/ Description Owner Due Date Status 
01 Program Technology -Fast-track EMR rollout - delayed - critical issue discovered during Rick Kelly Hf14 Hf18 R 

pilot; pilot has resumed in one store. 1/13 UPDATE: Pilot will expand to 12f20H 
additional stores the week of 1/16; Romeoville, 75th & State, Buffalo Grove, & 2/29 
State & Randolph . Take Care Educator will be onsite for the new pilot stores. 

02 Chicago Services - My Diabetes Workshop- The amount of work required by the field in Jude Pierre-Louis/Susan ~ y 
January and February for ESI has caused a delay to rollout some of the services Heald 2/9/12 

03 Program Technology -Kiosk Usability improvements have been scoped for NextGen POS Joe Conlon 2-RO-H R 
Release 7.0 (February 2012) Update -Received POS implementation schedule and Next Gen 
this improvement has been slated for NextGen POS Release 8.0. 8.0 

04 Program Environment -Present all Bridge design revisions to the Design Review Board for Archana Dhruve ±f-1+ y 
final sign-off. Meeting rescheduled for 1/24 due to participant availability 1/24 

06 Indy Services -Hypoglycemia Awareness Partnership with Lilly -delay is due to Eli Lilly Melissa Farley/Brian 2f15f12 3/2 y 
le al team's turnaround of materials. Stewart/Susan Heald 1/12 

07 Indy Services -Clinical Services Health Guide- The amount of work required by the field Rina Shah/Jay 2f15f12 3/5 y 
in January and February for ESI has caused a delay to rollout some of the services Nadas/Susan Heald /12 

08 Indy/Chicago Services- American Heart Association Educational Sessions Susan Heald 2/15/12 G 

09 Indy Services -Sponsorship to Quit partnership with Glaxo Scott Minger/Susan Heald 3/3/12 G 

10 Program Operations - Nine new stores will open with a Bridge Pharmacy - Dates keep Susan Heald/Keith Voss Month of y 
changing - so we are told- we do not have a good method of getting accurate March 
and timely data for new store openings 

#29 Bridge 2/13/2012 Page 4 of 5 
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NaviGate 

11 Indy/Chicago 

12 Chicago 

13 Indy 

Program 

04 Program 

#29 Bridge 

HIGHLY CONFIDENTIAL 

Track Owner Ni mesh Jhaveri 847-527-5564 

Program Manager Linda Chini 224-565-3315 

Services -MTM Jay Nadas/Susan Heald 4/1/12 

Services -HIV Testing Glen Pietradoni/Susan 6/15/12 
Heald 

Services -Jenny Craig Scott Minger/Susan Heald 6/15/12 

Services -New to Therapy Rollout 
Environment -Completed layout diagrams/elevations for new stores 
Environment - All Bridge furniture has been assigned a WIC # and will be warehoused to prevent any future delays (as 
seen at State & Randolph and DC locations 
Environment - Bridge BOM document compiled; still awaiting detailed spec info from Sourcing on many items 

2/13/2012 

G 

G 

R 

1/6 

Page 5 of 5 
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NaviGah:! 

Craig Pilot 

expand our Health and Wellness offerings and enhance value added to new and existing customers by providing a save and cost effective Weight Management 
After rigorous due diligence, it was determined that by partnering with Jenny Craig, Walgreens will be able to quickly tap into this niche with low risks and low 

To test the effectiveness of this program, the program will pilot 5 Project 1 Stores in the Indianapolis area by 1/1/2012, followed by about 2 in the Chicago area. 
2 in Arizona by March 2012. The Goal of this program is to: 

a limited time ( 18 mos.) partnership with Jenny Craig for a weight loss program pilot that will be launched to 7 stores 
Select Well Experience stores in Indianapolis. Arizona and the Chicago area based on demographics such as income level, weigh loss demand and distance to the 

Build out space to meet Jenny Craig's recommended layout 
Send drawing of Jenny Craig's components to Premier to manufacture and ship equipment at least one week prior to the pilot launch 
Line up Jenny Craig's consultants for conducting weight loss program 
Provide basic cross training to Walgreens employees and Jenny Craig's employees 
Update our official company website to announce Jenny Craig's program ( Nice to have) 
Update online components to make Jenny Craig products available via ecommerce (Nice to have) 
Set up phone integration & update Interactive Voice Response to prompt Jenny Craig extension 
Provide the necessary advertising and promotional plan as defined in the Marketing activation plan 

Launch 
Understand consumer acceptance for joining a weight loss program offered at Walgreens 
Determine influencers for consumers to join a weight loss program 
Understand type of consumers who will participate i.e. healthy, chronically ill, men, etc. 
Determine product offering for those with chronic conditions 
Create KPI and metrics to determine whether to continue partnership 

Phase II 
Continue to investigate building a proprietary weight loss program with Hopkins 
Determine to rollout private brand or rollout Jenny Craig chain wide 

overall Trend is unchanged. The project is Yellow health status because revision to the business agreement has been made by WAG though review of document with Jenny Craig has 
be scheduled. We expect to return in a Green status once the business agreement is signed and timelines are agreed among all parties. 

Status Trend = Unchanged 

Overall [YJ Schedule II 
Scope ~ 

Resources ~ 

Schedule 

Original Plan 

Revised Date 

Actual Date 

Business Release (BR) 1 

~""thtsplac tsoolooge,,.ltd 

Semi rivate wei ht -in area: Jenny Craig needs to have a semi private area 
for weight-in/BM I measurement. Our stores may not accommodate this 
additional square footage. 
Pro·ect Priorit : Determine the priority/urgency of this project and timeline 
to turn around the business agreement. Sti!I little progress has been made 
on the business agreement. 
Communication: Market VP/Sr Managers and Well Experience Stakeholders 
are not aware of this initiative causing new services to being introduced to the 
stores currently selected to house Jenny Craig. This creates contest with the 
Health Corner area. 
Store Selection: Issue with store #3231 - Soffit is under 7'6" causing misfit 
with the cooler- Gondola Issues with stores #5753, #6455 

Scott Minger: To determine where the weight-in area will be located ( part of the business 
agreement negotiation) - ( This is on hold and it will be addressed during the business 
agreement red lines if needed) 
Scott Minger: To determine timelines and urgency for this project 

Issue 
brought to Heather Hugh's attention. She will discuss with Susan Heald 

Design Board Review decision: This meeting cannot be scheduled until the BA is signed and 
it is presented to the Committee Board Review for approval and funding 

January 17th: On-boarded newly assigned PM (Sheila Manalo). Held brief conference call with Business Owner to introduce PM. 
January 19th - Held PM introduction between WAG PM (Sheila Manalo) and JC PM (Alphan Turkeli) 
WAG Business Team reviewed and redlined the Business Agreement. Scheduled conference call with Jenny Craig on February 10th to discuss high-lights of the Business Agreement. 

Neanterm Milestonestoe11verables: 
February 10: Conference Call to discuss high-light of Business Agreement with Jenny Craig 
Mid February: Provide Jenny Craig copy of WAG reviewed and redlined Business Agreement 
Late February: Face to face meeting with Jenny Craig to review Business Agreement 
Late Febraruary: Develop PM tools/ templates necessary to organize JC program. Revise timeline post Business Agreement approval from both sides. 

Sheila Manalo 84 7-315-8244 
Scott Minger 

PMO 
fi"ftjj!i#;t# 30 
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NaviGate 

Day will continue to deliver growth for Walgreens to ensure we retain and grow our chronic patient population 

o ume Is up vs. u gete growl o o variance: -
Incorporating loss of ESI business, re-forecasted volume is about 156 million adjusted Rx's vs. original forecast of 168 million adjusted (excluding 

wc)rki,ites and Duane Reade) . 
Turning off proactive brand conversion has slowed growth in brand 90 Day scripts, which protects the GP, but negatively impacts 90-Day numbers. 

growth of 13.3% in November versus generic growth of 37.6%. 
In the first month of selling generic Lipitor (Atorvastatin), generic utilization was approximately 65% and an approximate $100/G.P. per 90 Day 

Heavy B2C campaign, including TV commercial with PSC tag line began airing in January. 

Status Trend = >•.<.i\x Schedule 

Overall [§] Schedule Original Plan 12/15/10 10/1/11 

Scope Revised Date 

Resources [g] Actual Date 

■ Novartis - Manufacture shortages for Diovan. 
■ Significant WHI losses by Catalyst 
■ Impact of ESI/Medco merger 
■ Additional access to new lives needed from Sales to grow incremental business. 

Operations: 
Focusing on: 
1) Underperforming markets 
2) Duane Reade 
3) Driving Diovan penetration 
4) Converting Lipitor (Atorvastatin) patients to 90 Day generic. 
Pharma: 
■ Pharma is actively pursuing additional brand programs. 

2013 

Mike Suwalski 
Ryan Sekula 
Mike Suwalski 
Ryan Sekula 

In progress 
In progress 
In progress 
In progress 

■ Contract signed with Novartis for a rebate based model to improve 90 Day on select products. Pressuring Novartis to improve Diovan supply 

N 
FY12Q2: 
1. Continue operations campaign in underperforming markets. 
Release 64 goes live. 
consumer marketing campaign, inluding television. 
Push campaign for Operations to continue to drive 90 Day. 
leadership to implement Go90 campaign . 

r---
Jane Vaitaitis 

John Heid 

HIGHLY CONFIDENTIAL 

(847)961-8031 

(84 7)964-8272 

2. 
3. Begin B2C 

4. Implement Big 
5. Work with Duane Reade 

PMO 
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N,wiGatc 

Reach Kiosk Technology Proof of Concept (POC) 

Objective: To increase accessibility and consumer convenience in Rx dispensing in a cost effective manner while maintaining the benefits of 
tac:e-t,o-t,,ce Rx interaction/engagement with customers, 

(POC) Objectives: 
Test consumer acceptance of the kiosk dispensing experience in corporate, client, hospital and retail settings, 
Measure selected cost assumptions within different operating environments, 
Ensure the effectiveness and accuracy of the Pharma Trust MedCenter and Asteres ScriptCenter kiosk dispensing technology, 

Establish Walgreen lab equipped with both partner's kiosks for development and testing for POC and subsequent releases, 
Deploy 6 MedCenter and 7 ScriptCenter kiosks as POC in diverse environments (ESG, HSSG and Retail) in FY12/FY13, 
Develop scalable, enterprise solution in parallel with POC period, 

overall program trend turned POSITIVE this month moving to YELLOW from RED due to the progress made on technology and security issues, 
program health status YELLOW from RED with the increased focus of partners and WAG to prioritize deliverables and solidify a revised integrated plan for POC, 
program is expected to remain at YELLOW for an additional month as the team keeps close watch on performance to plan and progress in key areas to achieve 

target delivery dates, 

program is on close watch to keep the momentum going on development and deployment 

F<:i~~Wv::_: Schedule 

Overall [ff[] Schedule Ill Overall EB Schedule Ill Original Plan 1/14/10 6/30/11 8/31/12 11/30/13 

Scope EiS1 Scope [Kl Revised Date 11/30/11 2/29/12 

Resources EiS1 Resources [Kl Actual Date 

- Technology: PHWT resource constraints still remain as well as clarity on QA/BA deliverables for both kiosks, Bandwidth in Lab is Suzzette Jaskowiak 
insufficient to support the MedCenter, Economic alternatives being pursued for Lab as well as additional investigation for field 
deployments, The Technology work stream remains RED for internal and external reasons with impact on other work streams, 

Redacted - Attorney Client Privileged MichaelSimko 

- Partner Relationship: Pharma Trust has realigned internally to focus on July '12 POC for non-pill counting, Activity in last month 
has been positive but remains RED until replan completed, Asteres team continues to work through PCI compliance and security John Heid/Barb Stec 
audit 

- Security: Security review and assessment remains outstanding with more than 50% items open for each partner, Asteres review 
in progress pending PHWT design information, Completion of Security audits escalated with PHWT PM to close so an risk Suzzette Jaskowiak 
assessment can be made and any modifications made, 

ent finalized, 
Pharma Trust kiosk performance issues, 

Barb Stec, Overall PM, 847,914,2076 

John Heid, 480,752,5217 

HIGHLY CONFIDENTIAL 

PharmaTrust, WAG 
Greg Kunstman, John Heid, Barb Stec 
Gary Jensen, Adam Kaplan 

Adam Kaplan, PHWT Project Manager 

Replan 

Oct 2fr11 •> Dec 2011->Feb 2012 

Nov 2011· > Feb 2012 

Oct 2011 ·> Feb 2012 

Nov 201 H,Mar 2012 

32 
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Rebalancing 

initial phase of Project Rebalancing will include: 
. Design the "New to Therapy-Support"experience 
Design the "New to Therapy-Support" adjunct support touch points to surround the New to Therapy program 
Pilot "New to Therapy-Support" experience in march in Indianapolis Market 
Launch the "New to Therapy-Support" experience nationally in FY 2013 

scope of the project is evolving . Scope is final stage of approval pending approval of health content vendor. Scope has expanded to include 4 
classes: Diabetes. Cholesterol, SSN I, SRNI. 

Status Trend= Unchanged Initiate phase 

Schedule 

Overall !§JJ Schedule L1d Original Plan 
12i20/11 2/29/12 

Scope !§] Revised Date 
12i20/11 2/10/12 

Resources !§] Actual Date 

Time available to design and implement pilot based on scope. 
Addition of 3 drug classes altering scope and proposed support experience 
Reviewing Health Content for use pilot. This vendor will need to go thru IT security review if selected 
UNICA ability to delivery NTT required functionality by 3/3/12 

(1) Finalized components encompassing the project 
(2) Process flow final ized 
(3) IT areas (OPV, Rx IT, Unica, ESS and E-Commerce) fully engaged in project 
(4) Content associated with Communication materials initial draft completed 
(5) BRD delivered 
(6) E-Commerce delivery dates confirmed 
(7) IT resources allocated (UNICA, E-Commerce, OPV, Rx IT) 

IT Inception meeting completed - SWAG dates to be provided 
Approved Project Charter 
Approve IT Architecture Flow 
Decision on Health Content Vendor 

Paul Roman 

Sue Ewing & Jamie Vortherms 
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3/15i12 4/30/12 

3/1i12 4/19/12 

Sue Ewing 
Jamie Vortherms 

847.964.6071 

Unknown 

PMO 
Rt&J!mt; 33 

WAGMDL0097 4088 



P-25748_00059

Start filling your 
prescript ions 
at Walgreens today, 

See back for details, 
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to switch an your 
prescriptions to Walgreens 

Time-saving services 

<if Tho most 24 hour' ancl clr'i've thru 
r·-,;·,c,,r,·,c,r,,D,~ naticnvvide 

Healthcare expertise 
* C?.uiciance on insun:1nce benefits 

anc1 ntrvacticns 

Switching is easy 

visit Wa!gmomu:::om/switcfmow. 
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Health & Wellness Initiatives Team 
Walgreen Co 
200 Wilmot Rd MS 2194 
Deerfield 11 60015 

Date: Feb 13th, 2012 
Subject: Health and Wellness Update 

Detailing - cross function team working on direction and store level execution 
pieces. 

1. Centralize all current material from Storenet into a single page 
2. Develop a road map for end state capabilities 
3. Messaging to launch to the field explaining current processes and end state 
4. Basic training delivered (How to set up meetings, who to meet with, what to 

do and what constitutes success. 
5. Develop targeted detailing programs 

Bonus Target Communication 
1. Will go out this week that targets will be in IMPROvE in RYG format 
2. Store Opportunity Scorecard will have IMPROvE numbers to highlight when 

transitions go between Yellow and Green. 

Suggestive Sell - Rx (Sample in attachments) 
1. Goal - Convert FOS patients to pharmacy patients through interaction with 

FOS employees 
2. Timing - 8M buckslips arriving in Sign Pack 9 during the week of 2/29 

a. All stores will receive 1000 slips each 
b. Instructions are to hand out the slips during the month of March 
c. This will be followed in April with a buck slip offering a $25 coupon 

for transferring 
3. Store Direction - Management and FOS employee engagement in the aisles 

Delivery-

a. Layer onto suggestive sell program during timeframes when the 
store isn't too busy 

b. Not meant to be a bag stuffer without a conversation 

1. Bringing together a cross functional team for solutions in this area. 
2. Bedside Delivery -

a. Need to sync up lists of health systems we are approaching with HSSG team. 
b. What are you currently charging teams to gain in this area? 

New Years Eve Hours 
• Finance is recommending closing at 7pm from a profitability view. 
• Sanjay will be bringing the Pharmacy Services strategy points to discuss. 

TransferSafe - Review of Pharmacy Services Document and Discussion 

Atorvastatin Conversions - Lagging behind competition on this conversion.' 
• Data Points distributed by Suzanne on Friday. 
• What else is needed to drive this? 

HIGHLY CONFIDENTIAL 

WALGREENS - HEALTH & WELLNESS INITIATIVES 

IDENTIFIED AS CONFIDENTIAL BY WALGREENS 
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Health & Wellness Initiatives Team 
Walgreen Co 
200 Wilmot Rd MS 2194 
Deerfield 11 60015 

Weekly Atorvastatin Conversion% 

1 

Other Attachments 

4 $ 

'.\teek 

a. Starfish Update - Hub/Spoke Pilot for high dollar and specia lty items 
b. January Monthly Combo Report - Pharmacy 

l.l 

c. Bioscript Handout-Attached covering the guid ing principles to the acquisition. 
d. STAR Buckslip- FOS Detailing 
e. TransferSafe Discussion Document 

Upcoming Meetings 
1. PNPC 

a. Project Reach - Kiosk technology 
b. Project Rebalancing - Pilot patient multichannel experience (Indy) 

2. Walgreens Leadersh ip Academy Next Week 

HIGHLY CONFIDENTIAL 
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Date: Febrnary 24, 2012 
To: Operations & Community Management 
From: Roberto Valencia 
Subject: Weekly Status Report 

February Private Brand Employee Contest- UPDATE (3rd week) 
• The stores that have the greatest "penetration" % increase in PB Health and Wellness sales over same 

period LY will win prize (see prize structure from 1/13 Status) 
• Penetration is defined as the "percent of sales that come from private brand (Health and Wellness)" 

o Example: If Private Brand penetration is 20% that means out of every $100 of sales, $20 of sales 
were private brand (Health and Wellness) items. 

• Chain u1}!;rt:t;us and W-brand Health and Wellness Penetration: TY 31 ch:m~:e 1.0% 

0 Top Stores by COVP region as of February 1 

Store District TY LY 
COVP Nhr Nhr District Name Market VP Name pent Pent Variance 

ASHWORTH 9955 293 MODESTO BILL HOSE 37.2% 30.9% 6.3% 

ASHWORTH 3767 205 PHOENIX SOUTHEAST BARRY ZINS 35.6% 30.2% 5.5% 

ASHWORTH 4997 56 SAN JOSE BILL HOSE 32.0% 26.6% 5.4% 

BADGLEY 7692 118 ST LOUIS NORTH SCOTT HA YNES 32.4% 23.6% 8.8% 

BADGLEY 11994 267 CHATTANOOGA CONNIE LATTA 36.7% 29.5% 7.2% 

BADGLEY 2797 190 INDIANAPOLIS EAST CHRIS WHELAN 36.3% 29.7% 6.6% 

FOLEY 10253 245 CHARLOTTE WEST DANAPSOMAS 35.5% 26.4% 9.1% 

FOLEY 9273 282 GREENVILLE DANAPSOMAS 41.3% 33.0% 8.2% 

FOLEY 11362 261 COLUMBIA WEST DANAPSOMAS 40 9% 32 8% 81% 
3ERNARD 

2928 109 ORLANDO WEST MARLIN HUTCHENS 29.9% 17.1% 12.8% 

3ERNARD 10312 214 MOBILE KIM TREECE 31.2% 22.4% 8.8% 

3ERNARD 11450 195 BIRMINGHAM NORTH STEVE JOHNSON 38.4% 30.6% 7.8% 

• Plaque for the winners- Dimensions are 7" x 9"; store#, city and state will be included 
o GRAND PRIZE (1) will read: TOP STORE IN CHAIN 
o FIRST PLACE PRIZES (4) will read: TOP STORE IN OPERATION 
o SECOND PLACE PRIZE (29) will read: TOP STORE IN MARKET 

• E prize will deliver the plaque and prize(s) to the MVP(s) to deliver to the winning store(s) 
• The plaque should be placed in an area of the store for all team members to see (i.e. breakroom, office, etc.) 

WAGMDL0097 4093 
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I 

Nice! Brand Soda 
• Nice! 4pk and 2L soda will be offered on DM Group 8-5 
• Group will be sent to the DM's on 2/20 and is due to return on 2/28/2012 
• Margins on Nice! 2L and 4pks are over 25% vs. branded margins of 0% when on ad 
• The group will have a forecast of 60 days 
• Please Note: These items are only offered on DM Group 
• Recommended to be displayed on an endstand with Nice! Snack/Nut items. 

Authorized Distributions of DC Cleanout Merchandise- UPDATE 
• Supply chain created authorized distributions of selected discontinued or excess items in DC' s to push 

product to stores 
• Some distributions were made in error (Milky Way Snack Size) and others sent excessive quantities of 

merchandise to a small group of stores. 
• Supply Chain has identified at least 9 items (below) that were done incorrectly. They are creating store call­

ins on the excess merchandise. 
o DC requested only original FULL CASE ONLY will be accepted 
o We shipped the stores open stock and the DC WILL take the product back (out offull case) 

■ The labor the DC would incur is LESS than the store's holding cost 
• Additional items are being authorized as DC cleanout to reduce DC inventory and create sales. Most or all 

distributions billed at full cost and retail. 

502351 MCGRAW SOUTHERN BLEND 1.7OZ EDTS X 2/8/2012 $ 18.80 302 3,739 $70,293 16.0 18 return to DC and redistribute 

449799 BABY PHAT LOVE ME EDT CLAMSHELL 1oz 2/8/2012 $ 17.35 219 704 $12,214 3.3 4 return to DC and redistribute 

496856 FAITH HILL 1.7OZ EDTS X 2/8/2012 $ 18.80 294 4,700 $88,360 19.9 20 return to DC and redistribute 

471462 J/SIMPSON FANCY W EDP lOZ 2/8/2012 $ 13.50 280 5,405 $72,968 24.1 30 return to DC and redistribute 

478274 B. SPEARS CIRCUS EDP 1oz SPX 2/8/2012 $ 19.29 543 2,490 $48,032 5.7 6 return to DC and redistribute 

502552 USHER UR SHE EDP LOS lOZ X 2/8/2012 $ 15.00 533 1,675 $25,125 4.0 4 return to DC and redistribute 

507925 GIORGIO BLUE EDT SP l.7OZ 2/8/2012 $ 22.00 516 3,276 $72,072 8.0 8 return to DC and redistribute 

452604 WALG DIGITAL THERM 8 SEC MULTI-TIP PK 2/15/2012 $ 7.59 811 232 $1,761 1.5 12 return to DC and redistribute 

202548 MILKY WAY FUN SIZE 11.24OZ 2/8/2012 $ 2.54 7233 131,581 $334,216 20.3 80 Allow Stores to return excess to DC 

$725,041 

March 4 Roto Ad 
• Front Page 

WAGMDL0097 4094 
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• Back Page 
o Colgate FARR offer: mistake in the Roto Ad- Max Fresh is not supported in the promotion (will 

not be available in stores until March 16) 
■ Ad apology will be sent to the stores 

o Colgate Total 4oz varieties will be FARR (6 sku's) 

African American Initiatives- Diversity Group (Gleatha Glispie) 
• "Walgreens Celebrates Black Heritage All Year Long" chain wide promotion 2/26-3/17 

o Spend $20 on African American produced products receive a $5 register reward coupon 
o Not represented in the roto ad or any other in-store marketing elements 
o List of participating items was sent to the stores via a COMP ASS communication on Friday 2/24. 
o There will be an article on the promotion in the Chicago and Memphis Def ender newspapers on 

2/29/12 and 3/1/12. 
o The Andre Guichard Art Canvas Bag from February 2011 (WIC# 447463) is part the promotion­

still have 45K units on hand. Cost: $6.00; Retail: 2/$15 

Inventory On Hand Smnmary 

?Ul 40000,N7463 

?L'{ Deicri··kn, Afl.'f ICON CANVAS RAG ,A.ST PPR 
Tota! .Ste,,·,; k-,,,,<o, .. ,., 4.5176 

o Store Operations was informed of this promotion the week February 20. 

• Select stores receiving Cerese D MLK bracelet 
o To support Black Heritage, 56 stores will receive an African American (Cerese D) produced MLK 

bracelet (Chicago and Memphis) 
o Quantities range from 8-30 per store; Cost: $12.00; Retail: $19.99 GP: 40% 
o The bracelets arrived to the selected stores via UPS or FedEx by Saturday, 2/26/12. 
o Included in the "Walgreens Celebrates Black Heritage All Year Long" promotion 2/26-3/17 
o Store Operations was informed the week of February 20 

WAGMDL0097 4095 
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3/10 Saturdate- Olay Regenerist and Covergirl Eye/Lip 
• P&G Brand Saver FSI 3/4/12: Buy $50, Get $15 National Rebate with a $5 FSI for Olay and $1 FSI 

for Cover Girl 
• Olay Regenerist: $21.99- buy $40, Get $10 Register Rewards; Projections: $450K, 18K-22K units 
• Top 5 items for Olay Regenerist- 26 weeks ending 2/18 

OLAY REG MICRO SCULPTNG CRM 1. 7OZ $ 1,903,644 72,805 
OLAY REGEN WRNKL REV COMPLX 1.7OZ $ 1,066,726 39,800 

658593 OLAY REG NIGHT RECOVERY l.7OZ X $ 1,025,862 46,049 
705 88 O/OLA Y REGENERIST CREAM 1.7ZX $ 887,888 39,830 
646742 OLAY DAILY REG CLEANSER 5OZ $ 719,864 107,950 

o Store Level inventory on-hand report for 555789 Olay Reg Micro Sculpting Cream 1. 7oz 
Inventory On Hand Summary 
ln=-.::e:Bt::Y'~/ lr:/:::.t:1:;stii:::,t: ;::;.s Of :.:~..s-t.e: 22:vFEBvl2 
,,_, .. , '·•bmt,.e,·; 400JHlS5S'lS9 

!'U1 Cecci;>bc"'' OLAY Rl:G MICRO SC!JlPTtHl S:RM 1,70.Z 
r:::t;s: sti::::r>z 1::,:B:::t)::::r·/= 4sugcs 

573,624 
318,245 
316,871 
259,113 
200,265 

• Cover Girl: BOGO 50% March Megasaver & Ads 2/26, 3/4, 3/18; Projections: $500, 60k-75k units 
o Peer groups that have the highest % of sales of Covergirl Eye/lip items last 26 weeks ending 2/18 

219 A vginc( 40-60K), Wht(>80% ),Midwest 
410 Highinc (>80K), Wht(>80%) 
214 A vginc( 40-60K), Wht(>80% ),Southeast 

. . 
spnng1n beauty. 
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3/24 Saturdate: Garnier Ultra lift and Maybelline Eye/Lip 
• Gamier Ultra lift and Maybelline Eye/Lip- BOGO 50% 
• Garnier Ultrn lift Skin Care projections: $200K, 19K units 
• Garnier Ultra lift items 2 1L1..,u ... ,- 26 weeks 2/18 

$ 
441270 GARNR ULT LFT INTNS DP WRNK l.6OZ 423,741 

$ 
422513 GARNIER ULT/LFT 2Nl W/R S&M l.7OZ 182,757 

27,400 

11,555 

o Store level inventorv for 441270 GARNR ULT LFT INTNS DP WRNK 1.6OZ 
Inventory On ·uand Summ<1ry 

::,t2:-f-'"EB·12 

C,!: ~ :?, 

·:.:: 9, 

s:., 2{i 

o Store level inventory for 422513 GARNIER ULT/LFT 2Nl W/R S&M 1.7OZ 
Inventory On Hand Summary 
~1:>·f:r:f•::.::.,,-. : :·<fc:-r:-: :-:!: ·~•.::- ~.s :·::,f :::: :":!~: 12:· f'ES·· 12 
;-u...: %..:t:',,r,-e,-: 40000422513 

;-u~ :),e:;:,::<;.::,:::::: .. :~,: 6ARtilER ULT/lfT 2N.1 '.fl/R S:&M .1.70Z 

• Maybelline Projections: $375K, 45K units 

164,838 

80,385 

o Peer groups that have the highest % of sales of Maybelline eye/face: last 26 weeks ending 2/18 
219 A vglnc( 40-60K), Wht(>80% ),Midwest 

HIGHLY CONFIDENTIAL 

410 Highlnc(>80K), Wht(>80%) 
319 Abv A vglnc( 60-80K), Wht(>80% ),Midwest 

Beauty . .,,. 
every step 
of the way 
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Papyrus Greeting Cards Test- Valentine's Day Results 
• Papyrus cards (American Greetings) were tested in 882 stores for Valentine's Day- several markets 
• The cards were merchandised in a floor spinner near the seasonal aisle or the Hallmark aisle 
• Papyrus cards average retail was $6.05 (50% GP); The test resulted in $439K sales 
• Sell thru was only 27%- average of 80 cards/store (initial fill of 360 cards was too deep) 
• Approx. 62 stores had a sell thru greater than 50% 
• The cards were 100% guaranteed and have been picked up by the vendor 
• Merchandising is working with Papyrus to improve the Mother's Day test (approx. 900 stores) 

Hallmark Greeter Program- Valentine's Day Results 
• 1800 stores were selected to pilot a "Hallmark Greeter" February 13-14 for 4 hours each day 
• Purpose of the program was to support our customer's needs and support sales of Hallmark products 
• "Preliminary" results are positive- detailed results are being finalized 

In-store florist "Pilot" Results- 9 stores 
• Sales: $2,000 ($222/store) - There was no cost to WAG; all labor and product was 100% supplier funded. 
• Key learning's: 

o There is an opportunity to provide a simplified offer (i.e. less options for the customer) 
o Need to focus on taking our existing bouquets from the shipper(s) and arranging in a vase vs. 

building custom bouquets 
o Need to develop opportunities to "bundle" offers (i.e. "Chocolates, wine and flowers") 
o Need to pre-communicate the offer to customers via in-store marketing elements 
o Need drip bags and carry out boxes for vases 
o Need an improved "working station" vs. the cardboard table that was used. 

• Merchandising will continue to refine the program for the future- working with key store and District Mgrs. 

Helium Balloon Valentine's Day Sales 

• Balloons are purchased from Progressive, not Hallmark-we send seasons out on group 

• Vendor shipped almost $5M of combined balloons and balloon gifts in December 2011 

• Challenging to determine current store on-hands due to the balloons being DSD items 

• Valentine's Day accounts for almost 50% of our annual helium balloon sales. 

• Helium balloon sales (last 52, 26, 13 and 4 weeks ending 2/18)-

TY LY 
TY LY % % SALES SALES % 

SALES$ SALES$ CHG CHG TYGP$ LYGP$ CHG CHG UNITS UNITS CHG CHG 

LAST 52 

WKS 4,740,156 3,940,093 $ 800,063 20.3% $2,687,331 $2,230,596 456,736 20.5% 1,080,453 927,674 152,779 16.5% 

LAST 26 

WKS 2,743,494 2,838,571 $ (95,076) -3.3~/o $1,560,946 $1,594,410 (33,463) -2.1% 613,098 617,074 (3,976) -0.6~/o 

LAST 13 

WKS 2,621,288 2,754,903 $(]33,615) -4.9% $1,496,654 $1,549,772 (53,119) -3.4% 566,225 578,112 (ll,887) -2.1% 
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Date: 02/20/2012 
To: Mark Wagner, Richard Ashworth, John Foley, Lisa Badgley, Charles Bernard, Roberto Valencia, Rick Gates, Wayne Orvis 
From: Roxanne Flanagan 
Subject: Weekly Status 

Vendor Invoice USPS to Danville 
Anticipated pilot-Still gathering requirements but targeting end of February/beginning of March pilot. 

• 35 store pilot will begin on March 6 and run for 4 weeks. Stores are scattered across the country to see how long it takes for 
USPS deliveries to reach Danville. 

• Stores will send invoices to Danville using the prepaid envelopes. USPS will pick them up from the along with the coupon 
envelopes. 

• Estimated chainwide late spring. 

Illinois Lotterv 
Anticipated completion of20 stores for March 2012 
Risk-Target date dependent on construction, remerchandising, MVP/DM approval, equipment delivery 

• Development meeting this week to lay out SOP and training plan with anticipated delivery to stores and district leadership by 
end of February 

On Shelf Availability (OSA) Task Force 
• RGIS will audit all depts (with few exceptions) in 50 stores across the country for "outs." 
• DMs will be informed about audits but will not be told which store(s) or when the audit will be conducted, only that there 

will be an audit in the next 30 days. 
• Once data collected from audits, analytics will be done on items to determine order history, warehouse status, insufficient 

stock, store on-hands, order adjustments, etc. 

Floor Planning Express (FPE) 
Anticipated Completion Date: WAG done, DR complete April 

• Confirmed DR training plan with Jeff Koziel, Roberto Chavoya, and Greg Calvano. 
o Ops and PD team developing webinar for DMs and OPTs 

• Walgreen Update: Sent out Compass task to complete floor plan by 3/5/12 if not done yet. 

Stockroom Safety - Continuous Improvement 
• Goal of project: Reduce total injuries from falls and material handling activities by 50% by FY13 ($1 lMM). 
• Pilot Plan: 90 days (3/26/12 thru 6/23/12), 3 distTicts > D21 l, Atlanta East, Dl31, Milwaukee West, and D4 Chicago North 

Sub 
• Pilot data to collect: Injury rate (pre vs. post pilot) and Safety check (pre vs. post pilot) 

Outs/Order Review KPI 
• The Outs/Order Review KPI will be disabled from pilot stores on Feb 21 
• Ops and Inventory team reviewed current state and determined that info was not as actionable as intended. 

Kronos Time Keeping 
Anticipated completion Chainwide June 9, 2012 

• Next Group: Connecticut 2/18, Phoenix 2/25, Dallas 3/10 

IMPROvE Project 
Bonus 

• Kicker bonus for Avg 90 Day Adjusted Script count will be shown by the red (no bonus), yellow (half bonus), and green (full 
bonus) box around the scorecard's current ytd actual. 

Scorecard 
Status Green 

• ESI impact plan for scorecard: 
o IMPROvE loaded the new targets for Ave 90 Day Adjusted Script, FE Sales and IACC. Created a report with the target 

values for district, market or operation target. Finance validated the expected values. 
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o Once COVPs confirm new targets, will begin the process of creating Jan scorecard. 

Next Gen POS Rollout update 
Anticipated Completion Date: 9/1/12 

• Week 31 of rollout: 1836 stores on Next Gen as of 2/l 7ofwhich 1220 on NG 1.0. 

Next Gen Release Update 
Release 7.0 
Anticipated Completion Date - Pilot 2/7, Chainwide 3/7 

• Expanded Refund-Phase 1 
■ Expanded Pilot for NG stores 2/20, Pilot for 4690 stores same week. 
■ Training documentation completed for NG. PD working on 4690 training doc. 

New Scheduling Svstem 
• TimeLine 

o Pre pilot: 2- stores August 
o Pre pilot phase 2: 18 stores, September 
o Pilot: 3 Communities October or January 
o RX Pilot: March 
o Expanded SS pilot: March 
o Begin Chain rollout: April/ May 2013- August 2014 (length due to dependency on IE8) 

Replenishment Carts 
• Communication for all MVPS/DM's regarding rollout will go out on Monday 

COMPASS 
Workload Watch- example 
• 2/25 Ad Tag Count 5648. 22 Hours Labor (14 seconds to print and hang) 

Training 
• Store Training for Recurring and Editing a project will be communicated via a NYCU on 3/19 for the 3/20 release. This 

information will also be added to the OPT Release W ebinar at the end of March. 

Community Leader 
Community Chat topic 
• We modified the process in which we were sharing pictures with CLs. The current process was that we have one account and we 

gave the usemame and password to all the CLs for access. The new way allows us to keep the current account and add a "group 
room". For the group room, we are able to send invitations with a passcode for CLs to join. 

The group room has been created 
■ Will will sign up Mark and the COVPs and Mark Wand then give them the log in info 

Address: htti:i:i/1lhoto2.ow;1lg1't:e1is.c:orn,igrour1sic:on:tmumityleaders/()lsc:c"SYE,·.,,n,,,---, 
Room code: lcommunity 

Time clock survey 
• Topic is PSC benefits. 
• Questions will run Feb. 20-29. 

Compliance 
Connecticut Sick Time Accrual 

• Last fall, the state of Connecticut passed new legislation to require employers to allow new employees to accrue sick 
hours/time. 

• This is a benefit for non-tenured employees, however one tenured- Walgreen sick leave benefits are much more robust. 

• The necessary system enhancements are in place to support the proper accrual of the sick time, and the benefits are currently 
being accrued for those team members that qualify. 

• The Sick Leave policy for CT is being updated by Employee Records and once complete a Compass project will be sent to all 
CT stores. Kim reviewed the communication with Mr. Bourdo and his DMs are aware of these changes. 

Puerto Rico Recvcling 
• Last fall several Puerto Rico store and non-store locations participated in a pilot for recycling. 

2 
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• The sustainability group was to provide an update to Store Ops after the beginning of the year with a plan to address this 
legal requirement. 

• There were some delays; however we are meeting with the sustainability group this week, so that they may review their plan 
to rollout a recycling/back haul plan for Puerto Rico. 

Communications 
• Created market-specific COMPASS communications to announce winners of holiday quota contest 

New Beauty Website 
• Launches 3/1, will run concurrent to old page for 30 days 
• Located on StoreNet 
• Administered internally - can be updated ASAP 
• Vendor sponsored ads on the top and side of each page 
• Beauty University resides on new site(last tab) 

o Updated quarterly, beginning with March 2012 
o Covers 4-8 topics per quarter, with 4 lessons each (16-32 lessons) 
o Lessons are vendor sponsored, but edited/approved by Beauty Team 
o After lesson is taken, BAs are directed to LMS site to take quizzes to earn certification 
o Expectation is that all BAs access the site on a regular basis to complete lessons and receive the latest information (6 

hours per BA per quarter) 

NEW STORES 
• Opened 2 new stores in the following states: NY and VA 
• 87 new stores have opened this fiscal year to date including acquisitions 
• 105 new stores remain scheduled for open this fiscal year 

FLAGSHIP REMODELS 

#10160 Guaynabo (San Patricio)(Look Boutique) 
• Demo started Wednesday 

Well Experience Indianapolis Market 
• Indianapolis Market Closeout of Punchlists 

o 358 issues closed out of393 (91% complete) 
• Installation of colored pegboard -Begin 3/19 

o All 43 Indianapolis stores will received colored pegboard in the OTC department 

LOOK BOUTIQUE 
• #12463 Miami Beach, FL 

o Has been cancelled 

WEB PICK-UP CABINET HARDWARE 
Locks being changed out for 500+ locations within the Indiana and Chicago markets 
• Project will begin 3/5 and the target end date is within 4 weeks 
• 3rd party completing the change is Advantage Sales & Marketing 
• Hardware for locks will be sent directly to 3rd party team; direction is to return previous lock version to corporate upon 

completion 
• Future WPU installs will be set with newer lock hardware and do not anticipate future change outs 

In Store Hanging Sign program - project goals 
. Create system to hang signs in open ceiling stores (Well Experience) 
. Reduce labor hanging sign package (should not take longer than½ hour to hang (seasonal sign package) 
Get the ladders OFF the sales floor 

. Determine other points around the store system can be used to hang signs (Rx, Photo, beer/wine) 

Status_ - In final stage of development of sign hanging system. Final prototype early week of 2/20/12 
Prototype at the IC now. Make final changes week of 2/20/12 

. Hanging system sent to 31 Indy stores for test 2/15/12 

3 
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. Went to stores and used system to hang Easter sign package in 4067-4988-4941 
(Buffalo Grove and Wheeling 2/16/12 

. Systems being manufactured for (19) Chicago WE stores and Westmont 

. Test existing stores to detennine possible chainwide rollout 

4 
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Customer Complaints - Retail 
January 2012 
Customer Experience 

HIGHLY CONFIDENTIAL 
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Executive Summary 

■ January 2012 shows an increase in normalized pharmacy complaints (YoY: +0.05) and a decrease in normalized 
self service complaints (YoY: -0.06) 

• Top pharmacy reasons include "Poor Employee Attitude" and "Pharmacy Fill Denied". 

• Deep dive analysis on "Pharmacy Fill Denied" shows that 72% of the complaints are from the 
Southern Operation - especially Tampa and Miami. 

• The top reason in self service remains "Poor Employee Attitude". 

■ Out of 13,234 complaints in fiscal Jan' 12 : 

• The top 20 complaints contributed to 84% of the total complaints with 37.5% coming from Pharmacy and 
Self Service Employee Attitude'. 

• A deep dive analysis is being conducted to determine the service breakdowns most associated with 
employee attitude complaints. 

■ This report is focused on retail controllable complaints, reported on a fiscal basis and normalized per 
10,000 transactions to facilitate comparisons across periods. 

Source: Consumer Relations customer contact database. Includes email, phone, and red alert customer contacts. Results normalized per 1 OK transactions. 

WAGMDL0097 4105 
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January 2012 shows an increase in Pharmacy Complaints and a decrease in Self 
Service complaints 

0.50 

0.10 

0.00 

~Pharmacy complaints per -WK Service complaints per 1 OK 

January 2011 February 2011 March 201 1 April 2011 May 2011 June 2011 July 2011 August 2011 September 201 1 October 2011 November 2011 December 2011 January 2012 

Pharmacy complaints per 10K 0.40 0.42 0.43 0.37 0.36 0.36 0.34 0.31 0.38 0.41 0.42 0.31 0.45 

Self Service complaints per 10K 0.42 0.35 0.38 0.39 0.47 0.50 0.43 0.45 0.42 0.39 0.42 0.40 0.36 

Source: Consumer Relations customer contact database. Includes email, phone, and red alert customer contacts. Results normalized per 1 OK transactions. 
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The top 2 complaint reasons for Pharmacy remain Poor Employee Attitude and Pharmacy 
Fill Denied 

0:14 
0:126 uComp!aints per 10K in Jan 2012 
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Pharmacy Fill Was Denied 

Pharmacy Out-Of-Stock 

Rx Not Ready When Promised 

Long Wait For Rx To Be Filled 

Pharmacy Pricing 
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The Southern Operation accounts for the highest number of complaints about attitude. 
Two of the top five markets are in Florida. 

@Southern 

uktldvvest 

a Eastern 

@VVestern 

mComp!aints per 10K in Jan 2012 Complaints per WK in Jan 2011 

Source: Consumer Relations customer contact database. Includes email, phone, and red alert customer contacts. Results normalized per 1 OK transactions. 
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72% of the complaints for "Pharmacy Fill Denied" are from the Southern Operation -
especially Tampa and Miami 

@Southern 

uEastem 

sr>11idv1est 

u\Nestem 
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0.300 
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0,000 

m Complaints per 10K in Jan 2012 Complaints per 10K in Jan 2011 

Source: Consumer Relations customer contact database. Includes email, phone, and red alert customer contacts. Results normalized per 1 OK transactions. 
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Poor Employee Attitude tops the list for Self Service complaints. Other complaint 
categories showed improvement in January. 
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0.04 
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0.00 
Poor Employee .Attitude .Ad Product Out Did Not Get Response 

To Concern 
Store Manager 

Concern 
Poor Quality Photo Poor Quality !nstore 

Store Store 

Reason 

Source: Consumer Relations customer contact database. Includes email, phone, and red alert customer contacts. Results normalized per 1 OK transactions. 
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Complaints for "Poor Employee Attitude" are evenly divided among the 4 area operations. 
The top 5 Markets with significant increases over last year are identified below. 

@Southern 

uEastern 

w V<Jestern 

@Midwest 

0,300 
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0,150 
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rn Complaints per 1 OK in Jan 2012 Complaints per 10K in Jan 2011 

Source: Consumer Relations customer contact database. Includes email, phone, and red alert customer contacts. Results normalized per 1 OK transactions. 
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Source: Consumer Relations customer contact database. Includes email, phone, and red alert customer contacts. Results normalized per 1 OK transactions. 

WAGMDL0097 4112 
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Chain 

Poor Employee Attitude Store 0.176 

Pharmacy Fill Was Denied 0.056 

Rx Not Ready When Promised 0.029 

Long Wait For Rx To Be Filled 0.028 

Pharmacy Pricing 0.022 

Misfills 0.019 

Poor Quality Photo Store 0.018 

Drive Thru Long Lines Or Wait 0.017 

Employee Lacks Product Knowledge 0.009 

Store Maintenance Concern 0.009 

Source: Consumer Relations customer contact database. Includes email, phone, and red alert customer contacts. Results normalized per 1 OK transactions. 
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January 2012 View Pharmacy retail complaints in Markets Ranked by# Complaints per 1 Ok 

Miami/Ft Lauderdale 
Or 
New Orleans 
C 
Michigan/Western NY 

Tennessee 

St. Louis 
Chi 
Chicago South - Mkt 10 
Denver 
Wisconsin 

Southern California 

San Francisco 

Duane Reade 0.01 

Source: Consumer Relations customer contact database. Includes email, phone, and red alert customer contacts. Results normalized per 1 OK transactions. 
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January 2012 Self Service retail complaints in Markets Ranked by# Complaints per 10k 

Atlanta/Alabama 

Miami/Ft Lauderdale 

Carolinas 

Southern California 

Chicago North - Mkt 04 

0.48 

0.45 

Duane Reade 0.01 

Source: Consumer Relations customer contact database. Includes email, phone, and red alert customer contacts. Results normalized per 1 OK transactions. 
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January 2012 Pharmacy retail complaints 

Pharmacy Complaints 

Midwest 0.39 

Western 0.32 

January 2012 Self Service retail complaints 

Southern 0.37 

Midwest 0.32 

Source: Consumer Relations customer contact database. Includes email, phone, and red alert customer contacts. Results normalized per 1 OK transactions. 
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Date Range : 9/1/11 - 2/11/12 Self Serve DSD COGS and Purchases FYD Vs. LY 

COVP 

CHARLES BERNARD Totals 

JOHN FOLEY Totals 

LISA BADGLEY Totals 

RICHARD ASHWORTH 

Jeff Van Howe x2114 

Results, Decision Support 

HIGHLY CONFIDENTIAL 

DSD Purchases - Hyperion 

DSD Purchases TY % Change BPI 

$414,137,713 8.4% 
$296,363,313 3.4% 
$389,190,080 9.1% 

2/25/12 

WAGMDL00974117 
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District District 
41 MOUNTAIN NORTH 

42 MOUNTAIN SOUTH 

44 NEW MEXICO EAST 
130 NEW MEXICO WEST 

204 MOUNTAIN WEST 

234 COLORADO SPRINGS 

271 MOUNTAIN EAST 

Totals 

Jeff Van Howe x2114 
Results, Decision Support 

HIGHLY CONFIDENTIAL 

Self Serve COGS and Purchases for DSD Items FYTD Vs. LY 

DSD Purchases - Hyperion 
DSD Purchases TY % Change BPI 

$5,266,581 3.9% 55 $4,498,206 3.0% 41 $2,546,742 

$5,465,668 7.4% 105 $4,527,862 3.3% 45 $2,593,676 

$6,061,332 7.0% 111 $4,786,023 -2.4% -37 $2,702,862 
$7,043,856 4.0% 76 $6,488,647 0.0% 0 $3,816,845 

$4,083,311 10.3% 106 $3,570,443 4.7% 50 $1,991,193 

$5,619,482 7.1% 104 $4,780,827 3.7% 54 $2,890,309 

$4,877,055 9.4% 116 $4,165,372 7.0% 85 $2,488,685 

$38,417,284 6.7% 672 $32,817,379 2.4% 237 $19,030,313 

2/25/12 

12.1% 157 $1,951,463 -6.9% -100 

10.1% 136 $1,934,185 -4.6% -64 

1.7% 26 $2,083,161 -7.3% -113 

3.0% 64 $2,671,802 -4.0% -76 

14.3% 142 $1,579,250 -5.3% -61 

9.7% 145 $1,890,518 -4.2% -57 

15.5% 191 $1,676,687 -3.6% -43 

8.6% 861 $13,787,067 -5,1% -515 

WAGMDL00974118 
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District District 
143 SEATTLE NORTH 

176 PORTLAND NORTH 

189 SEATTLE SOUTH 

236 SPOKANE 

239 PORTLAND SOUTH 

266 SEATTLE CENTRAL 

Totals 

Jeff Van Howe x2114 
Results, Decision Support 

HIGHLY CONFIDENTIAL 

Self Serve COGS and Purchases for DSD Items FYTD Vs. LY 

DSD Purchases - Hyperion 
DSD Purchases TY % Change BPI 

$6,514,568 7.7% 162 $5,830,058 8.0% 167 $3,414,229 

$3,697,845 3.6% 45 $3,337,563 3.2% 40 $1,867,261 

$6,071,517 4.3% 87 $5,396,436 -0.5% -11 $3,172,743 

$4,234,825 7.8% 107 $3,578,296 1.8% 24 $2,308,362 

$4,706,521 7.4% 114 $4,199,041 5.6% 87 $2,421,448 

$5,245,342 5.6% 96 $4,194,694 -2.8% -46 $2,573,180 

$30,470,617 6.1% 610 $26,536,088 2.6% 261 $15,757,223 

2/25/12 

17.3% 357 $2,415,829 -2.9% -62 

15.2% 174 $1,470,302 -8,8% -121 

5.3% 113 $2,223,693 -7.8% -160 

15.2% 215 $1,269,934 -16.0% -207 

15.1% 225 $1,777,594 -5.0% -80 

3.3% 59 $1,621,513 -11.1% -173 

11.4% 1143 $10,778,865 -8.0% -803 
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District District 

155 LAS VEGAS EAST 
194 LAS VEGAS WEST 

209 SACRAMENTO NORTH 
210 CENTRAL VALLEY CA 

217 SALT LAKE CITY 
231 SACRAMENTO SOUTH 

260 BOISE 

Totals 

Jeff Van Howe x2114 
Results, Decision Support 

HIGHLY CONFIDENTIAL 

Self Serve COGS and Purchases for DSD Items FYTD Vs. LY 

DSD Purchases - Hyperion 

DSD Purchases TY % Change BPI 

$6,290,466 9.6% 140 $6,918,403 5.2% 92 $3,372,455 
$10,360,055 14.0% 322 $8,973,836 3.6% 84 $4,418,821 

$559,001 -86.3% -896 $4,184,175 6.8% 71 $2,620,242 
$7,287,340 11.4% 189 $5,457,666 1.9% 27 $3,232,033 

$4,650,483 7.4% 82 $4,074,733 2.9% 31 $2,329,219 
$6,074,589 8.5% 120 $5,252,288 1.8% 24 $3,343,635 

$4,530,989 12.5% 127 $3,906,201 2.0% 21 $2,244,024 

$39,752,922 0.8% 85 $38,767,303 3.5% 349 $21,560,429 

2/25/12 

9.4% 150 $3,545,948 1.5% 29 
7.7% 163 $4,555,015 0.0% -1 

17.2% 199 $1,563,933 -7.1% -66 

15.4% 223 $2,225,634 -12.8% -181 

15.5% 161 $1,745,515 -10.1% -108 

9.1% 144 $1,908,653 -8.9% -103 

11.1% 116 $1,662,177 -8.1% -81 

11.6% 1156 $17,206,875 -5.1% -511 
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District District 

56 SAN JOSE 

57 SAN FRANCISCO CENTRAL 

58 CALIFORNIA BAY NORTH 
126 SAN FRAN PENINSULA 

153 CALIFORNIA BAY SOUTH 

168 SAN FRANCISCO WEST 

290 HAWAII 

293 MODESTO 

Totals 

Jeff Van Howe x2114 
Results, Decision Support 

HIGHLY CONFIDENTIAL 

Self Serve COGS and Purchases for DSD Items FYTD Vs. LY 

DSD Purchases - Hyperion 

DSD Purchases TY % Change BPI 

$6,533,259 22.8% 214 $4,660,065 -7,3% -80 $2,593,826 

$31,293,830 83.5% 2512 $12,342,912 12.8% 302 $5,988,299 

$9,389,358 26.7% 349 $7,129,569 7.4% 106 $4,162,083 
$8,176,761 36.8% 388 $6,535,287 -3.4% -49 $3,779,728 

$7,587,247 15.7% 182 $5,115,288 -4.5% -52 $2,765,230 

$13,356,295 99.9% 1178 $5,252,880 7.5% 79 $2,887,335 

$3,331,238 22.2% 107 $2,627,087 27.3% 122 $1,159,136 

$5,827,622 17.6% 154 $4,661,994 0.2% 2 $2,732,647 

$85,495,611 50.8% 5083 $48,325,082 4.3% 431 $26,068,283 

2/25/12 

2.1% 23 $2,066,239 -16,9% -179 

29.1% 592 $6,354,614 0.8% 22 

21.3% 321 $2,967,486 -7.4% -101 

6.8% 105 $2,755,558 -14,5% -198 

1.4% 16 $2,350,058 -10.6% -118 

16.0% 175 $2,365,545 -1.3% -13 

22.5% 93 $1,467,951 31.4% 149 

11.4% 123 $1,929,347 -12.2% -114 

14.5% 1450 $22,256,798 -5,5% -553 
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District District 

159 OKLAHOMA CITY NORTH 

181 TULSA NORTH 

191 KANSAS CITY EAST 
196 LITTLE ROCK 

228 TULSA SOUTH 

233 WICHITA 

270 OKLAHOMA CITY SOUTH 

317 KANSAS CITY WEST 

Totals 

Jeff Van Howe x2114 
Results, Decision Support 

HIGHLY CONFIDENTIAL 

Self Serve COGS and Purchases for DSD Items FYTD Vs . LY 

DSD Purchases - Hyperion 

DSD Purchases TY %Change BPI 

$5,923,217 9.9% 123 $4,131,231 -2.3% -27 $2,402,161 

$5,279,748 4.9% 57 $4,079,219 -2.4% -28 $2,542,409 

$5,435,822 8.5% 98 $3,849,138 -1,2% -13 $2,385,445 
$6,817,516 4,0% 61 $5,452,555 0,1% 2 $3,817,102 

$9,685,932 70.5% 926 $4,909,518 2.5% 33 $3,226,886 

$5,529,287 1.7% 22 $4,524,696 -5.5% -73 $2,644,789 

$4,748,814 4.4% 47 $3,668,961 -4,4% -47 $2,272,741 

$5,929,508 5.9% 76 $4,882,413 0.2% 3 $2,976,082 

$49,349,845 14.1% 1410 $35,497,731 -1.5% -150 $22,267,614 

2/25/12 

3.0% 34 $1,729,070 -8.9% -111 

1.2% 14 $1,536,810 -7,8% -86 

8.4% 88 $1,463,693 -13,7% -154 
13,2% 212 $1,635,454 -21.1% -290 

11.5% 159 $1,682,632 -11,2% -141 

-0.2% -3 $1,879,907 -12.1% -171 

2.1% 23 $1,396,221 -13.4% -144 

8.5% 111 $1,906,331 -10.4% -147 

6.4% 639 $13,230,117 -12.4% -1243 
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District District 

180 CALIFORNIA INLAND EAST 

193 SOUTHERN CAL NORTH 

213 ORANGE COUNTY 

219 SOUTHERN CAL CENTRAL 

230 SOUTHERN CAL EAST 

254 SAN DIEGO 

274 CALIFORNIA INLAND WEST 

313 CALIFORNIA INLAND NORTH 

Totals 

Jeff Van Howe x2114 

Results, Decision Support 

HIGHLY CONFIDENTIAL 

Self Serve COGS and Purchases for DSD Items FYTD Vs. LY 

DSD Purchases - Hyperion 

DSD Purchases TY % Change BPI 

$4,153,497 5.4% 54 $3,170,311 -2.0% -19 $1,834,211 

$5,777,919 7.3% 98 $4,603,609 -2.6% -37 $2,698,804 

$6,579,079 4.9% 78 $5,045,605 -3,3% -51 $3,021,352 

$6,639,228 6.6% 103 $5,940,019 2.2% 38 $3,373,027 

$4,856,999 11.2% 123 $3,480,048 -2.5% -27 $1,991,188 

$4,871,916 4.2% 49 $4,033,019 -2.9% -36 $2,309,379 

$5,239,693 3.6% 46 $4,080,370 3.6% 41 $2,350,648 

$3,986,020 6.7% 63 $3,253,849 2.3% 22 $1,849,229 

$42,104,352 6.1% 615 $33,606,830 -0.7% -68 $19,427,837 

2/25/12 

7.0% 67 $1,336,100 -12.1% -116 

5 .7% 81 $1,904,805 -12.4% -169 

5.3% 85 $2,024,253 -13.8% -203 

9 .7% 166 $2,566,992 -6,1% -105 

6.6% 69 $1,488,861 -12.6% -134 

9.0% 106 $1,723,640 -15.3% -196 

13.7% 158 $1,729,722 -7,6% -90 

12.7% 116 $1,404,620 -8.7% -84 

8.5% 848 $14,178,993 -11,0% -1097 
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District 

12 
45 

104 
115 
157 
188 

205 
255 

District 

PHOENIX CENTRAL 

TUCSON EAST 

EL PASO 

PHOENIX WEST 

PHOENIX SOUTH 

TUCSON WEST 

PHOENIX SOUTHEAST 

PHOENIX NORTH 

Totals 

Jeff Van Howe x2114 
Results, Decision Support 

HIGHLY CONFIDENTIAL 

Self Serve COGS and Purchases for DSD Items FYTD Vs. LY 

DSD Purchases - Hyperion 

DSD Purchases TY % Change BPI 

$5,539,111 5.7% 65 $4,734,776 ·0.2% --3 $2,452,617 
$5,445,357 12.4% 131 $4,449,686 0.1% 1 $2,549,158 
$8,523,450 7.1% 124 $7,143,303 3.7% 61 $4,096,373 
$6,182,629 4.8% 62 $5,178,917 -6.1% -82 $2,957,997 
$5,725,356 7.3% 86 $4,703,282 -1.8% -21 $2,616,193 
$4,858,993 5.6% 57 $3,984,662 -2.9% -29 $2,156,748 

$6,365,834 2.8% 38 $5,673,796 -2,3% -32 $3,286,100 
$5,927,668 6.8% 83 $4,656,570 -6.6% -80 $2,724,028 

$48,568,398 6.5% 646 $40,524,992 -1.9% -185 $22,839,213 

2/25/12 

6.8% 72 $2,282,159 -6.9% -87 

4.6% 52 $1,900,529 -5,47~. -56 

10.5% 178 $3,046,930 -4.3% -lO 

1.0% 13 $2,220,920 --14.1% -188 

5.0% 57 $2,087,088 -9.2% -109 

1.1% 11 $1,827,915 -7.3% -14 

6.7% 94 $2,387,696 -12A% -174 
-0.5% -7 $1,932,542 -14.0% -162 

4.7% 470 $17,685,779 -9.2% -919 
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90-Day Penetration 

Month Total 90-day Rxs 
Adjusted 90 Day Adjusted Total# of 'Penetration Rate 

Rxs Rxs 
Jan-12 1,070,336 3,211,008 14,522,068 22.11% 

Dec-11 1,090,161 3,270,483 15,935,157 20.52% 

Jan-11 883.429 2,650,287 16,299,968 16.26% 

Jan-12 4,647,500 13,942,500 62,452,000 22.33% 

Dec-11 4,663,003 13.989.009 67.465.006 20.74% 

Jan-11 3,689,572 11,068,716 67,568,299 16.38% 

90-Day Penetration -- By Market 90-Day Penetration 
Market '90-day Penetration 

24% ~--------------------
2 22.94% 
5 24.96% 

11 26.43% 
14 18.80% 
17 22.80% 

~Western 

22 19.15% 
~Total Chain 

26 19.94% 

Jan Feb Mar Apr May Jun Jul 11 Aug Sept Oct Nov Dec Jan 
11 11 11 11 11 11 11 11 11 11 11 12 

90-Day Penetration -- By Plan 
Plan '90-day Penetration Total # of Scripts 

PAID 6.36% 1,537,262 

AARPMPD 46.27% 490,513 

CMRKMPD 39.98% 373,450 

AETNA 5.34% 353,816 

PCS 27.73% 325,863 

CRK 7.46% 306,071 

CABS 2.65% 296,323 

HNET 0.36% 273,138 

HUMNAMPD 42.01% 245,244 

APM 10.31% 240,330 

*90-day penetration= Calculated based on adjusted scripts. Adjusted 90 Day rxs / Adjusted Total# of Rxs = 90-day penetration 

Adjusted = 90 Day Rxs are multiplied by three to be equivelent to three 30 Day Rxs 

HIGHLY CONFIDENTIAL 
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Hi Everyone, 

January showed strong growth for 90 days prescriptions despite losses from ESI. 
We filled 4.65 M 90-day prescriptions at retail in January. 
In December, we also filled 181.5 K prescriptions at mail, 32.5 Kat Duane Reade, and 56.9 Kat Worksite locations. 
Our total 90 day for the company in January was 4.92 M. 
Our top 6 plans account for 67.3% of our business. 
Caremark grew by 70% YoY in January and is now are largest 90 day plan. 
Catalyst with WHI plans fell to J1h_ They only increase 27.2% 

BUDGET: 
In January we grew by 26% vs. a budgeted growth of 24.8% 
This month Commercial grew 16.4% vs. Budget of 15.0% 
Medicare Part D underperformed 31.9 % growth vs. our budgeted growth 41.6% 
PSC, fueled by the reduced membership fee, was up 57.4% vs. budgeted growth of 5% 
January GP exceeded our budgeted goal. It was 112.1 million vs. our budget of 102.9million. 
ESI declined 93.6% in January. We filled only 24.2 K Rxs compared to our peak volume in June of about SOOK Rxs. 

VOLUME: 
Walgreens 90 day retail prescriptions grew 26% in January year over year (YoY). We filled 4.65 M 90 day prescriptions or 14M adjusted prescriptions. 
Our penetration is at 22.3% for January up from 20.7% last month. 
90 day Generics grew by 33.5% and 90 day Brands decreased by 2.1 %. Brand growth decrease since we shut down the system enhancements and continue to 
convert Lipitor prescriptions to the generic equivalent. 

INCOME and PROFIT: 
For January 2012, 90-day prescriptions have generated $477.4 million in revenue ( 17.4% YoY increase), and $112 million of gross profit (32.2% increase YoY). 
Our generic utilization (GU) continues to drive our 90 day gross profit increases. In January our GP hit 83.6% which is 470 basis points higher than the same 
month last year. 
Our GP/Rx grew to $24.11/Rx vs. $22.98 for same month last year and above our goal of $22.34. 
90 day generic Atorvastatin helped improve our GP/Rx 

MARKETS HARE: 
Our 90 day marketshare for January was 19.4% , which is 160 basis points higher than January 2011, but 90 basis points less than December. 
Our total adjusted retail marketshare was 18.2% which was 180 less than same month last year and 160 basis less than last month. 

The January 90 day flash is attached . 

We appreciate everyone's continued support of our Go90 efforts!! 

Thanks, 
Mike and your 90 day Team 

Go-90! 

HIGHLY CONFIDENTIAL 
WAGMDL00974126 



P-25748_00097

90 Day Flash 
F'f12 - January 

Caremark 
Prescription Solutions 
rv1edco 
P·s.c 
Humana 
F'rime Therapeutics 

Senior Director 
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i3.':l42.500 

22 .. 3% 
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627.316 
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352.282 
332.933 

3097809 

260% 

174% 

49% 
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50.24% 
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4.i% 
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h of -Dy tail 

Tn today's environment of growing healthcare costs and 
limited benefit options for members, it is essential that health 
plans, businesses and organizations knoiv that adding a 

90-day retail prescription option to 30-day retail and 90-day 
mail helps drive additional cost savings, satisfaction and 
improved outcomes: 

• 7% cost savings for 90--day prescriptions compared 
to three 30-day fills, without cannibalizing existing mail 
order volwne 1 

• Cost savings through improved generic utilization rates­

on average generic utilization rates of 80% 

• Better outcomes through 15% higher medication adherence2 

• Higher member satisfaction because they have a choice 
and can keep a face-to-face relationship with their 
local pharmacist-90% of prescription purchasers value 

choice u•hen it comes to where their prescriptions are filled. 3 

This paper reports how adding a 90-day retail option 
achieves these savings and other benefits for plan sponsors 

and highlights how one PBM saved over $43 million by 
adding 90-day retail to their existing options. 

The need for new solutions 

There are no shortages of financial challenges facing our 

healthcare system. One of the largest issues: As the 

average age of the population increases, healthcare costs 

will rise dramatically. Prescription drug expenditures will 

rise as more and more people are diagnosed with condi­

tions that require maintenance medications (Figure 1).4
•
5 

For over 20 years, mail service pharmacy was the primary 

option to obtain an extended supply of medication and 

concurrently helped to reduce prescription costs. 

HIGHLY CONFIDENTIAL 

But the growth of mail service sta11ed in 2005, and bas 

even declined over the last six years (Figure 2).6 This 

decline suggests that mail service is a mature offering 

and its penetration potential has been reached. New 

solutions are necessary to moderate the trend of rising 

prescription costs. 

Figure ·1 . Projected growth in US population 
over 65 and prescription drug expenditures 
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Figure 2. Mail service market share 
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Since it has been demonstrated over the years that mail 

service has been effective in lowering costs, it's easy to 

see why offering 90-day mail along with 30-day retail has 

become "the standard:' As the prescription environment 

changes, this standard is evolving. The growth of 90-day 

adoption can reach its full potential, provided member 

choice is expanded to include 90-day retail 

Why 90-day retail? 

There are three key advantages of adding 90-day 

retail: More cost savings, improved medication 

adherence (leading to better outcomes) and higher 

member satisfaction. 

Cost savings 

Every 90-day retail prescription that is converted from 

a 30-day fill saves money for plan sponsors directly 

through lower reimbursement costs ( ingredient costs 

and dispensing fees). Adding a 90-day retail benefit helps 

drive the maximum 90-·day penetration rate ( the number 

of 90-day prescriptions divided by total prescriptions). 

Dispensing fees can be meaningfully reduced when 

90-day is implemented. These costs can be lowered by 

approximately two-thirds (67%) for every prescription­

which contributes to lower overall pharmacy cost.7 

Savings are also generated through increased generic 

utilization. In studies, 90-day retail has driven a 10.6% 

improvement in generic utilization versus 30-day retail 

prescriptions and a 20.2% improvement over 90-·day mail 

service (Figure 3).8 

Generic utilization improvement driven by 
90-day retail 

20 1························································ 

C m 
~ 15 1······················································< 

> 
0 

h. 10 ..s 
fi 

0 
Co~·,pamd to 
30·-day rcetail 
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Co~·,pan,,d to 
90.-day rrcail ,:e,vice 

Patients seek alternatives from their pharmacist that 

lead to more generic utilization. This interaction with 

the pharmacist in a retail setting also provides a chance 

to discuss the quality and equivalent benefits of generics. 

For every 1% increase in generic utilization your plan 

can save 2.591i in total pharmacy drug costs.9 

Better adherence 

In the U.S., 10r¾1 of healthcare spending is the result of 

nonadherence to medication (Figure 4) .10 In addition, 

direct annual healthcare costs (unplanned hospitalization 

and physician visits) associated with members not 

adhering to medication therapy are nearly $65 million 

for a group of 100,000 members.n 

Figure 4. Overall U.S. healthcare spending 

]% Medical spend mlatrn:l 
to non-adhernnc,;, ~ 
$200 billion per year 

The cost-savings opportunity is significant because with 

90-day retail, members demonstrate at least a 15% 

increase in adherence compared to 30-day.2 Although 

some believe that mail drives the highest adherence rates of 

the three options, recent research has demonstrated that 

90-day retail is generally in line with mail results, and even 

slightly better for some therapeutic dasses.12 

Face-to-face interaction with a pharmacist helps improve 

adherence because clinicians can counsel tl1e patient, 

address personal barriers to staying on therapy and ensure 

proper use and compliance with the doctor's instructions.13 

The average annual cost savings per patient associated with 

Walgreens pharmacist interactions can reach $1,370.14 

f') 
c:. 
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Navitus - a 90-day retai I success story* 

For a company like Navitus, a growing, mid-sized 

pharmacy benefit manager (PBM) that promotes foll 

transparency and passes through 100% of all discounts 

and rebates, it was strategic to add 90--day retail to 

create a three-option benefit: 

1. Traditional 30-day retail 

2. 90--day mail order 

3. 90-day retail 

Significant cost savings, minimal impact on mail 

Navitus was able to realize significant cost savings from 

patients switching from 30-day, with a very limited 

impact on migration out of 90-day mail service. In the 

18 months after introducing 90-day retail, they showed 

$43.34 million in savings, driven by an 1891i increase 

in total 90-day penetration. 

They also achieved a generic utilization rate of 79.2r¾1 

for their 90--day book of business in only 18 months, an 

increase of up to 3%. Their own analysis confirmed that 

adding the 90-day retail option helped capture 30-day 

patients who would have never converted to mail, 

because they prefer the retail channel. 

*2011 t~avitus resuits 

Navitus Health Solutions, LlC 

2601 West Beltline Highway 
Madison, WI 53713 

Navitus increased 90-day penetration 18% 

Before 90--day Re'.ad 
(Jan .. 20, 0) 

Alter 90-cay Retail 
(Juc1. :,0·111 

"For our clients, 1,Va/greens 90-day benefit represents a 
great alternative to 1nail service, providing better access to 
larger quantities of maintenance rnedications. And fa:ir our 
organization, 90-duy provides a grent 1.vay to derrwnstrate 

additional value and cost savings over and above 1,.v/wt's 
traditionally available through the retail or rnail 
pharmacy 1wt1vorhs." 

- Alan L. Van Amber, registered pharmacist, 

vice president of pharmacy net:vvork 

development of Navitus. 

Line of business: 
# of members: 

Pham1acy Benefit Management 
2.3 million 

HIGHLY CONFIDENTIAL 

# of employees: 202 
Year Founded: 2003 

About Navitus 
~~avitus Health Solutions lJC is a full ser✓ice, URAC--accredited phamiacy benefit 
management company. As a zem-spread, full pass U1rough p!larmacy benefit 
manager (PBM), Navitus aligns perfonmnce wit!l plan sponsors ' benefit goals to 
deliver comprehensive clinical progmms and cost-saving strategies that lower 
drug tmnd and promote good member health. 
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Higher satisfaction 

Members want to fi11 prescriptions at retail In a recent 

study among all pharmacy decision-makers, 79% of 

respondents preferred retail over mail service.15 Con-· 

sumers also place a strong importance on being able to 

see their local pharmacist. In fact, a recent study shows 

that 85% of consumers valued face-to-face pharmacist 

engagement. 3 And, a recent Gallup poll shows Americans 

rank pharmacists as one of the nation's most trusted 

professionals.16 When added to the increased convenience 

of being able to get prescriptions filled the same day at 

retail and the option of shopping for other household 

items when visiting the pharmacy, it is clear how a 90--day 

retail option directly translates into more satisfied 

members. The results of this experience are better health 

outcomes, improved health literacy and enhanced 

chronic care management. 

Common misconceptions 

Some people worry that adding a 90-day retail option 

wiU result in lower 90-day mail penetration which could 

inadvertently raise costs. This is not the case. Since mail 

service has been a component of most plans for a while 

now, the majority of members who prefer this option are 

already using it and are happy with iL17 In other words, 

they are unlikely to switch to 90-day retail from 

90-day mail. 

To this point, in the Navitus example, when 90-day 

retail was added as an option, mail service pharmacy 

penetration remained flat. The addition of 90-day retail 

HIGHLY CONFIDENTIAL 

did not cannibalize existing mail service volume. 

The savings Navitus realized were due to members 

switching from 30-day to 90-day retail, vvhich contributed 

to higher generic utilization and adherence rates. 

Another common misconception is that medication 

wastage ( drug dispensing when the patient sti11 has a 

supply of the same or similar drug from a previous fill) 

will increase with more 90-day penetration, especially 

when a patient is prescribed a new drug. Walgreens 

research clearly shows that overa11 wastage was roughly 

the same across 30-day retail and 90-day retail fills 

(Figure S). 18 In addition, Walgreens offers members who 

sign up for 90-day retail the option of receiving their first 

prescription as a 30-day fill. This service allows patients 

to get comfortable with the medication and be confident 

they need a recurring 90-day fill, eliminating the 

potential for wastage. 

Figure 5. Medication wastage 

Members with Wastage ..... Days o1 wastage 

The value of Walgreens 

The significant benefits that come from adding a 90-day 

retail option can be further enhanced by Walgreens 

investment in promoting awareness, our leading--edge 

technology systems and the ease of access to medications 

and face-to-.face pharmacy care. 

Awareness campaigns 

The level of success for a 90-day retail program is directly 

dependent on the degree of awareness among members. 

The more educated they are about the availability and 

benefits of the offering, the more likely they are to adopt 

it. We think it's essential to promote and encourage 

90-day usage, as lack of awareness is one of the greatest 

barriers impacting utilization. In fact, our research 

4 
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showed that 5891i of respondents were not aware of 

90-day retail.19 To address this challenge, Walgreens 

launched a prominent, ongoing consumer outreach 

campaign to build awareness. 

We are highly committed to boosting consumer 

awareness of the 90-day retail option through store 

signage, in-store radio announcements, web banners, 

and mass media-all designed to directly drive member 

adoption of 90-day retail. In fact, awareness of 90-day at 

Walgreens was at least 8 percentage points higher than 

our competition at the end of 2011. 20 

Walgreens also grows awareness through targeted 

messages to plan members. Members state their 

insurance company or employer is the top source 

of 90-day prescription awareness,19 and Walgreens 

works with its clients to help provide the appropriate 

communications support. For example, \Valgreens 

assists with educational and promotional materials for 

enrollment kits, direct mail to members highlighting the 

unique plan benefits and cost savings, cafeteria table 

tents, employee posters, and inserts in explanation of 

benefits or other plan mailings. 

Because prescribers are a vital part of driving 90-day 

utilization, Walgreens also communicates with them to 

make sure that they know how 90-day retail can benefit 

their patients. 

We invest in these awareness efforts to help ensure that 

our business partners achieve their 90-day penetration 

goals (Figure 6) . 

Technology platform 

System and technological enhancements can he 

extremely beneficial in making the operation of a 

Figure 6: Samples of physician and consumer awareness vehicles 

ln-stme Walgreens signage "This is Mary" r,ational TV com111ercial 

Get 3 refills in one. 

l-lar1G-•.)0liv0r0CJ 
t~/ tl·;e ph3rrrn::c:y you tn.11;t. 

Walqreer,s reader board 

Physician dimct mail 

Onlir,e banner ad 

Get 3 refills in one. 

Make 90 the new 30 w 

5 
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90-day retail benefit easier and more efficient. For 

example, Walgreens proprietary pharmacy operating 

system allows pharmacy staff to easily identify patients 

with a retail 90-day benefit and their qualified 

medications. In addition, the system automatica11y 

contacts the physician when a prescription change is 

requested and handles the process, increasing 

convenience for the patient and allowing pharmacists 

more time for face-to- face consultations. (In states where 

a phone call is required, the pharmacist makes the call on 

behalf of the patient.) Finally, Walgreens allows patients 

to sign up for a 90-day prescription, convert a 30-day 

prescription to a 90-day and answer questions about their 

benefits online, via the Walgreens.com site. 

With 90-day retail, members have the added convenience 

of being able to order and pick up their prescriptions the 

same day. All of this translates into the highest level of 

convenient access and continuity of care available for 

members. We are in their community where and when 

they need us. 

Conclusion 

Today, the standard approach of 30-day retail and 90-day 

mail has evolved as the market has changed. To maximize 

savings, increase satisfaction and improve outcomes, it is 

important to add a 90-day at retail option to 30-day retail 

and 90-day mail. The facts clearly support the benefits 

and disprove the misconceptions. 

Convenient access 

Walgreens has an unmatched national footprint, with 

nearly 70% of the U.S. population residing within 5 miles 

of one of Walgreens nearly 8,000 community pharmacies. 

In addition, \Valgreens has more locations open 24 hours 

than any other pharmacy, so members can reach a 

pharmacist via phone or see them face-to-face vvhenever 

the need arises. And getting a 90-day prescription at retail 

is easy. Members simply bring their prescription or 

bottles to vValgreens and we take care of the rest. 

For More Information 

\Vith our awareness communications, proprietary 

technology and unmatched national retail footprint, 

Walgreens is an ideal partner for implementing a 90-day 

retail option in order to maximize savings and benefits. 

Adding a benefit that members like when many options 

are being taken away results in a win-win for you and 

your members-but in today's healthcare environment, 

it's important to act now. 

To talk to a Walgreens representative and evaluate how much your company could save on 
prescription costs, call 877-727-9247 or email solutions@walgreens.com. 
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TY 

January December November 

Company 1.63 1.40 1.61 

Badgley 1.59 1.36 1.54 

Bernard 1.53 1.36 1.57 

Ashworth 1.72 1.45 1.67 

Foley 1.72 1.46 1.69 

Ward 1.58 1.29 1.54 

Bandurraga 1.84 1.49 1.77 

Corley 1.61 1.51 1.75 

Eilers 1.55 1.31 1.48 

Zins 1.58 1.33 1.58 

Ripak 1.36 1.29 1.49 

Schmidt 1.82 1.46 1.71 

White 1.84 1.53 1.78 

Santiago 1.32 1.25 1.32 

Grant 1.38 1.21 1.32 

Hose 1.69 1.49 1.60 

Gloudemans 1.58 1.31 1.49 

Hawthorne 1.88 1.48 1.74 

Miller 1.65 1.36 1.66 

Briscoe 1.67 1.46 1.67 

Bourdo 1.59 1.38 1.56 

Sesto 1.92 1.63 1.89 

Johnson 1.74 1.59 1.83 

Treece 1.61 1.35 1.57 

Haynes 1.57 1.35 1.55 

Bruneteau 1.65 1.39 1.57 

Hasty 1.79 1.47 1.72 

Psomas 1.65 1.50 1.76 

Siemoneit 1.52 1.27 1.47 

Whelan 1.96 1.53 1.86 

Atlas 1.63 1.38 1.57 

Latta 1.66 1.49 1.70 

Hutchens 1.56 1.48 1.67 

Anhorn 1.65 1.43 1.67 
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FE Payroll Cost per FE Customer Report (Fl Month) 

Includes ALL Drug Division (Regular, RxPress, On-Site, Worksite) 

Established Stores Only 

Results Department 

Jenny Kurzer (x3586) 

LY TYvs LY 

January December November January December November TYFYTD LYFYTD 

1.64 1.36 

1.61 1.34 

1.52 1.31 

1.71 1.42 

1.77 1.41 

1.55 1.25 

1.82 1.46 

1.62 1.44 

1.53 1.33 

1.51 1.26 

1.38 1.26 

1.87 1.45 

1.90 1.46 

1.24 1.14 

1.34 1.21 

1.68 1.49 

1.62 1.32 

1.83 1.45 

1.71 1.32 

1.76 1.43 

1.63 1.33 

1.90 1.65 

1.78 1.48 

1.59 1.30 

1.62 1.31 

1.75 1.38 

1.80 1.48 

1.71 1.45 

1.54 1.26 

1.92 1.48 

1.63 1.28 

1.72 1.41 

1.57 1.39 

1.72 1.36 

TYvs LY 

1.59 -0.01 0.04 0.03 1.56 0.02 1.54 

1.51 -0.02 0.02 0.03 1.49 1.47 

1.54 0.00 0.05 0.03 1.51 1.48 

1.66 0.01 0.03 0.01 1.62 1.61 

1.66 -0.05 0.05 0.04 1.62 1.61 

1.50 0.03 0.04 0.03 

1.75 0.02 0.03 0.02 

1.71 -0.01 0.07 0.03 

1.45 0.02 -0.02 0.03 

1.52 0.07 0.07 0.06 

1.45 -0.01 0 .03 0.04 

1.71 -0.05 0.01 0.01 

1.72 -0.06 0.08 0.06 

1.23 0.08 0.11 0.10 

1.26 0.04 0.00 0.05 

1.64 0.01 0.00 -0.04 

1.49 -0.04 -0.02 -0.01 

1.67 0.05 0.03 0.07 

1.63 -0.06 0.04 0.03 

1.65 -0.08 0.03 0.01 

1.49 -0.04 0.05 0.07 

1.89 0.02 -0.02 0.00 

1.82 -0.04 0.10 0.01 

1.54 0.01 0.05 0.03 

1.52 -0.05 0.04 0.03 

1.58 -0.10 0.00 -0.01 

1.73 0.00 0.00 -0.02 

1.78 -0.06 0.05 -0.02 

1.50 -0.02 0.01 -0.03 

1.78 0.03 0.05 0.08 

1.54 0.00 0 .10 0.03 

1.67 -0.06 0.08 0.03 

1.63 -0.01 0.08 0.04 

1.61 -0.07 0.07 0.05 

Confidential Trade Secret and Proprietary Data - Subject to Document Retention Policy - Do Not Disclose 
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TY 

January December November 

Company 8.44 9.79 8.49 

Badgley 8.64 10.11 8.89 

Bernard 8.67 9.70 8.41 

Ashworth 8.48 10.07 8.69 

Foley 7.90 9.27 7.97 

Ward 8.50 10.35 8.69 

Bandurraga 7.90 9.67 8.18 

Corley 8.51 9.08 7.83 

Eilers 9.30 10.97 9.67 

Zins 8.79 10.39 8.75 

Ripak 10.28 10.88 9.43 

Schmidt 7.14 8.85 7.56 

White 8.08 9.54 8.31 

Santiago 8.89 9.42 8.82 

Grant 10.21 11.57 10.62 

Hose 9.99 11.38 10.58 

Gloudemans 8.63 10.39 9.08 

Hawthorne 7.19 9.09 7.67 

Miller 7.77 9.40 7.74 

Briscoe 7.83 9.00 7.82 

Bourdo 8.94 10.31 9.10 

Sesto 8.14 9.70 8.27 

Johnson 7.33 8.01 6.94 

Treece 8.07 9.57 8.18 

Haynes 8.84 10.21 8.87 

Bruneteau 8.33 9.92 8.72 

Hasty 8.16 9.89 8.47 

Psomas 7.86 8.66 7.34 

Siemoneit 8.64 10.32 8.87 

Whelan 6.78 8.58 7.08 

Atlas 8.37 9.84 8.63 

Latta 7.94 8.83 7.73 

Hutchens 8.61 9.10 7.98 

Anhorn 8.34 9.63 8.22 
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FE Customer Count per Man Hour Report (Fl Month) 

Includes ALL Drug Division (Regular, RxPress, On-Site, Worksite) 

Established Stores Only 

Results Department 

Jenny Kurzer (x3586} 

LY TY vs LY 

January December November January December November TYFYTD LYFYTD 

8.35 10.02 

8.47 10.18 

8.66 10.06 

8.53 10.27 

7.65 9.52 

8.60 10.65 

7.94 9.81 

8.41 9.46 

9.36 10.80 

9.11 10.87 

10.12 11.02 

7.01 8.98 

7.67 9.92 

9.32 10.30 

10.47 11.56 

10.13 11.33 

8.32 10.19 

7.32 9.23 

7.50 9.68 

7.47 9.11 

8.68 10.61 

8.35 9.62 

7.18 8.56 

8.14 9.90 

8.49 10.50 

7.77 9.83 

8.09 9.86 

7.53 8.85 

8.52 10.42 

6.83 8.83 

8.31 10.53 

7.62 9.28 

8.48 9.52 

7.99 10.10 

TY vs LY 

8.58 0.09 -0.23 -0.09 8.79 -0.06 8.85 

9.00 0.17 -0.07 -0.12 9.18 9.22 

8.51 0.02 -0.36 -0.10 8.72 8.84 

8.70 -0.05 -0.20 -0.01 8.97 9.01 

8.09 0.25 -0.24 -0.11 8.31 8.33 

8.83 -0.10 -0.30 -0.13 

8.21 -0.03 -0.14 -0.03 

7.93 0.11 -0.38 -0.09 

9.84 -0.06 0.17 -0.17 

9.01 -0.32 -0.48 -0.26 

9.54 0.17 -0.15 -0.12 

7.60 0.13 -0.13 -0.04 

8.49 0.41 -0.38 -0.18 

9.31 -0.43 -0.88 -0.49 

11.10 -0.26 0.01 -0.48 

10.41 -0.14 0.06 0.17 

9.01 0.31 0.20 0.07 

7.92 -0.12 -0.14 -0.24 

7.84 0.27 -0.28 -0.10 

7.80 0.36 -0.11 0.02 

9.41 0.26 -0.30 -0.32 

8.18 -0.21 0.08 0.09 

6.95 0.14 -0.55 -0.01 

8.36 -0.07 -0.33 -0.18 

9.00 0.35 -0.29 -0.13 

8.58 0.55 0.09 0.14 

8.29 0.06 0.03 0.18 

7.16 0.32 -0.19 0.18 

8.68 0.12 -0.10 0.19 

7.31 -0.05 -0.24 -0.23 

8.76 0.06 -0.69 -0.13 

7.78 0.32 -0.44 -0.05 

8.11 0.13 -0.42 -0.13 

8.46 0.35 -0.47 -0.24 

Confidential Trade Secret and Proprietary Data - Subject to Document Retention Policy- Do Not Disclose 

Published:February 21st, 2012 
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Produced In Native Format 
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Produced In Native Format 

WAGMDL00974137 
HIGHLY CONFIDENTIAL 



P-25748_00108

WAGMDL00974138 
HIGHLY CONFIDENTIAL 



P-25748_00109

Weekly Summary 
Key Results: 

• WAG retail seasonal flu reached 69% of plan (10,482 / 15,164 shots) in week ending 
2/18/2012. 

• Market 1 {Houston) leads the company in seasonal flu shots with 256,569 season to 
date. 

• Market 10 {Chicago) administered the least amount of seasonal flu shots with 120,295 
season to date. 

• Gloudemans {Wisconsin) is the closest to completing year-end plan {92.4%). 
• Enterprise {Retail, Take Care, Duane Reade) flu shot actuals are 1.8 M unfavorable to 

plan. 

WAGMDL00974139 
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Weekly and Season to Date Results 
Weekly and Season to Date Flu Results 

l 
Weekly !llofals frsm 2/12/2012 dfoough 2/18/2012 Sl!lason to Date !llotals Frsm Q$/01/20H through Mteek ending 

Seasonal Flu Actual Rian % of Plan Seasonal Flu I Actual Elanl %of Rian 

Retail 10,482 15,164 69% Retail 5,188,492 6,900,000 75.2% 

Take Care 743 1,096 68% Take Care 240,155 340,403 70.6% 

Duane Reade 166 102 163% Duane Reade 66,570 95,000 70.1% 

Total 11391 16 362 70% Total 5 495 217 7 335 403 74.9% 

Weekly and Season to Date Pneumovax Results 

Weekly !llotals frsm 2/12/2012 through 2/18/2012 sJason to Date metals Frsm Q$/01/20H through Mteek ending 

lfolUffl!tilll AthHill Phm ¾isf!Wm PntunMMII I Actual 1mrnl %~f Phm 

Retail 1,113 569 196% Retail 181,678 203,502 89% 

Take Care 113 149 76% Take Care 15,185 26,548 57% 

Duane Reade 13 N/A N/A Duane Reade 680 N/A N/A 

Total 1239 N/A N/A Total 197 543 N/A N/A 

Weekly and Season to Date Zostavax Results 

Wttkly !llstals fnilm 2½tll21Hll dhsugh 2½181/21:Ull s~a11u1 ts Oat; mstals lkim aa?mtllllU ms ugh \litttk 1nding 

Zostavax Actual Rian % sf Rian Zbstavax I Adual Planl %of Rian 

Retail 6,026 5,540 109% Retail 194,705 281,454 69% 

Take Care 473 812 58% Take Care 24,556 50,082 49% 

Duane Reade 20 N/A N/A Duane Reade 710 N/A N/A 

Total 6 519 N/A N/A Total 219 971 N/A N/A 

*Puerto Rico not included 

WAGMDL00974140 
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Flu Shots by MVP 
2 SUE BANDURRAGA ROBBIE JACOBS 211 181.083 248,843 72.8% 858 

5 BARRY ZINS LAURA ZIMMERLY 276 175,877 202.252 87.0% 637 

11 BILL HOSE MELANIE MALEE 233 146,782 243,069 60.4% 630 

14 BILL MILLER FRANK KOEN 257 213.292 249,523 85.5% 830 

17 MATT SESTO MELANIE MALEE 286 143,406 263,025 54.5% 501 

22 ROB HASTY ROBBIE JACOBS 253 197,601 284.211 69.5% 781 

26 HOWARD ATLAS LAURA ZIMMERLY 226 202.091 242,586 83.3% 894 

ASHWORTH SANJAY SHANA 1 742 1 260 132 1 733 510 72.7% 723 

4 GEORGE EILERS, JR. DENISE SCARPELLI 248 183.531 251,084 73.1% 740 

10 JOHN GRANT DENISE SCARPELLI 249 120,295 167,411 71.9% 483 

12 DAVE GLOUDEMANS TONY FIELDS 252 206,028 222.949 92.4% 818 

20 SCOTT HAYNES MARCEL NADDAF 262 216,308 310,328 69.7% 826 

21 JEFF BRUNETEAU TONY FIELDS 266 228.362 261,736 87.2% 859 

25 CHRIS WHELAN MARCEL NADDAF 249 183,305 253.896 72.2% 736 

27 CONNIE LATTA GENE HOOVER 285 175,343 206,766 84.8% 615 

BADGLEY SHERRISE TROTZ 1 811 1 313 172 1 674 170 78.4% 725 

JIM WARD ROY ARMSTRONG 357 256,569 320,006 80.2% 719 

3 SCOTT CORLEY TERRY GUBBINS 264 189.230 241,875 78.2% 717 

6 ROY RIPAK GEORGIA LEHOCZKY 285 166,234 200.431 82.9% 583 

18 STEVE JOHNSON GREG PRIMUTH 238 135,515 209.110 64.8% 569 

19 KIM TREECE GREG PRIMUTH 228 167.239 208,977 80.0% 734 

24 ERV SIEMONEIT FRANK KOEN 295 220,284 258,441 85.2% 747 

28 MARLIN HUTCHENS TERRY GUBBINS 288 187,085 229.435 81.5% 650 

BERNARD LORINDA TISDELL 1 955 1 322 156 1 668 274 79.3% 676 

7 KEVIN SCHMIDT STEVE PASHKO 313 218,136 288.805 75.5% 697 

8 DAVE WHITE STEVE PASHKO 234 135.975 203,297 66.9% 581 

13 PA TRICK HAWTHORNE NICK BARSAN 242 186,996 250,138 74.8% 773 

15 DARRON BRISCOE JON RIETZ 280 211,263 272.357 77.6% 755 

16 SKIP BOURDO LESLIE HIGGINS 231 135,400 209,310 64.7% 586 

23 DANAPSOMAS JON RIETZ 289 234.502 360,203 65.1% 811 

29 TIM ANHORN NATASHA RAMLAGAN 289 170,760 239.936 71.2% 591 

FOLEY DEBBIE PLATTS 1 878 1 293 032 1 824 046 70.9% 689 

DUANDE READE 35 JEFF KOZIEL 230 66 570 95 000 70.1% 289 

WALGREENS (Less TC & DR) 7.386 5.188.492 6.900.000 75.2% 702 

*Puerto Rico not included 

*Seasonal Flu Only, Retail Only 
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Flu Shot Performance% to Year End Plan 
100.0% 
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• Gloudemans {Wisconsin) is the closest to completing year-end plan (92.3%). 

• Bernard {Southern) division leads the company in% average to year end plan (79.1 %). 
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SS Mix Margin 

Resuits Department-· James Bearr:an 
Waigreen Co. Proprietary and Confidential. 

HIGHLY CONFIDENTIAL 
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SS Mix Margin - Executive Summary 
Januaty 201 "1 

Sales Profit Mix BPI 

REGULAR 

AD 

PHGrvlO LOCATION 

VV.A:GTXH COUP 

TOTA.L 

Key Takeaways 
m Margin increased 75 bps vs LY due to increases to the average retail across all 

sales types except markdown 

m The Consumables division was the most accretive division on SS margin­
primarily due to rate - building SS margin by 51 bps 

m The average retail for Regular (Reg) items increased 5.6% during January, 
outpacing average cost by approximately 280 bps 

m Ops Dept Builders/Diluters: 
ffl Top 3 Depts: 

,. Paper Goods ( +8 bps) 

,. Vitamins (+7 bps) 

,. Face Cream (+7 bps) 

Resuits Department-· James Bearr:an 
Source: tv~SS Data Warehouse 
Waigreen Co. Proprietary and Confidential. 

HIGHLY CONFIDENTIAL 

,. Bottom 3 Depts: 

" Photofinishing (-17 bps) 

" Basic Toys (-13 bps) 

" Seas Elec Dec (-8 bps) 

WAGMDL00974145 
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SS Mix Margin - Sales Performance 
Januaty 201 "1 

Self Serve Metrics: 
ffl Scanned SS GP% was 36.2%; +75 bps vs LY 

ffl Sales increased 1.8%; up $30.2M 

ffl Profit increased 4.0%; up $23.4M 

ffl Units decreased 5.8%; down 27.4M units 

ffl Scan downs decreased 4.9%; down $5.1 M 

Per Unit Metrics: 
ffl Average retail increased 8.1 % ($3.79 TY vs. $3.50 LY) 

ffl Average Profit increased 10.4% ($1.37 TY vs. $1.24 LY) 

ffl Scan downs/Unit increased 1.0% ($0.22 TY vs. $0.22 LY) 

Traffic Metrics: 
l8S Tota! SS customer count1 increased 727K customers (+0.5%) to 137 million 

l8S Comp store customer count decreased 1.0M customers (-0. 7%) to 134 million 

l8S Established store customer count decreased 1.3M customers (-1.7%) to 127 million 

Basket Metrics: 
ffl Sales increased 1.3% ($12.34 TYvs. $12.19 LY) 

ffl Profit increased 3.4% ($4.47 TY vs. $4.32 LY) 

ffl Units decreased 6.3% (3.26 TY vs. 3.48 LY) 

ffl Scan downs decreased 5.4% ($0.73 TY vs. $0.77 LY) 
1 - SS customer ccum ::: Txn from Front Registers + Photo Register + Cosrn Register+ Self Checkout 

Resuits Department-· James Bearr:an 
Source: tv~SS Data Warehouse 
Waigreen Co. Proprietary and Confidential. 
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SS Mix Margin Impact by GMM 
Januaty 201 "1 

Div lm1>a-ot 

Profit BPI Mix BPI 

Sal,i,s % Chg Profit %Chg GP% Chg Mix Chg Ratfl Mix Mb: Chg R:at:e Mix 

AD 

H&WiFESViGEN MER $635,73,8 ti% $253,035 3.7% 39.8% 0.8 105 -28 37.7 

rJAHKD(TWN i ::<1 {t -7..3~:-1~ -:S.2..37:2 -X5:?J~i-1S -15-.G~t, t17.2) 3:.2 <14i ffli 18 Q:_g (G.l} i16:'} 

HEAIJTTPCAltEISEAS S494,.m 3.1% sm,sss 4.2% 35.7% M 30 10 29A M S: 

M.i<RKDC.NN 

CONSUMABLES 

RE"'"''JIIR 

A.D 

PROMO LOG..cTION 

$507,973 1.7% $142.743 B.3% 2S.t% 1.7 

TOTAL $1,S:85,.45:S ta% SSOS,818 4.0% 36.2% O.S 
'============================= 

m .3 ao.t 10.0; so 1 

,. Consumables was the largest SS margin builder due to rate increases in both Reg and Ad sales 

" Health and Wellness division was accretive to SS margin due to rate increases in Ad and Reg sales 
(+32 bps); a mix shift from Reg to Ad was a slight drag (-3 bps) on margin 

,. Beauty/Seasonal was accretive to margin due to rate increases in Reg and SS mix shifting to Reg 

" Photofinishing was dilutive on SS margin due to both mix and rate. Sales shifted from Photofinshing 
to other less profitable depts 

Resuits Department-· James Bearr:an 
Source: tv~SS Data Warehouse 
Waigreen Co. Proprietary and Conlidential. 
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SS Mix Margin Top 5 Margin Builders/Diluters 
Januaty 201 "1 

Margin BPI 
(20) (15) (10) (5) 5 10 

~NITTMR 7 

SANITARY 6 

NUTRl SUPP (4) -

CANDY BAG (4) -

SEAS ELEC DEC (8) 

BAS!C TOYS (13} 

PHOTOFINIS (17) 

Margin Builders: 
1. Paper Goods was accretive to margin as 

sales shifted to Reg and margin 
increased 364 bps 

2. Vitamins built SS margin due to 
increased sales of Reg items. 

3. Face Cream's increase in profit (+21 %) 
outpaced its increase in sales ( +8% ), 
building SS margin 

Resuits Department-· James Bearr:an 
Source: tv~SS Data Warehouse 
Waigreen Co. Proprietary and Confidential. 

HIGHLY CONFIDENTIAL 

Margin Diluters: 
1. Photofinishing was dilutive to SS margin due 

to both mix and rate. Sales shifted from 
Photo to other less profitable depts 

2. Basic Toys sales were flat vs LY, but there 
was a mix shift toward Markdown - diluting 
SS margin 

3. Seas Elec Dec recorded increased sales at a 
reduced rate, diluting SS Margin 

WAGMDL00974148 
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SS Mix Margin - Est of Inflation Adj Sales Chg 
Januaty 201 "1 
Results based on Reg sales 
Excludes Gift/Phone Cards and Photo 

FESViGEH MER 

H&WiFESV1GEN MER 

BEAUTY 

SEASONAL. 

BEAUTY/P CARE1SEAS 

CANDY 

COHSU•MABLES 

SELF SERVE 

BPI Rate - measures the irnpact of cost or retail increases 
BP! Mix - rneasures the irnpact frorn the change in rnix of goods 

~ Regular Sales increased 0.5% to $951 M 

~ Average Retail increased 506% (+$0.22 vs LY) to $4.16 

~ Average Cost increased 2.9% (+$0007 vs LY) to $2.46 

Resuits Department - James Bearr:an 
Source: tv~SS Data Warehouse 
Waigreen Co. Proprietary and Confidential. 
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SS Mix Margin - Scan downs decreased 4.9°/o to $1 QOM 
January 20"11 

Scan Down$ Diff vs LY 
Top/Bottom Depts 

-$2,000 -$1,500 -$1,000 -$500 $500 $1,000 $1,500 $2,000 $2,500 

SOFT DRINKS 

PAIN SLEEP 

VIT Al'vI INS 

FACE CREAM 

DENTAL NOS 

CANDY BAG 

DIET SUPPL 

NVLTY/GUM/MINT 

COUGH COLD 

$ in thousands 

Resuits Department-· James Bearr:an 
Source: tv~SS Data Warehouse 
Waigreen Co. Proprietary and Confidential. 
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-$833 

-$1,037 

-$1,083 

-Sl,257 

-$1,359 

$813 

$701 

$1,515 

$1,438 

Sl,981 
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SS Mix Margin Impact by COVP 
Januaty 201 "1 

SS lrnl}a,cl 

Pm.fit Margin BPI 

Sales % ChQ Profit % ChQ GP% Cha Mix Cha Rate Mix Mix Chti Rate- Mix 

PROMO lOCATiCN 

'//AG TXN COUP -S'1F3 62'':<i -S'lCJ 62''k 1GG. 1>':'>c- i) G:, i) G:, i'T: i'T: ,p G:, (D.'T: ,DJ ,:DJ 
1--------+--------+------+-----
W ESTER N 

PROMO lOCAT!GH 

'\i'IC TVM ,-~ .. ·p 

SOUTHERN 

REGULAR 

PROf'-'10 LOCAT!ON 

r,AARKD()WN 

-S121 -189% -H21 -1S.G'% rye% (G.1) ('O.'T: 

S48S,SS3 1.4% $177,385 4.3% 36.2% 1.0 

62 -12 23.7 

ff: 15.7 

108 -8 2'9.1 

65 ·12 25.0 

,. All regions were accretive to margin due to rate increases in Reg sales 

" The Southern region was the largest margin builder 

Resuits Department-· James Bearr:an 
Source: tv~SS Data Warehouse 
Wa:green Co. Proprietary and Confidential. 
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(0.1) 14 (2) 

(O.f: 2:5 

2 

(0.1) 30 (1) 

(0 .. 2) 18 (4) 
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SS Mix Margin - Impacts from Adjustments 
Januaty 201 "1 

ii Gift and phone cards (depts 100 and 101) are reported at net of face value and Front 
End Products/Services (depts 121 and 26) are excluded from the report 

ii December1s SS margin before adjustments is 35.3%, up 64 bps vs LY 

ii The net effect of these adjustments is +290 bps on SS margin 
TY Reported Margin (36.2) - Margin without adjustments (35.2) = 100 bps 

Results provides a Mix Margin online application, please 
bookmark the web address below: 

http://chainmargin.walgreens.com 

Resuits Department-· James Bearr:an 
Source: tv~SS Data Warehouse 
Waigreen Co. Proprietary and Confidential. 
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Walgreen Co 
Results Planning & Research 
Kelly Dolan (x2941) 

For Period Ending: 

02/03/12 or 02/07/12 or 02/10/12 or 02/14/12 

Actual vs. Budget 

Market Latest Pay Period 

# of 

Earliest Stores 

(63,797) (49,448) (59,578) (5~,5~1) 7,304. 

1,867 

1,795 

1,929 

1,713 

Eastern Operation 

Midwest Operation 

Southern Operation 

Western Operation 

(13,210) 

(13,964) 

(17,927) 

(18,697) 

(10,229) 

(10,604) 

(13,539) 

(15,077) 

(17,385) 

(9,663) 

(20,619) 

(11,911) 

(11,377) 

(12,566) 

(15,011) 

(20,578) 

Actual 

Ttl Rph Tech/0th Int 

1,863,885 •• 838,729 • 999,543 •• 25,613 •• 

423,764 

516,757 

477,024 

446,341 

209,888 

217,308 

216,945 

194,588 

205,878 

291,726 

255,924 

246,017 

7,998 

7,723 

4,156 

5,736 

Budget 

Ttl Rph Tech/0th 

1,927,681 845,374 1,082,307 •• 

436,973 

530,720 

494,951 

465,037 

210,456 

218,004 

219,541 
197,373 

226,517 

312,716 

275,410 

267,664 

Ttl 

(63,797) 

(13,210) 

(13,964) 

(17,927) 
(18,697) .. 

---------------------------------------------------------------------------------------------------- I 

Eastern Operation 

Hawthorne 

Schmidt 

Bourdo 

White 

Anhorn 

Psomas 

Briscoe 

Midwest Operation 

Grant 
Bruneteau 

Latta 

Gloudemans 

Eilers 
Haynes 

Whelan 

Southern Operation 

Johnson 

Hutchens 

Ripak 
Corley 

Ward 

Treece 

Siemoneit 

Western Operation 

Bandurraga 

Atlas 

Hose 
Sesto 

Miller 

Hasty 

Zins 

(118) 

(1,326) 

(1,727) 

(1,805) 

(2,090) 

(2,498) 

(3,646) 

(1,118) 
(1,439) 

(1,892) 

(2,083) 

(2,086) 
(2,246) 

(3,102) 

(1,690) 

(2,173) 

(2,385) 
(2,465) 

(2,758) 

(3,190) 

(3,268) 

(1,140) 

(1,605) 

(1,794) 
(2,970) 

(3,058) 

(3,364) 

(4,766) 

(649) 

(1,228) 

(1,001) 

(1,343) 

(1,507) 

(1,617) 

(2,885) 

(816) 
(736) 

(1,788) 

(1,524) 

(1,582) 
(1,496) 

(2,664) 

(1,758) 

(1,105) 

(1,836) 
(1,913) 

(2,086) 

(2,372) 

(2,469) 

(1,836) 

(925) 

(1,625) 
(2,216) 

(2,100) 

(2,446) 

(3,930) 

(1,586) 

(1,453) 

(1,960) 

(2,528) 

(3,184) 

(2,860) 

(3,814) 

(587) 
(940) 

(2,963) 

(711) 

(987) 
(1,343) 

(2,134) 

(2,477) 

(4,717) 

(3,095) 
(5,640) 

(1,273) 

(1,662) 

(1,757) 

(791) 

(614) 

(1,743) 
(1,763) 

(1,908) 

(2,094) 

(3,000) 

(2,671) 

(2,450) 

(739) 

(934) 

(1,429) 

(1,117) 

(2,039) 

(1,698) 
(794) 

(1,213) 

(2,639) 

(2,498) 
(1,233) 

(2,492) 

(910) 

(1,058) 

(1,485) 
(1,678) 

(3,557) 

(2,720) 

(3,605) 

(1,566) 

(2,083) 

(2,552) 
(3,290) 

(2,934) 

(3,618) 

(4,536) 

239 

313 

226 

230 

285 

294 

280 

243 
265 

282 

254 

244 
259 

248 

233 

286 

283 
260 

346 

229 

292 

207 

218 

223 
286 

253 

254 

272 

56,225 

65,550 

51,289 

49,353 

63,668 

69,794 

67,885 

62,879 
75,224 

85,553 

77,196 

65,278 
82,668 

67,961 

52,475 

59,276 

66,656 
57,072 

94,918 

67,208 

79,421 

49,648 

56,082 

59,044 
71,114 

70,184 

68,903 

71,366 

27,033 

31,327 

26,193 

25,166 

33,441 

34,650 

32,078 

27,956 
32,573 

34,182 

30,950 

28,084 
33,060 

30,505 

25,306 

30,174 

31,619 
28,491 

39,725 

27,679 

33,951 

22,894 

25,024 

25,204 
32,585 

30,045 

29,873 

28,965 
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28,201 991 

33,612 611 

22,471 2,625 

23,155 1,033 

28,959 1,269 

34,388 757 

35,093 714 

34,221 
40,652 

50,438 

45,511 

36,180 
47,937 

36,788 

26,522 

28,746 

34,437 
28,154 

54,556 

38,248 

45,263 

26,389 

29,872 

33,350 
38,044 

38,636 

38,240 

41,487 

702 
1,999 

933 

736 

1,015 
1,671 

669 

647 

357 

600 
427 

637 

1,282 

207 

366 

1,187 

490 
486 

1,503 

790 

915 

56,343 

66,876 

53,015 

51,158 

65,758 

72,292 

71,531 

63,996 
76,662 

87,445 

79,278 

67,363 
84,913 

71,063 

54,165 

61,449 

69,040 
59,536 

97,675 

70,398 

82,688 

50,788 

57,687 

60,838 
74,084 

73,241 

72,267 

76,132 

27,029 

31,309 

26,394 

25,227 

33,220 

34,707 

32,570 

27,814 
32,680 

33,744 

31,255 

28,388 
33,437 

30,686 

25,274 

30,140 

32,008 
28,767 

40,485 

28,278 

34,589 

23,192 

25,343 

25,549 
32,943 

30,389 

30,547 

29,410 

29,314 

35,567 

26,621 

25,931 

32,538 

37,585 

38,961 

36,182 
43,982 

53,701 

48,023 

38,975 
51,476 

40,377 

28,891 

31,309 

37,032 
30,769 

57,190 

42,120 

48,099 

27,596 

32,344 

35,289 
41,141 

42,852 

41,720 

46,722 

(118) 

(1,326) 

(1,727) 

(1,805) 

(2,090) 

(2,498) 

(3,646) 

(1,118) 
(1,439) 

(1,892) 

(2,083) 

(2,086) 
(2,246) 

(3,102) 

(1,690) 

(2,173) 

(2,385) 
(2,465) 

(2,758) 

(3,190) 

(3,268) 

(1,140) 

(1,605) 

(1,794) 
(2,970) 

(3,058) 

(3,364) 

(4,766) 

Rx Actual vs. Budget 
Latest 14 Day Period -Average Weekly 

All Regular Drug Stores and Walgreen Pharmacy 

Excludes Puerto Rico 

From this point forward, stores with a variance of 3 hours or less will be considered "Adopted" 

Variance 

Rph Non-Rph 

(6,646) (57,151) 

(568) 

(696) 

(2,597) 

(2,785) 

4 

18 

(201) 

(61) 

221 

(57) 

(492) 

142 
(108) 

438 

(306) 

(305) 
(377) 

(182) 

32 

34 

(389) 
(276) 

(760) 

(600) 

(638) 

(299) 

(320) 

(345) 
(359) 

(345) 

(674) 

(445) 

(12,642) 

(13,268) 

(15,331) 

(15,912) 

(122) 

(1,344) 

(1,526) 

(1,744) 

(2,311) 

(2,441) 

(3,154) 

(1,260) 
(1,331) 

(2,330) 

(1,777) 

(1,781) 
(1,869) 

(2,921) 

(1,722) 

(2,207) 

(1,996) 
(2,189) 

(1,998) 

(2,591) 

(2,630) 

(842) 

(1,286) 

(1,449) 
(2,612) 

(2,713) 

(2,690) 

(4,321) 

Total 

Unfavorable 

Variance 

3,497 

3,700 

2,416 

2,432 

1,378 

664 

146 

345 

265 

487 

212 

430 
881 

1,087 

401 

70 
523 

309 

422 

266 

419 
370 

431 

280 

229 

40 

345 

457 
618 

506 

160 

308 

# of Stores 20+ Hrs 
Over Bgt 

I 

Avg of Prior 

Current 3 Pay Periods 

47 

41 

25 

29 

24 

5 

3 

2 

9 

3 

5 
10 

12 

4 

7 

3 

5 

2 

4 
4 

6 

3 

4 

6 

4 

9 

2 

4 

39 

58 

44 

39 

4 

6 

6 

6 

3 

8 

4 

5 

15 

7 

7 

2 

14 

8 

7 

7 

7 

4 

6 

8 

5 

5 

7 

5 

9 

5 

8 

' ' t 
Adoption Rate 

I 
Avg of Prior 

Current 3 Pay Periods 

87.4% 

86.8% 

90.5% 

90.9% 

69.9% 

82.4% 

93.4% 

87.4% 

91.2% 

92.2% 

94.3% 

87.7% 
74.7% 

83.7% 

88.6% 

96.7% 
87.3% 

90.3% 

88.8% 

92.0% 

88.7% 
91.5% 

89.3% 

90.4% 

92.5% 

97.6% 

88.1% 

86.5% 
89.2% 

87.4% 

95.7% 

92.3% 

87.1% 

83.8% 

87.7% 

87.7% 

84.5% 

86.4% 

85.7% 

83.9% 

90.5% 

89.3% 

88.2% 

85.5% 
72.2% 

88.7% 

82.4% 

92.9% 
79.3% 

86.2% 

86.3% 

87.2% 

85.7% 
92.2% 

88.0% 

84.1% 

89.5% 

95.8% 

83.6% 

83.3% 
89.4% 

83.7% 

91.2% 

86.9% 

2/07/2012 

11,005 •• 

1,115 

1,383 

3,541 

4,966 

119 

256 

170 

83 

29 

270 

188 

13 
256 

253 

210 

8 

208 

435 

320 

291 

738 
455 

961 

209 

567 

662 

470 

417 
1,077 

773 

742 

825 
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Walgreen Co 
Results Department 
Jenny Kurzer x3586 (FE) 

For Period Ending: 
02/03/12 or 02/07/12 or 02/10/12 or 02/14/12 

Company Totals 

Total 

Midwest Operation 
Eastern Operation 

Western Operation 

Southern Operation 

Market Totals 
Western 

Bandurraga 
Sesto 

Hose 
Atlas 

Miller 
Hasty 

Zins 

Midwest 
Bruneteau 

Eilers 

Gloudemans 
Grant 

Haynes 
Latta 

Whelan 

Eastern 
Bourdo 

White 
Anhorn 

Hawthorne 

Schmidt 
Briscoe 
Psomas 

Southern 
Santiago 
Hutchens 

Corley 
Johnson 

Treece 

Ripak 

Siemoneit 
Ward 

Publish Date: February 21st, 2012 
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1,798 
1,875 •• 

1,!~~ 
2,044 •• 

209 
272 

224 
219 

253 
255 
272 

265 
245 

255 
243 
260 
282 

248 

227 
230 
286 
239 

315 
284 
294 

111 
288 

261 
233 
230 

283 

292 
346 

FE Actual vs Budget 
Latest 14 Day Period - Average Weekly 

Al l Regular Drug Stores and Walgreen Pharmacy 

From this point forward, Stores with a variance of 3 hours or less wm be considered "Adopted" 

FE 
Actual Budget Variance I 

3,825,905 • 4,022,168 • (196,263) 

912,737 • 
903,801 
887,404 . 

1,121,964 . 

100,883 
141,391 

138,752 
109,128 

120,529 
132,650 
144,073 

130,368 
128,210 

126,455 
143,808 
130,307 
135,166 

118,425 

129,130 
107,456 
141,246 
109,940 

143,373 
132,966 
139,692 

116,977 
152,912 

138,211 
108,012 
113,039 

170,147 

149,028 
173,640 

958,140. 
949,508. 
934,226. 

1,180,294. 

105,718 
146,965 

145,149 
115,565 

127,300 
140,301 
153,228 

135,256 
133,841 

132,661 
150,407 
137,021 
142,122 

126,832 

134,084 
112,721 
147,393 
116,153 

150,164 
141,103 
147,890 

119,225 
159,077 

144,900 
114,889 
120,712 

179,521 

158,469 
183,501 

(45,403) 
(45,707) 
(46,823) 
(58,331) 

(4,836) 
(5,575) 

(6,398) 
(6,438) 

(6,771) 
(7,651) 
(9,156) 

(4,889) 
(5,632) 

(6,206) 
(6,600) 
(6,714) 
(6,957) 

(8,407) 

(4,955) 
(5,265) 
(6,148) 
(6,213) 

(6,792) 
(8,138) 
(8,198) 

(2,249) 
(6,166) 

(6,689) 
(6,878) 
(7,674) 

(9,374) 

(9,442) 
(9,861) 

# of Stores 20+ Hours Over FE Bdgt Adoption Rate 
Avg of Prior 3 Pay Periods Avg of Prior 3 Pay Periods 

3 98.6% 96.7% 
12 23 86.0% 73.5% 

3 13 92.4% 83.8% 
5 10 94.5% 84.0% 

3 9 94.1% 87.1% 
3 98.0% 88.0% 
6 12 94.9% 84.2% 

11 14 86.8% 80.4% 
3 8 93.5% 85.9% 

6 6 95.3% 87.5% 
6 11 93.4% 87.9% 
3 6 94.2% 90.8% 
5 10 91.5% 86.2% 

2 17 95.2% 83.1% 

7 22 89.9% 74.2% 
3 19 90.9% 77.0% 
5 13 89.9% 84.3% 
7 7 90.0% 89.8% 

8 10 88.6% 87.1% 
14 13 92.6% 87.3% 
2 2 96.6% 90.5% 

30 63 65.8% 33.0% 
7 20 88.9% 76.7% 

6 13 91.6% 84.8% 
2 6 93.6% 88.8% 
2 10 96.5% 87.4% 

6 13 94.0% 84.6% 

4 9 94.5% 87.4% 
6 96.8% 89.4% 

Page 1 of 1 
Confidential Trade Secret and Proprietary Data - Subject to Document Retention Policy - Do Not Disclose 

Please destroy after 28 days 

WAGMDL00974154 



P-25748_00125

Data as of February 12th, 2012 

File Buyout Script Retention Report - Deals Closed After October 1, 2011 

Ashworth 
Market: 2 

MEDICINE SHOPPE 25 S COLVILLE ST Walla Walla WA FT $225 y 10/21/2011 99% 10107 100% 49 21 •::::.) 

PHARMACY 

Total: 49 21 40 .:Lt '2:9 

Market: 11 

ECONOMED PHARMACY 105 SOUTH DR,STE 100 MOUNTAIN CA FT $225 y 11/29/2011 100% 689 55% 53 24 l..l /:·, 

VIEW 

ROYAL PHARMACY LLC 1111 EL CAMINO REAL Millbrae CA FT $5 N 11/16/2011 88% 625 71% 10 4 1 

Total: 63 27 '31 2/ /9 

Market: 14 

LANSING PHARMACY 121 EXPRESS LN,STE A Leavenworth KS FT $200 y 1/26/2012 96% 12923 97% 35 16 ?t 
HEALTHMART PHARMACY 

Total; 35 16 (iG ))~ 

Market: 17 

88 PHARMACY 88 S PALM AVE ALHAMBRA CA FT $291 y 12/30/2011 98% 2156 97% 58 38 .'J(J w 26 

A-DR REDDY PHARMACY 12998 HESPERIA RD,STE 102 Hesperia CA FT $100 y 12/29/2011 100% 5556 42% 45 21 19 17 18 

BELLA VISTA PHARMACY 2099 S ATLANTIC BLVD,H MONTEREY CA FT $760 y 12/22/2011 88% 11440 94% 163 60 19. ll 19. 
PARK 

CARE DRUGS PHARMACY 505 N MOLLISON AVE,STE 101 EL CAJON CA FT $2,450 y 11/30/2011 99% 5844 33% 509 285 63i) 

RX 2 GO 9700 19TH ST,SUITE A RANCHO CA FT $460 y 12/29/2011 99% 5478 63% 70 39 

CUCAMONGA 

VONS 4848 VALLEY VIEW AVE YORBA LINDA CA FT $425 N 12/13/2011 100% 3560 92% 60 27 26 

Total: 905 469 BVS J:19 n .. 1~; 

Send all questions or comments related to the script retention information to FileBuyReport@walgreens.com 

For Internal Walgreens Use Only - Not Intended For External Distribution 

J? 

12 29 :ZG 29 

,?.1. ?.1. 

1 J 1 

19 ,?.[{ ?.Ii. 

)..:t 

26 24 

19 

JQ J.,?. 

:l:)f 

-="t) 

w 23 

636 490 6'2:8 

Page 1 of 2 

Note; !n markets where multiple file buys are executed, retention results may be overstated, This ls a known issue for which an IT ticket has been opened to correct, 

WAGMDL00974155 
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1 Yr, Est, ··············································Actual······································· 

Market: 22 

AS PRESCRIBED PHARMACY 457 GREENFIELD AVE,STE 101 HANFORD CA FT 

BROADWAY PHARMACY 

FIFTH STREET PHARMACY 

SMART FOODS 

Market: 26 

KMART PHARMACY7099 

242 E BROADWAY 

1839 S EL DORADO ST 

3233 W HAMMER LN 

5005 W 120TH AVE 

Retention Summary 

SALT LAKE CITY UT FT 

Stockton CA FT 

Stockton CA FT 

BROOMFIELD co FT 

$915 y 

$144 y 

$165 y 

$243 N 

$364 N 

7-Day 

14-Day 

21-Day 

1 Month 

2 Month 

3 Month 

12/16/2011 94% 5411 

12/23/2011 96% 9238 

10/29/2011 100% 2645 

1/28/2012 100% 2770 

2/2/2012 100% 4025 

Total 1 Yr. 
#Deals Est. l{x/Day 

15 758 

13 667 

12 650 

12 650 

5 370 

2 58 

90% 200 84 1·;::;: LL: :: :).) 

93% 34 12 

64% 94 37 ;:t;-~ '.)? 

93% 144 69 4l 

472 202 ?:il 197 190 

74% 42 22 ;i 

42 22 ,2 

Avr:,. 1-Yr. Total Ret. 
Est l{x /Day Rx/Day 

51 

51 L.O'.l 7 

54 

54 

74 

29 66 

Send all questions or comments related to the script retention information to FileBuyReport@walgreens.com 

For Internal Walgreens Use Only - Not Intended For External Distribution 

10? 

'·CJ 4? 

42.. 

163 41 40 ·.~:..\.' 

Avg. Ret. 
Rx/Day 

80 

Page 2 of 2 

Note; !n markets where multiple file buys are executed, retention results may be overstated, This ls a known issue for which an IT ticket has been opened to correct, 
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Affordable ellness Team 

Februa 23, 2102 
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PSC Enrollments/ Day (Jan - Feb) 

40,000 · 

35,000 

30,000 · 

25,000 · 

20,000 · 

15,000 · 

10,000 

I 3 5 7 9 

=January Enrollments 

February (Feb I - Feb 19) 

11 I 3 15 17 19 2 I 23 

February Enrollments 

~verage 
Enroll mentslDaJ 

6,399 

* Based on incremental enrollments required to break-even on $5 employee incentive 

• Note: Enrollment figures do 

HIGHLY CONFIDENTIAL 

25 27 29 31 

February Break-even * 

Enrollments 

134.370 
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PSC February 2012 - $5 In-store incentive 
Enrollment breakdown 2/1/12 - 2/19/12* 

* Updated as of 
2/22/2012 

HIGHLY CONFIDENTIAL 

2/1/2012 9,418 

2/2/2012 8,331 

2/3/2012 8,325 

2/4/2012 5,348 

2/5/2012 3,812 

2/6/2012 7,455 

2/7/2012 7,742 

2/8/2012 7,585 

2/9/2012 7,455 

2/10/2012 7,374 

2/11/2012 4,762 

2/12/2012 3,671 

2/13/2012 6,827 

2/14/2012 6,446 

2/15/2012 6,870 

2/16/2012 6,853 

2/17/2012 7,010 

2/18/2012 4,332 

2/19/2012 3,348 

2/20/2012 5,817 

2/21/2012 5,589 

2/22/2012 

2/23/2012 

2/24/2012 

2/25/2012 

2/26/2012 

2/27/2012 

2/28/2012 

2/29/2012 

WAGMDL00974159 
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January 2012 Retail Rx Market Share 

Key Insights 
> Figure 1: Walgreens Retail share dropped -1.8 pts to 18.2%, Walgreens lowest share since we began adjusting for 90D in 01 FY09. 
> Figure 1: ESI is driving Walgreens decline and Other Chain growth - when ESI is removed from the market, Walgreens is up +0.2 pts while Other Chain Drug is down -0.2 pts. 
> Figure 2: Overall market has grown at an accelerated rate over the past quarter and a half while Walgreens growth has continued to diminish to -6.1 % in January, driven by ESL 
> Figure 4 : Other Chain Drug was the share point change leader, qaining +0,9 pts, ESI positively affected their share by+ 1, 1 pts, 

90D Adj Walgreens Retail Rx Market Share Trend 

90D Adj Share 

20.5% 

20.0% 

19.5% 

19.0% 

18.5% 

18.0% 

17.5% 

17.0% 

90D Adj Comp Shr Pt Chg (YoY) 

90D Adj TY Shr Pt Chg (YoY) 

90D Adj LY Shr Pt Chg (YoY)' 

190D Adj w/o ESI TY Shr Pt Chg (YoY) 

~WAG Growth 

w-@w,WAG Excess to Market 

......... Market Growth w/o WAG 

Jan-11 
20.0% 

0,0 

0,5 

N/A 

0,4 

Competitor Retail Share and Growth 

Feb-11 
19,9% 

0,1 

0,4 

N/A 

0,3 

Mar-11 Apr-11 
19.9% 20,1% 

0,4 0,2 

0,6 0,5 

N/A N/A 

0,6 0,5 

Q2-11 

May-11 
19.9% 

0,0 

0,4 

N/A 

0,4 

Ju n-11 
20,0% 

0,6 

1,0 

N/A 

1,0 

Ju l-1 1 Aug-1 1 
20,0% 19,7% 

0,4 -0, 1 

0,7 0,3 

N/A 0,4 

0,6 0,3 

Figure 2: 90D Adi Walgreens Growth to Market Trend 

Q3-11 Q4-11 

Sep-11 Oct-1 1 Nov-11 
20,2% 20,0% 19,6% 

0,5 0,3 -0,1 

0,7 0,5 0,1 

0,5 0,3 0,2 

0,7 0,6 0,4 

Ql-12 Jan-12 

Dec-11 
19,8% 

0,0 

0,1 

0,5 

0,6 

Figure 3: 90D Adi Retail Rx Share by Channel Figure 4: 90D Adi Retail Rx Share Point Change by Channel 

WalgreensComp --18,0% 

Unadjusted Walgreens Retail Rx Market Share 

Total Retail Market RX 
%Chg 

6,5% 

Figure 5: Unadjusted Walgreens Monthly Retail Rx Share 

Jan-11 Feb-11 Mar-11 Apr-11 May-11 Jun-11 Ju l-11 

Unadj Market Growth 5,0% 3.2% 1,3% -0,7% 4,5% -0.7% -2.8% 

Unadj Walgreens Share 20,3% 20,2% 20,1% 20.2% 20,0% 19,9% 20,0% 

Unadj TY Shr Pt Chg (YoY) 0,5 0,4 0,6 0,4 0,3 0,6 0,4 

Notes: 
Data Source: IMS RX Insight 
All data is year over year comparisons (YoY), and is not day fall adjusted 
• 90D Adj LY Shr Pt Chg (YoY) data is only available starting August 09 preventing LY changes (09-10) to start until August 11 
"* Due to plan changes, we no longer have an accurate read into ESI market growth. 
Walgreens Data does not include Duane Reade. 
Projections are included in this data to account for non-panel retailers, including Walmart . Data excludes Puerto Rico 
Flu and other vaccines are not included in IMS data. 

Aug-1 1 

2,5% 

19.7% 

0,0 

3,1% NIA,. 

Sep-11 Oct-11 Nov-11 Dec-11 

-0.8% -0.3°/o 0,0% -1.6% 

20,1% 20,0% 19,5% 19,7% 

0,3 0,2 -0,2 -0,2 

For internal use only. Confidential and proprietary to IMS HEAL TH. Copyright 2011. Information contained in this report is subject to the terms & conditions of the Information Services Agreement 
Brad Hofvander, 847-315-3391, Healthcare Insights 

Jan-12 
18,2% 

-2,0 

-1,8 

0,5 

0,2! 

Jan-12 

0,7% 

18,0% 

-2,3 
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Benefits Managers Can Slow Pharmaceutical Deliveries 
Kristian Foden-Vencil I Feb. 2012 ;:27 p,m. I Updated: Feb. 16, 2012 ;:27 p.m. I OR 

< Dow11luad 

When you go to the pharmacy, you expect whoever's behind the counter to fill your prescription, 
right? 

But a fight between pharmacists and the half dozen big companies that manage prescriptions is 
leaving some patients empty handed -- and sometimes in serious pain. 

As Kristian Foden-Vencil reports, the Oregon Legislature was looking at a bill to address the issue. 
But the idea is dead -- at least for now. 

Portland pediatrician Ben Hoffman had surgery on his knee last fall. It was for an old soccer injury 
that left bone rubbing on bone. 

After going under the knife, he was given a prescription for oxycodone and then discharged for the 
evening. The plan was for his wife to drive him home via the local Walgreens to pick up the pain 
killer. 

"I was on crutches and still pretty out of it. So we stopped at the pharmacy, my wife dropped off the 
prescription, then brought me home. Bundled me into bed and then we got a phone call about 15 or 
20 minutes after we arrived home from the pharmacy, telling us they couldn't fill the prescription 
because they no longer took our insurance," Hoffman said. 

Now that doesn't mean he didn't have insurance. He did. But he found himself caught in the middle 
of a battle between his insurance company, his pharmacist and a relatively unknown entity: his 
"Pharmacy Benefit Manager." 

"That left me at home without any pain medication and no way to get it for about 24 hours. I finally 
got pain meds at about six o'clock the next night." 

Let me jump back for a moment -- to the "Phannacy Benefit Managers." 

PBMs are like middle men, who negotiate on behalf of health insurance companies for cheaper 
drugs. They're actua11y a handful of very large companies. 

If you have a health insurance card, pull it out and you may see a PBM's name on it: Medco, Express 
Scripts, or Caremark. 

Charles Cote of the Pharmaceutical Care Management Association, says PBMs cut the cost of health 
care. 

"We save on average about 35 percent and in Oregon, PBMs will save consumers and payers about 
$20 billion in prescription drug costs over the next decade," Cote says. 

Cote is one of close to a dozen lobbyists hired by PBMs to work in Salem to oppose the bill. As part of 
that effort, the PBMs did a significant ad buy. 

"We're running this ad campaign to educate key Oregon decision makers about the important safety 
and savings benefits PBMs provide." 

Now, back to Ben Hoffman and his dodgy knee. 

"I'd known about PBM's being a physician but it was the first time that I'd ever been confronted by a 
decision made by a PBM made in terms of their contract with a pharamacy that was not relayed in 
anyway to me or my insurance company as far as I knew. And I'd previously been able to pick up 
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prescriptions from that chain of pharmacy. So finding out at 10 o'clock at night after a knee surgery 
requiring pain medication was sort of an unfortunate circumstance," Hoffman says. 

Shelly Bailey says pharmacy benefit 1nanagers are so can simply dictate their own tern,s. 
Hoffman is not alone. An increasing number of Oregonians haven't been able to get their 
prescriptions filled according to policy makers. 

Pharmacy owners say they're having problems too. 

Shelly Bailey runs Central Drug in downtown Po1tland. She says Pharmacy Benefit Managers are so 
big, they can simply dictate terms. 

"We fill prescriptions below our cost to dispense, hundreds of them a day ... And when we report 
those to the PBM, we're told just hey, you can choose to fi]] those scripts or not participate in our 
network," Bailey says. 

Democratic Senator Alan Bates, who is also a doctor, says what's happening is that the PBM's are 
gradually squeezing brick-and-mortar pharmacies out by pushing people to get medications directly 
from PBMs -- via the mail. 

"It's kind of like the creaming of things. They're taking the easy cases, the easy money and leaving 
everything else to pharmacies, and giving pharmacies, like Walgreen's and others, :reimbursements 
they can't live with. It's below the cost of the drug that Walgreen's is purchasing. We have to have 
some transparency here. we have to understand where the money is going in PBMs," Bates says. 

Bates and a group of Republican and Democrat lawmakers, from both the House and the Senate, 
wrote a bi11 to make PBMs get licenses from the State Board of Pharmacy. 

It would have allowed the board to examine the financial reports of the PBMs. And that, says PBM 
lobbyist Charles Cote, would be like letting the fox guard the hen house. 

"I mean you're letting a pharmacist :regulate those who negotiate their payments. That's a conflict of 
interest because then the pharmacy knows what their competition is charging and how they're 
lowering costs and then they in turn, once they have that information, can raise their costs and the 
prices they charge." 

Portland Democrat, Jules Bailey, says the bill had protections -- so if pharmacists serving on the 
board had a conflict of interest, they would have to recuse themselves. 

And he insists, transparency is essential. 

"We want to be able to see those contractual :relationships between the insurer and between the PBM 
and the retail pharmacist to see that they're not keeping things like drug :rebates that they need to be 
passing through. And making sure that the state is able to manage for access, for safety and for 
quality," according to Bailey. 
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But the pharmacy board isn't going to be getting a look at any of those contracts any time soon. 

The House Health Care Committee killed the bill -- at least for this session. Co-chair, Mitch 
Greenlick, another Portland Democrat, says the bill fell afoul of the general agreement not to work 
on anything with heavy opposition during the short session. But, he says, stay tuned for next year. 

"Absolutely it's not dead. There's a ton of money in this and the pharmacy benefit management 
organizations have hired half of the contract lobbyists in the building to fight it. So it's not going to 
be easy. But we hope we get a work group and get them involved and move the ball down the field a 
little bit," Greenlick says. 

Meanwhile, if you're expecting to go under the knife, you might want to get your pain meds so1ted 
out beforehand. 
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Some companies are 
investing in their workers 
and reaping healthy profits. 
by Zeynep Ton 

Zeynep Ton is a visiting 
assistant professor in the 
operations management 
group at MIT Sloan School 
of Management. 

HBR.ORG 

lmost one-fifth of American workers 
have bad jobs. They endure low wages, 
poor benefits, schedules that change 
with little-if any-notice, and few 
opportunities for advancement. 

The conventional wisdom is that many companies 
have no choice but to offer bad jobs-especially re­
tailers whose business models entail competing on 
low prices. If retailers invest more in employees, 
customers will have to pay more, the assumption 
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WHY "GOOD JOBS'' ARE GOOD FOR RETAILERS 

goes. Indeed, it is easy to conclude that employee­

friendly Wegmans and the Container Store can offer 

great jobs only because their customers are willing to 

pay higher p1ices. 

I have studied retail operations for more than 10 

years and have fom1d that the presumed trade-offbe­

tween investment in employees and low p1ices Gm be 

broken. Highly successfhl retail chains-such as Quik­

Trip convenience stores, Mercadona and Trader Joe's 

supermarkets, and Costco wholesale dubs-not only 

invest heavily in store emploY~es but a!zohayq the 

lowestptke.s in their industries, solid.finand.al perfor­
mance, and better customer service than their com­

petitors. They have demonstrated that, even in the 

lowest-price segment of retail_. bad jobs are not a cost -

driven necessity but a choice. And they have proven 

that the key to breaking the trade-off is a conibi.nation 

of investment in the workforce and operational prac­

tices that benefit employees, customers, and the com -

pany. This article explains those practices. 

Although my research has focused on retailing, r 
believe that the model these retailers have created can 

be applied in other service organizations where there 

are large fluctuations i.n customer traffic and employ­

ees perform both production and customer service 

tasks. These include hospitals, xestaurants, banks., 

and hotels. 

The United States needs better jobs, not just 

more jobs. Service businesses-including low-price 

retailers----that currently don't invest adequately in 

their workers could be part of the solution. 

Why Do Retailers 
Underinvest in Labor? 
If investing in retail labor is such a good idea, as my 

research suggests, why isn't everybody doing it? The 

main reason is that labor is often a retailer's largest 

uJntrollable expensi:;;-nd nm aciourff for more tflan 
10% of n:':'venues~,a coiish)l'ffabfo tevefln an .indirn• 
fry with low prQfifmargins. In addtlion; many re­
tailers see labor as a cost driver rather than a sales 

ddv,1r and. thercforn focus 011 minimizing Hs cqsts. 

Accordingty, they often evaluate stoi'e. managers 

on whether they meet monthly (or weekly) targets 

for payroll as a percentage of sales. These manag­

ers don't have much control over sales (they almost 

never make decisions on merchandise mix, layout, 

pric~, orpmtnotioi1s), hut tl:jeydobaw~ afairamo~t 
~f can,t~ol r.rv~ayroJ!:,So when saks decrease, they 
imn1ediately rcedUce staffing l~vefo. The pressure to 
reduce payroll expenses is so high that store manag­

ers at several large cha.ins, including Walmart, have 

been widely reported to have forced employees to 

work off-the-dock, paying them for fewer hours 

than they putin. 

Moreover, U1e financial benefits of cutting em­

ployees are direct, immediate, and easy to measure, 

whereas the less-desirable effects are indirect, long 

1 
a year. 

of retailers call anyone 
working more than 

wages are 35% lower 
than those of full-time 
employees, 

hours 
a week a full-timer. 

Moreover, they often do 

not receive health benefits 
and are scheduled too few 
hours to earn a living. 
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Idea in Brief 
Retailers have long believed that the only 
way to compete on price is to offer work­
ers low wages, poor benefits, constantly 
changing schedules, and little oppmtu­
nity for advancement. 

term, and difficult to measure. Home Depot is a 
well-known example. When former GE executive 
Robert Nardelli became CEO, at the end of 2000, he 
cut staffing levels and increased the percentage of 
part-timers to reduce costs and boost profits. Those 
moves achieved both goals immediately, but they 
eventually caused Home Depot's excellent cus­
tomer service-the company's claim to fame and, 
arguably, primary source of competitive advan­
tage-to suffer, customer satisfaction to plunge, and 
same-store sales growth to drop and even go nega-­
tive in some years. 

What happened to Home Depot is common. 
Many store managers at various retailers told me 
that the pressure to meet short-term performance 
targets led them to reduce employees even though 
they knew that the workers who remained would 
cut comers and make mistakes. And they suspected 

In addition to poor wages and 
benefits, retail employees have 
unpredictable work schedules. 

HBR.ORG 

But a growing body of research­

including the author's studies of 

Borders, Home Depot, QuikTrip 

convenience stores, Mercadona 

OFFER n.:VdU-l Sl\!.h; and promo­

tions in order to reduce complexity. 

and Trader Joe's supermarkets, and 

Costco wholesale clubs-suggests 

that there is an alternative to provid­

ing "bad jobs." 

Retailers can break the trade-off 

between low prices and investing 

in employees by adopting a set of 

operational practices: 

CROSS-TRAIN WORKERS so that 

they can perform multiple tasks 

instead of varying the number of 

employees to match changes in 

customer traffic. 

El.!MINATE WASTE everywhere 

except in staffing in order to increase 

labor productivity. 

EMPOWER EMPLOYEES to make 

small on-the-spot decisions. 

that this could hurt sales and profits. Indeed, my 
research suggests that understaffing retail stores 
amounts to a missed opportunity: In my analysis of 
data from 1999 through 2002 from more than 250 

stores of Borders, a major bookstore chain at the 
time, 1 found that a one•staw:fa:rd·d-evl;itfon increase ') 
in laborlevels at a storein ·· · s by 
10% over th,1 course<> · ay~ar. searc 1 y ars all • 
Fisher, Serguei Netessine, and Jayanth Krishnan 
supports my findings: Their analysis of17 months 
of data from a large retailer shows that for every $1 
increase in payroll, a store could see a $4 to $28 in-· 
crease in monthly sales. 

Of cou.r.se the relationship between staffing levels 
and profitability is not linear: After a certain point, in­
creasing the former will reduce the latter. But .instead 
of responding to short-term pressures by autornati­
caHy cutting labor, stores should strive to find the 

In an effort to match staffing 
levels to customer traffic, retail 
chains schedule employees only 

hour shifts are common, and 
employees are often asked 

to be on caH. 

Employers' underinvestment 
in retail employees is costly 
for society. Retail employees 
receive disproportionately 
more public assistance than 
employees in other industries. 
They are clearly on the losing 

end of the large income gap in l weekin 
advance, 

and even those schedules can 
change at the last minute. 

Changing shifts on such short 

notice can make it difficult, 
if not impossible, for workers 
to meet family commitments, 

petform other jobs, and 
arrange for child care. It also 

can wreak havoc on increas-
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WHY "GOOD JOBS" ARE GOOD FOR RETAILERS -------------------------------------­
. ' . . 

staffi.ng level that maximizes profits on a sustained 

basis. In many cases, that will mean adding workers. 

Retailers do not just under invest in the quantity 

of labor. They treat the quality of labor the same 

way-paying low wages, offering insufficient ben­

efits, and providing inadequate training. The short­

term pressures are just too difficult to resist. The in­

evitable consequences are understaffed stores with 

high turnover oflovv-skilled employees who are of­

ten part-timers and have little or no comn1.i tment to 

their work. 

The Effect on Store Operations 
Let's look closer at what happens when, say, a s11-

permarket manager cuts staffing to meet a payroll 

or profit target A typical supermarket is a complex 

operating environment. It carries close to 39,000 

SI(Us, ranging from an Idaho potato to a 6.4-ounce 

tube of Crest fluoride anticavity toothpaste with 

tartar pro tection. The store receives multiple de-

liveries every day from manufacturers and its own 

distribution centers, and store employees shelve 

much of the merchandise. It has about 100 promo­

tions a week and serves close to 2,500 customers a 

day. Customer traffic fluctuates throughout the day 

and week and on holidays, but the fluctuations are 

fairly predictable. 

In this environment, it takes a lot of operationa.1 

expertise to get the right product on the right shelf 

at the right time. Like most retailers, supermarkets 

carry more goods than they can display. So there is 

not only a constant unloading of deliveries but also 

a constant shifting of items from backrooms to the 

selling iloor and back again. Jt also takes a lot oflogis­

tical effort to get the wrong product off the shelf: For 

example, items move to storage when promotions 

end. Store employees are also supposed to remove 

damaged or expired goods-generally more than 19,;, 

of what is on the shelves. 

In my field visits, I consistently found that with 

so many products, promotions, and storage areas, a 

task that ought to be simple-such as shelving tooth­

paste- is not. Su cha sutririsingly c:r.nriplex operation 

requires sqmething uniqudy human: ju~$me~t. 

.PqotlYpJid,p;.iQrly trnh:wd, and poorly motivated, 

employees have to moni.torwhich products have sold, 

der.:ide whano keep oflthe if:dlihg f!OQr and \vt.l,\lt"to' 
illuV◊ @unclfi'om 6a.cki6otns, and renwmher wh1dr 
baEkmoms··co,1tain •\vhich ltems. 

All the winle, shoppers are asking questions, 

which requires employees to use their judgment 
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to make trade-offs between dimensions of perfor­

mance: Should they answer a customer's question if 

that keeps them from restocking a popular product? 

Should they go looking for something a customer 

can't find if that prevents them from putting up next 

week's promotion'? 

When these nitty-gritty, ongoing operational is­

sues are handled by low-paid employees at under­

staffed stores, the consequences for operational ex­

ecution can be severe. 

Retailing's Vicious and Virtuous Cycles 
Extensive research in operations mm;.agementlinks 

employee turnover m.1dpoor training to poor perfor­

mance; especially in manufactllring settings. The 

s.ItnfJ 1s true in retailing. When my c0Heag11e Ammth '.) 0 
Raman of Harvard 6>.tsiness School and 1 first started . V~ 
wor){fng with Borders, we found that thern v,,as a ff ' 
ht.1gcyari<1-tion in qperati ,m,'e <among wii . 
s~atusdfHie iame , tton tee,: nofogy 
afill'oltiJ.ted fhe safokJri&iiUves'totrmplo.yee_s,:t1le 

perfomianceof tbe. b~st store wasa .whopping 43 
t1mes betteitbaii that. ofthe worst ar,:;ne. Part of this 
¾';lriatiM, ·~;~ fou nd, cocl~tbe explained by labor 

practices. Stores in. which employees had less train-

ing, greaterwoikloads, and Mgher turnover per-
rornwtl worse. ·. . -

1'Jiaf fs not sorprising. Opepti9naI execution re· 
quires peopl<:, So stores wi th a gag in pooprt:'.:':'foo 
>,- ... . · ;'.- :··, . •••••••:• •••·•:N'(o"\ . .. . _· . . . . . _· • . ~ 

few :':1p)oy1.;,e~c;runm9tivated or iucapabk employ-
ees-willlia~e a_ gap l1J3erational_t11<en1tioll'.13tit 
fevi.i:etaik<rs r;;-aiiz~tlie s;;ousness of op~rational 
problems and how much money they lose by under­

investing in employees. 

In groflff · :reWll, for s>xamp!e,close to a third 05-h j j 
stoe outs are so-called phantom stotlt(,mts- - esvp- • .. 
ply chain g'f!ts thenrodutts to theright store, tmtc'us• t f 
tomers cannot fin~ t!\~1,!? b~c3µscthfproducts a£~ jn ~. 

Fqr a s1)0dalty retail chain we l99ked 
~,-~_,.,,. . .;.,~~-..v;,,,..--~~~~:-·-:-·:···:·:··-·: 

at, t e 1gurewas 60%. Two surveys at Bor-dersstores 
_,_,.,,..·wu,,, / ►\ . ."•• -;:•~ 

showrd thatone out of six customers who asked a 

salesperson for help finding something had experi­

enced a phantom stockout. Misplm:j','d prQ\J}¾&~i­
ously lead to lost sales. We estimated that the com­

pany's profits would have b<w.t(15% higher without 

phantom stockouts. Misplaced products alsofrus­

trate custt)1t1ersartuleduo~ empfo~ees1 ,Rrtidyi;twitlS 
Uuderinvestmtmtin employees also helps explain 

retail stores' poor compliance on agreements with 

manufacturers about promotions. Manufacturers 

spend miHions of dollars planning promotions., but 
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~t• e_..v;<lt 
Vdl a 2oohstudybv\hgJp·Slnn• Imp1P11J#U\iJf\P\l Share-

group, an lndustrv {,rganlzati1,:,n, found that about 
him ·-

,rss.oovious but Mtdly less st•rlousis the vmy 
thproblernS,distort ·. oitit-o.f'.sa!c data,which r.·•, 

su!tsin poorinv(mlory and•pmrrntkm p!mming, For 
:~xamplt~, when a tustomer .exper!encN, a phantom 

, . • he fg(f'rn;:;Hng r,ys~ero 
~ s tb""e""'n"'f"",o""n°c

7tu""b'l't"'0,r""\t~h""U"':'t'%tb"'e""•.r-q?js-noddmandM& ~educ:s 
.~ • ' ' "f':) ,;, ;c• ' : ; ' ·- ' •• ' . : :, : ,: ' :- ' ' ' '":1 ' :· ";'., •• ' ' : _<-:~ J : t 

fr/ 
f) 
vi 

profiM butaJso t(m,wuow's, 
-Even Walmart, the poster child of big-box retail­

ing and supply-chain management, has struggled 
with these problems, which is one reason it began 
putting RFID tags on some merchandise. But such 
technologies are often an expensive way to solve 
people and process problems. Because labor budgets 
at many retail chains are set as a percentage of sales, 
they take a hitvvhen sales drop. When the labor bud­
get is low_, store managers cannot increase staHing 
levels, even when they know it will make the store 
more profitable. And retail chain managers are hesi­
tant to invest in employee training or other benefits 
that increase retention -and boost sales. The vicious 
cycle continues. 

Operating in a Virtuous cycle 
When retailers view labor not as a cost to be mini­
mized but as a d1iver of sales and profits, they create 
a virtuous cycle. Inyestment in n-mplo'l;¢esallQJ,vS 
for-vxc¢llu1toper!li◊)1al.e>:ecuti(;)JJJ.Yifhich boosts 
sa~sandprofits, which al.lows for a larger ltihotbfid~ 

\>""'··· ... .... . .. '=·········· .•. ·········· ._._., ...•. 

get, which results in even more lilVtlStrnentin store 
~-- ,,. ....... ··.··• , . ~~~;.,,, ... ~~~•C•O-'••••••••••••••••••v.,·.·.·.,.,,,..._,,."''.'.·'·•••••••••••.s•:•~ 

employees. 
~E7 studied four low-price retailers that 
operate in a virtuous cycle: Mercadona, the largest 
supermarket chain in Spain, with more than 1,300 
stores and t'.16 billion in sales; QuikTrip, a U.S. con­
venience store chain with more than 540 stores and 
$8 billion in sales; Trader Joe's, an American super­
market chain with more than 340 stores and $8 bil­
lion in sales; and Costco, a wholesale-club chain with 
more than 580 stores and $76 billion in sales. These 
retailers are highly regarded by customers and in­
dustry peers, In addition to healthy sales and profit 
growth, they have substantially higher asset and la­
bor productivity than their competitors. 

MODEL PRACTICE 

Dead-end jobs are 
the norm at most 
retailers, but Costco 
provides employ­
ees with advance­
ment opportunities: 
Around 98% of store 
managers are pro­
moted from within" 

Sales per employee 
at Costco are almost 
double those at 
Sam's Club. 

COSTCO 
SALES PER 
SQUARE FOOT 

SAM'S CLUB 
SALES PER 
SQUARE FOOT 

SOUAC~ COSTCO AND WALMART 
2.010 ANNUAL R~POR.TS; 

WAYNf. CASCIO, ACADEMY OF 
MANAGEMENT Pl:f~.Sf't .. Cr/VfS. 20(3) 

MODEL PRACTICE 
The starting wage fur 
fuU-time employees 
at Trader Joe's is 
$40,000 to $60,000 
a year, more than 
twice what some 
competitors offer, 

sales per labor hour 
are more than 40%, 
higher than those 
of an average U.S. 
supermarket. 

TRADER JOE'S 
SALES PER 
SQUARE FOOT ARE 
MORE THAN 

THOSE AT AN AVERAGE 
U,S. SUPERMARKET. 

HBFtORG 

Employees of these retailers have higher pay, 
fuller training, better benefits, and more-convenient 
schedules than their counterparts at the competition. 
Store employees earn about 40% more at Costco 
than at its largest competitor, Walmart's Sam.'s Club, 
At Trader Joe's, the starting wage for a full-time em­
ployee is $40,000 to $60,000 per year, more than 
twice what some competitors offer. The wages and 
benefits at QuikTrip are so good that the chain has 
been named one of Fortune's "100 Best Companies 
to Work For" every year since 2003. All of Merca­
dona's employees are permanent, and more than 
8.5% are salaried full-timers. 

These model retailers make an effort to provide 
advancement opportunities. For example, about 
98% of store managers at Costco and all store man­
agers at Mercadona, Qui.kTrip, and Trader Joe's are 
promoted from within, and many executives at 
these companies started out in the stores. 

Not surprisingly, employee turnover is low. Quik­
Trip's 13% turnover rate among full-time employees 
·is substantially lower than the 59% average rate in 
the top quartile ofthe convenience store industry, At 
Trader Joe's, turnover among full-time employees is 
less than 10%, At Mercadona, it's a mere 4%, Turn­
over for employees who stay at Costco for more than 
a year is 5.5%, 

In addition to offering the lowest prices in their 
industries, these retailers also provide better cus­
tomer service than their competitors, The University 
of Michigan's American Customer Satisfaction Index 
ranks Costco as high as Nordstrom-a department 
store chain known for outstanding customer ser­
vice----and consistently higher than Sam's Club. Quik­
Trip performs better than its competitors in evalu­
ations by mystery shoppers. Customers get in and 
out of QuikTrip stores quickly because merchandise 
is always where it is supposed to be, and employees 
have been trained to ring up three customers per 
minute (often by not having to scan merchandise 
and by calculating change in their heads). 

American retail customers have become resigned 
to the notion tbatif they want the lowest prices, they 
can't expect much, if any, sales assistance. Trader 
Joe's and Mercadona don't accept that. Their em­
ployees constantly engage shoppers in conversation 
and inform them about new products. Many Merca­
dona employees know customers by name and can 
make personal recommendations. Trader Joe's em­
ployees are known for suggesting products and reci­
pes. In fact, Consumer Reports ranked Trader Joe's 
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WHY "GOOD JOBS" ARE GOOD FOR RETAILERS 

as the second-best supermarket chain in the United 

States after Wegmans, which is known for outstand­

ing labor practices but does not compete on the bas.is 

of low prices. 

Breaking the TradtH)ff 
Mercadona, QuikTrip, Costco, and Trader Joe's do 

not expect the virtuous cycle to operate on its own. 

They complement their investment in employees 

with operational practices that make the execution 

of work more efficient and more fulfil ling for em­
ployees, lower costs and improve service for custom­

ers, and boost sales and profits for the retailer. These 
practices allow retailers to break the presumed 

trade-off between investing in employees and main­

taining low prices. 
Offer less. In an effort to offer more to custom­

ers, retailers tend to make choices that increase 

the complexity of their operations-sometimes 

without realizing it. One such choice is high prod­

uct variety. A typical supermarket carries myriad 

types and sizes oftoothpaste, for example. From an 

operations perspective, high product variety adds 

costs up and down the supply chain. It increases 

manufacturing costs and supply-demand mismatch 

costs: The more types of toothpaste retailers stock, 

the harder it is to predict demand for any particular 

type and the more inventory retailers end up hold ­

ing . And as I mentioned above, high product variety 

makes the operating environment more complex for 
store employees. For all that, it doesn't necessarily 

increase sales. 
Stores also can offer too many promotions. Varia­

tions in customer demand caused by promotions 
and forward buying (the purchasing by retailers or 

wholesalers of promoted products that they hope to 

sell at full price, after the promotion has ended) lead 

to inefficiency and waste in the supply chain. Pro­

motions also increase employees' workloads and 

reduce labor productivity, as we have seen. 
Re tailers that operate in a virtuous cycle, by 

contrast, make choices that simplify their op­

erations. They consistently offer "everyday low 

prices" rather than a kaleidoscope of promotions, 

and they carry fewer products. Mercadona, for in­

stance, carries around 8,000 SKUs and Trader Joe's 

and Costco only about 4,000 (compared with the 

supermarket industry average of approximately 

39,000). Although Mercadona has positioned itself 

as a one-stop shop with a broad array of categories 

and Trader Joe's competes only in certain catego-
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MODEL PRACTICE 

While most retail­
ers try to make do 
with fewer workers, 
QuikTrip does the 
opposite and 
maintains a force of 
hundreds of floaters 
who can till in for 
employees who get 
sick, are on vaca­
tion, or have an 
emergency. 

QuikTrip's sales per 
labor hour are 66% 
higher than those of 
an average conve­
nience store chain 
and 50% higher 
than those of the top 
quartile convenience 
store chain. 

$ 
QUIKTRIP 
SALES PER 
SQUARE FOOT 

AVERAGE 
CONVENIENCE 
STORE CHAIN 
SALES PER 
SQUARF. FOOT 

TOP QUARTILE 
CONVENIENCE 
STORE CHAIN 
SALES PER 
SQUARE FOOT 

ries, both offer fewer choices within their chosen 

categories than rivals do. QuikTrip offers only high­

demand products. 
Do customers mind limited options? Sales per 

square foot at these stores suggest that they do not. 
With fewer products, employees can be familiar 

\-vith everything the store sells and make knowledge­

able recommendations to customers. Trader Joe's is 

famous for this. At JVIercadona stores, each section 

is managed by a specialist who will gladly explain to 

shoppers why Mercadona does or does not carry par­

ticular products. This is one reason the company felt 

it could further reduce product variety to cope with 

the recent economic crisis. Its confidence was borne 

out: Sales went up because simplifying operational 

execution allowed Mercadona to reduce prices even 

more and allowed employees to explain to custom­

ers why they were getting a better deal. 
Achieve flexibility by cross-training em­

ployees. At retail chains that operate in a vicious 

cycle, changes in customer traffic lead to changes 

in the number of employees . These retailers fol­
low what Harvard Business School's W. Earl Sasser 

Jr. dubbed a "chase-demand strategy" in a Novem­

ber 1976 HBR article, "Match Supply and Demand 

in Service Industries :' But although fluctuations 

in customer traffic tend to be fairly predictable (at 

one retailer, I found that more than 90% could be 

explained by day of the week, time of day, weather, 

and holidays), employees' schedules are not. Work­

ers get very short notice of changes and are often 

asked to shorten their shifts. 
A lot of retailers consider this to be an efficient 

approach but do not take into account its true costs. 

Home Depot's "flexible" approach in the early 2000S 

involved replacing knowledgeable full-tim e em­

ployees with part-timers who did not know as much 

about home improvement and the store's products 

and so could not help customers effectively. 
Not surprisingly, J found that unpredictable 

schedules, short shifts, and dead-end jobs take a 

toll on employees' morale. When morafo is low,~?.:-­
senteeism, tardin!!ss, and t11rnpver rise, increasing 

the V<tri1.1bilit~• o'fth~ labpr SUP])iy:'~vhki~~-(j{~~t!t'St,\ 
m1i1;~§••wif~hiriiJ;1;2r·'½,ftff fai~t§i\i~i•••i£ilt'r1i:i11or(! 
difficult. In addition, retailers with high turnovEi°r 
cannot afford to invest in employee training; aver­

age training per new retail employee is a mere seven 

hours in the United States. Untrained or poorly 

trained employees are less pr;ductlve. and ma1fo 
more errors.'' 
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Instead of varying the nurn ber of employees to 
match traffic as much as other retailers do, Quik­
Trip and Mercadona vary what employees do. They 
achieve this by training employees to perform a va­
riety of tasks. At QuikTrip, part-time employees re­
ceive 40 hours of training and full-time employees 
receive two weeks-not just in checking out custom­
ers but also in brewing coffee, ordering merchandise, 
sweeping floors and the parking lot, cleaning bath­
rooms., and stocking coolers, freezers, and grill s. 
At Mercadona, every new employee receives four 
weeks of training, during which they learn how to 
manage a particular section (meat or cosmetics, for 
example), perform inventory checks (for data accu­
racy), order merchandise, replenish products from 
backrooms, and check for product defects or other 
problems. When customer traffic is high, employ­
ees at QuikTrip and Mercadona focus on customer­
related tasks; when traffic is low, they focus on other 

"' ' "'",*~''\" '" ',' ':,;' ~' ~ 

' ' 

MEISA~DNII 
MODEL PRACTICE 
Most retailers inflict 
unpredictable 
schedules on their 
employees, but 
Mercadona trains 
workers in a variety 
of tasks (managing 
a section, performing 
inventory checks, 
ordering merchandise, 
replenishing prod­
ucts) so that they 
can vary what they 
do with changes in 
customer traffic. 

Mercadona's sales 
per employee are 18% 
higher than those 
of other Spanish 
supermarkets and 
46% higher than 
those of an average 
U.S. supermarket 
in 2008. 

HBR.ORG 

also has field employees whose main job is to relay 
employee and customer feedback to purchasing and 
marketing departments. 

In contrast to retailers that constantly strive to 
make do with fewer employees, retailers that oper­
ate in a virtuous cycle often err on the side of over­
staffing . They want to make sure that employees 
are not too rushed to serve customers well and fin-, 
ish their logistics tasks. QuikTrlp goe~ even furt)ler,l 
maintaining a force of htmdrt!ds ofe1ripl()ye(%, who oo riot reportto a ;:;pedfyc store but arerca.dy to fill 
inror people \11,fai ge,t.: sick, take a vacation, Or fowe 

tasks. QuikTrip employees also can move from one • 
store to another, because all stores have the same N~ 

design. ,2 

retail stores, merchandise planning is centralized 
and only managers can make decisions about prod­
uct returns and customer complaints. Bu t at com­
panies that operate in a virtuous cycle, employees 
constar1tly make decisions. QuikTrip, Trader Joe's, 
and Mercadona employees decide how many uni ts 

0 of each item to order for their stores. How can large 
chains trust thousands of people to make inventory 

· decisions? Every decision is smal.1, corporate IT is de-As a result of this cross-training, employees have 
more-predictable schedules and are always busy 
(that is, more productive), and customers get faster 
service from more-knowledgeable employees. 

Eliminate waste in everything but staffing. 
Retailers that invest in employees are by no means 
easygoing about what people do. Rather, they are 
obsessed with eliminati.ng vvaste and improving effi­
ciency. At Costco stores, products are shelved on pal­
lets, which eliminates the need to unload and shelve 
them. At Trader Joe's, many perishable products are 
sold already packaged instead ofloose, vvhich speeds 
up checkout. Costco and Trader Joe's also work hard 
to eliminate waste in the supply chain-by, for exam­
ple, purchasing most products directly from manu­
facturers and moving them to retail stores via their 
own highly efficient distribution centers. 

QuikTrip and Mercadona apply world-class man­
ufacturing practices to their store operations. Eyery 
in-store logistics process ----from receiving merchan~ 
d1se to ri1ovingproducts within the st6re-1s nm'€d 
aua stanctardh:e<l, <ln • 1m. · ·ancawttffiTicstan· 
< ards is constantly monitored. Employee feedback is 
incorporafo3 info pfoct!SS<!t'S\gJ1 ahd iJnprovem®t~' 
At QuikiYlp, employees from every poslUon rnglf'.-' 
larly discuss problems and identify opportunities 
for improvement. At Mercadona, managers at head­
quarters in charge of specific processes routinely 
visit stores and talk to employees. The company 

$ 

MERCADONA 
SALES PER 
SQUARE FOOT 

CARREFOUR 
SALES PER 
SQUARE FOOT 

signed to assist, and the decisions are monitored. Be­
cause empowering employees in these ways makes 
companies more responsive to local needs and pref­
erences, it increases customer as well as employee 
satisfaction. 

We've Seen This Before 
Several decades ago, there was an intense debate 
about whether it was possible for low-cost products 
to be high quality. Many academics and. practition­
ers argued that investing in quality would increase 
costs . But some companies, starting with Toyota, 
showed that this was a false trade-off: Investing in 
people and processes actually drove quality up and 
costs down. 

Today many retail managers believe that there is 
a trade-off between investing in employees and of­
fering the lowest pri.ces, That, too., is false. Retailers 
that persist in believing in .it forgo the opportunity 
to improve their own performance and contribute 
the kind of jobs the U.S. economy urgently needs. 
When backed up with a specific set of operating 
practices, investing in employees can boost cus­
tomer experience and decrease costs . Companies 
can compete successfully on the basis oflow prices 
and simultaneously keep their customers and em­
ployees happy. ('.' 
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Wafg;z,eg,tt4, 
pharmacy, health & weilness technology . 

pharmacy,. health & wellness technology 

There)s a way to ivell February 14, 2012 

WAGMDL00974172 
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Agenda 

• Release 1 Well Health Demonstration 

• Release 1 Go-Live Plan for March 
- Update on Testing/Deployment Activities 

• HealthCloud Release 1.5/2.0 Update 
- Update on Key Chain-wide Considerations 

• Connected Health Update 

• Key Decisions from January ESC 

• Appendix 
- Other Tower Accomplishment Updates 
- Program Executive Dashboard 
- Governance Structure 

HIGHLY CONFIDENTIAL 

Wafg;z,eg,tt4, 
pharmacy, health & weilness technology 
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Wafg;z,eg,tt4, 
pharmacy, health & weilness technology 

Existing Walgreens Patient Seeks Immunizations 

It's that time of year. .. Maria needs her annual flu vaccine. Though she is a loyal Walgreens patient, this is 
her first time visiting the pharmacy since the EMR became available. Here is a summary of her 
experience: 

.. Maria's pharmacist, Phil, easily locates and accesses her existing record. Maria 
verifies her demographic information and reprnis updates to her medical history . 

.. Phil begins entering her order and notices a system recommendation for Maria to 
receive a Tdap vaccine. She elects to add this to her order . 

.. Phil checks Maria's insurance eligibility, checks in, and collects payment for services . 

.. Phil administers the immunizations and closes the encounter. 

Existing Walgreens Patient Seeks Health Tests 

HIGHLY CONFIDENTIAL 

Maria returns the following week to have her blood pressure and glucose levels tested 
with the voucher she received from her employer. 

.. Similar to last week, Jay locates her record, enters the orders with 
her promotion code and checks her in. 

.. Jay performs both tests and marks her for a follow-up before saving 
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Wafg;z,eg,tt4, 
pharma~-y, health & weilness technology 

Immunization EMR and Medical Billing functionality will deploy to 
Production March 8th aligned with IC+ R65 and Pilot in Ml March 15th 

26 27 

HIGHLY CONFIDENTIAL 

28 

Go/No Go 
Decision Point 

29 March 

ffir:aining* 

14 

Go/No Go .,....1\...,,, 
Decision Point )/'-<Go-live Pilot 

' ~ 10 stores 

Go-live Pilot 
1 local store 

2 
Go/No-Go 
Decision Point 

-~Code Freeze 
for Production 

3 

4 
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Wafg;z,eg,tt4, 
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Billing 1.8 In order to fulfill all Discovery effort underway. Awaiting completion of 
immunizations within the EMR, Key stakeholders engaged. discovery effort to begin 
the capability must exist to bill a analysis effort 
Pharmacy Benefits Plan. 

Offline 1.5 Provide clinical services in the Consolidating info on Formal discussion in 
retail store if the centralized downtime stats and usage March steering 
application is not available. of Store Only mode committee 

5 
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Wafg;z,eg,tt4, 
pharmacy, health & weilness technology 

Surescripts Interim Pilot: ,,w,,y'''i<Yii 

• Electronic Physicians Notification Letter (ePNL) testing with Surescripts Clinical 
Interoperability (Ci) network in progress 2/29 

• Immunizations to fol low in March 
• Working with immunization team to understand in-store operational impact 
• ePNL benefits; Enable communications of PNLs directly to PCP's EMR system 

to save with patient's chart 

Surescripts Discussion Points: 
• Surescripts is a registered/qualified HISP in several states and their desire is to 

grow Ci network 
• WAG Data Usage agreements in place prevent Surescripts from other usage of 

this data and should remain in place; continue to protect other WAG Connected 
Health use cases 

Health Information Service Provider {HISP): 
• Provides secure messaging and encrypted patient data capability for provider 

Connected Health Strategy 
• Determining opportunities/value to establish a Walgreens 'HISP 1 for Provider 

connectivity 

6 
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Wafg;z,eg,tt4, 
pharmacy, health & weilness technology 

Connected Health IT strategy to demonstrate rapid prototyping and business value 

User Experience 
Electronically send 
clinical summary (CCD) or 
PNLs to PCP's EMR 
systems, 

• Capability to receive 
patient data (Clinical 
summary, Discharge 
summary, etc) 
electronically from 
partners 

• Test the use of Provider 
Portal (Orion) in clinical 
exchange 

IT Architecture 

l'<:if..m1' k®'"·~. 
"""'°'"',w It,, <m\1it,·lfflt,, 
emd r<>L~>wd:: lfwpdW>t 
t.~::i; ~i:':::q@·tt:~·~i:.:> 

Wolg,i.wm,;;,m:ltmH:1 
e,.;,,,,,W<t,;i~•· fCt 

e Integrate new components into existing Walgreens 
RxHWT/OPV end-to-end test environment service 
architectures 

e Continuity Care Document (CCD) - clinical summary can 
be created & sent outbound to PCP 

HIGHLY CONFIDENTIAL 

M~~~¢:<B{fi~t0tl ~:~d 
w,:::filu~¾&d"J::§v::fi: 

. . ... ·, ,j<J,~•~;r,,i,,ik,j .,. t~;, 
UJ;/< 

<2d:~M~:x 
H~:~~-:t:e:~t(~tKt:!<. 

Provider 
Practice 

EMR 

e CCD - clinical summary can be consumed & stored from PCP 
or Hospital 

e HTB can ingest, store, and serve clinical data from disparate 
systems 

7 
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Wafg;z,eg,tt4, 
pharmacy, health & weilness technology 

® Tiger Teams (Technical Design): New Connected Health IT capabilities must be 
integrated with existing platforms (WAG OPV 1 COi, EMRs) to be successful 

@ Data Arch Tiger Team: laying out data usage of clinical data, balancing 
volume/performance and how new clinical data wm be accessible 

* Transformation Tiger Team: finalizing requirement and fit of specialized 
transformation tools, to be tested during PoC 

@ Security - determine the optima! extension/replace for clinical data usage, access 
management authentication 1 authorization 

8 
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Overall Timeline: 

• Surescripts Pilot - PNL DistribOtion 
• One Walgreens Enhancement~ for Program Particip 

HIGHLY CONFIDENTIAL 

Wafg;z,eg,tt4, 
pharmacy, health & weilness technology 

• R1 Implementation Planning 

» Inbound batch Eligibility files 
* Outbou(ld real-time/batch clinical transac~ions, reports, and clinical summaries 

& R2 - Portal; additional care 
coordination capabilities 

Key Milestones 

9 
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Wafg;z,eg,tt4, 
pharmacy, health & weilness technology 

" Release 1 Status on track for March - Significant Progress through !PT and starting UAT, Performance 
Testing 

" Health Testing deployment strategy and plan 

" Operational decision on roi!out pace of Health Testing vs_ Immunizations 

" "Go Wide" Key Entry Criteria Updates for Wel!Hea!th Point Releases (1.5-2.0) 

" Connected Health Deep Dive 

1. Health Testing Ro!lout: Can the ro!fout of 
Health Testing outpace the rol!out of 
Immunizations? 

2. Billing: In order to fulfill all immunizations 
within the EMR, the capability must exist to 
bill a Pharmacy Benefits Plan 

3. Connected Health Network and Data: 
What role does Walgreens want to play with 
Surescripts and the overall external 
communication network (ownership of data)? 

✓Focus on Immunizations deployment 

✓ Pilot for March 

✓Chain wide release targeted for August 2012 

✓Operations to approve faster immunization rol!out 

✓Health Testing is available for broader rollout beginning of April 

✓Continue focus group solutioning for what needs to happen for Billing in 
August 

~ Continue analysis to determine how much Wa!greens wants to stand up 
Surescripts vs. itself; monetize first-mover advantage 

* Next Executive Steering Committee is March 16th 
10 
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1/26/2012 Decision Log 

1, Health Testing 
Rollout: Can the 
ro!lout of Health 
Testing outpace 
the ro!lout of 
Immunizations? 

HIGHLY CONFIDENTIAL 

& Immunizations Release 1,0 
and Health Testing planned 
for March deployment 

& To meet Health Testing 
business goals of rolling out 
to 2,500 stores by 5/1, 
would have to deploy Health 
Testing faster than 
Immunizations, 

& 1 Q FY13 commitment on 
Immunizations is greatest 
value driver for Walgreens 

& Health testing supports 
value realization for 
immunization 

✓Focus on Immunizations 
deployment March and 
subsequent releases 

✓Chain wide release targeted 
for August 2012 

✓No interim technology 
solution that is not 
sustainable 

FINAL DECISION 

Wafg;z,eg,tt4, 
pharmacy, health & weilness technology 

& Confirm positive impact to 
Immunizations with Health 
Testing efforts 

~ Determine if there is a negative 
impact on stores by rolling out 
Health Testing at faster pace 
than immunizations 

11 
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1/26/2012 Decision Log (cont) 

2, Billing: In order to 
fulfil! al! 
immunizations 
within the EMR, 
the capability must 
exist to bill a 
Pharmacy Benefits 
Plan 

HIGHLY CONFIDENTIAL 

• Current status: 
• Tactical solve needed 

to scale. Begin two 
efforts: 1) Document 
current rules in IC+ / 
Relay Health and 

2) Look at how the rules 
could be separated 
from existing IC+ 
process in order to 
expose to other 
fulfillment systems. 

✓Continue focus group 
solutioning for what needs to 
happen for Billing in August 

DECISION STILL 
PENDING 

Wafg;z,eg,tt4, 
pharmacy, health & weilness technology 

• Confirm go-forward plan, target 
week of Feb 27. 

• Provide an update at March 16th 

meeting 

12 

WAGMDL00974183 



P-25748_00154

1/26/2012 Decision Log (cont) 

3, Connected 
Health Network 
and Data: 
What role does 
Wa!greens want 
to play with 
Surescripts and 
the overall 
external 
communication 
network 
(ownership of 
data)? 

HIGHLY CONFIDENTIAL 

~ Do not plan on just using 
Surescripts, there are 
implications in how Walgreens 
set up the technology, as well as 
the agreements that with 
Surescripts and other providers 

~ Open network available to 
everyone, competitive 
advantage is how Walgreens 
can act on it 

~ Network will allow speed to 
access and leverage data to 
offer services 

~ First mover advantage is 
how you use clinical data in 
programs to patient 

~ Could be first in country to 
make data center HI PAA 
compliant 

* Continue analysis to 
determine how much 
Walgreens wants to stand 
up Surescripts vs. itself; 
monetize first-mover 
advantage 

DECISION STILL 
PENDING 

Wafg;z,eg,tt4, 
pharmacy, health & weilness technology 

& Review contractual relationship 
needs with Surescripts 

13 
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Wafg;z,eg,tt4, 
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Overall Timeline: 

llelease 2.0 ■ 1 

15 
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Overall Timeline: 

c~;,~;;1 iii; o;~;g~ in~ei~p~!~Y ·•· ❖❖ •·· • ••• •• ••• • ••• •• w , ... 

·•· µ.<C~pability & Data Requirements 

r W,f Report Prptotype Design & Wireframes 

[ ~Y Release Planning ••• 
ill 

wie~h~~t~gy❖~~d o;ia❖❖ ••.•• 

Data Mart - Technology Validation/Selection 

Data Model Design Jessions 

( 2[Technology & Jata Release Planning 
••,•NNNN•••••••••••••••NNNNNNNNN,,'j;. · ::: 

Governance and Operating 
Model ~(Organization/Operating Mode[ Detail Definition 

Design Demand Man~gement Governance Processes 
.. · •..... L .. L .,N Design Account Ser!ices Roles and Responsibilities 

[ #( Pt1ase 1 Organizational Implementation 

Key Accomplishments: 
Kicked-Off project and initiated data requirements meetings with technology and business unit groups 
Executive Summary: 

Wafg;z,eg,tt4, 
pharmacy, health & weilness technology 

Key Milestones 

The Wel!Known initiative focused on enabling analytics across core health business units & functions that can leverage the health 
& clinical data created within Walgreens. The Design and Launch phase, is focused on the analysis and design activities required 
to enable an initial Phase 1 delivery of We!!Known capabilities. Phase 1 scope is to develop the foundational needs to support 
prioritized analytic capabilities across all Health and Wellness business units, as well as areas required to support 2012 
HealthCloud Releases. 

16 
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Wafg;z,eg,tt4, 
pharmacy, health & weilness technology 

Overall Timeline: 

Caregiver Toolbox V2 (Bedside Delivery) - Approximate :Yimeline 

Virtual Product Review (VP~} 

AroJect fflimeline msm 

EMR iPad Patient Check in Rroject 

Allot 

Enterprise Kiosk Project 

Key Accomplishments: 
" Caregiver Toolbox (CGT)V1: App code submitted to IT Sec for review, pilot locations agreed, on schedule 

for 12 March pilot launch 
" CGT V2: Requirements Documentation & Video Chat Tech Discussions in Progress 
"VPR: Bridge "Inception" completed, Sr. Mgmt review of priorities and overall roadmap required to proceed. 
" EMR iPad: Pilot continues in 5 stores, investigating why iPad use is extremely variable within this 5-store 

sample 
" Kiosk: Phase 1 - New Architecture for the CSG Kiosk is in progress with a target completion date of March 

2012 17 
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Overall Timeline: 

* Pre-Claim Edits » Standard paim Processing 
0 Eligibility Check » Medical Services Financial Reporting 

Key Accomplishments: 

0 Patient Responsibility 
s Cla ims Controls 
• Pharmacy Billing 
• Contract Pricing 

Wafg;z,eg,tt4, 
pharmacy, health & weilness technology 

Key Milestones 

" Integration Testing is over 90% complete with a few outstanding defects and Change Requests 
to be delivered 2/15 

" Continued User Acceptance Test (UAT) 
" Identified enhancements to EMR based on User Acceptance Test 
" Began analysis of Change Requests and Capabilities targeted for Release 1.5 

18 
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Wafg;z,eg,tt4, 
pharmacy, health & weilness technology 

Overall Timeline: 

• Enhanced Pharmacy landing Rages 
• Redesign Mail Plan Enrollment••• 

• Just-Reply-to-Refill emails 1 Immunizations targeted emails••• 

Key Milestones 

• Pull Nevy Rx info on Order Status Page i; Auto-matching walgreens.com tjustomers 
• Your Account Redesign · using CDI 

::: 

• Scheduling of H9.alth Tests 
• Mail Service refills on Walgreens.com 

• Flu Shot Value Calculator 
• Know yout pharmacist 

• Subscri~ing to OPV customer 
info publishes 

• Vislbility to Retail Clinical 
Services on walgreens.com 

• Free Expedited Shipping promo 
• OASIS 
• Subscribe to OPV Demographics 

and Medical History 
• la4nch PSC National 

• Enterprise consent 
• Get Specialty Rx info from OPV 19 
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Overall Timeline: 

Key Accomplishments: 
.. Increased web traffic to site through Search 

Engine Optimized web pages 
.. Increased customer satisfaction score through 

usability enhancements 
.. Increased site performance and data integrity 

resulting in higher cSat and lower customer 
service calls 

.. Quicker time to market with production feature 
releases every 3 weeks as of March au1, 2012 

HIGHLY CONFIDENTIAL 

Wafg;z,eg,tt4, 
pharmacy, health & weilness technology 

* Visibility to Retail Clinical Services 
on walgreens.com ··· 

~ Daily Refill Reminders and ••• 
Communication preferences 

~ Improvements to Store locator 
~ Mail plan enrollment on walgreens.com 
» Transfer Brand to Generic 
» Solution for Visually Impaired 

* loyalty integration 
& Rx homepage redesign 
& Real time status and alerts 
~ Automatch Enhancements 

* 90 Day Promise PSM 
& B2B Content Redesign 
& OPV Medical History Call 

on Your Account 20 
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Wafg;z,eg,tt4, 
pharmacy, health & weilness technology 

Overall Timeline: 

Releases ■ ■ ■ ■ 
* Enhance scheduling services for WOW & Home · are 
~ Expand Enterprise Scheduler capabilities · 

Key Milestones 

Key Accomplishments: 
" The delivery date for Release 3 is June. 
" Defined scope for extending scheduling capabilities to support the Nail bar_ Enables beauty 

technicians to create/modify/view appointments, and enter their availability into the scheduler 
" Working with Take Care CSG to expand Well Timed to include appointments for consumer clinics 

21 
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Wafg;z,eg,tt4, 
pharmacy, health & weilness technology 

Overall Timeline: 

Immunization and Patient Vi~it Summary Project* 

Key Milestones 
*Subproject of the Connected Health Program Surescripts Initiative 

Key Accomplishments: 
.. ePNL: interface coding started 
.. Patient Visit Summary: Business Requirements defined 

22 
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OVERAJLUASSESSMENT 

Last 
Week 

WeHHealth Refease 1.5 

WeHHealth Release 1.S 

WeHHealth Release 2.0 

WeHRx-NTT 

WeHPah:!-R1 

WeHPaid - Enterprise Billing 

Welffimed -Release 3 

One Walgreen, - Bravo 

One W,ilgreeris -Charlie 

One Walgreen, - Delta 

WeHServe<l R:1 

WeHServe<l R:2 

WeHServe<l R:3 

Ci:mnerte<l Health 

This 
Week 

Schedule 

Scope 

Budget 

Benefits Tracking 

Resources 

WeHDelivered ·· Agile Asteroids/A,terolds Release 

WeltDelivered - Breakout Relea.e 

WeltDelivered - Cl111tra Release 

WeltDelivered - Defender Release 

WeltDelivered - Elite Release 

HIGHLY CONFIDENTIAL 

Wafg;z,eg,tt4, 
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We are here 
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Paul Eddy 

Mike Ellis 

Paul Mastrapa 

Ken Finnegan 

Legal Pharmacy Standards 
Mike Simko Mike Simko 

Sponsors Sponsors Sponsors 
Tim Brne Suzanne Alan 

Hansen Berkelhamer 
Phil Kuk 

Paul Eddy Syed 
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February 2012 
Volume 2, Issue 1 

Change. No one can our focus on national agreements - we are as 
argue that 2012 brought consultant strategies. excited to share new 
about significant change 

Our teams are energized 
wins as we hope you Inside this issue; 

for our organization . 
by the opportunities we 

are to hear about them. 
Never before have we Message from Susan 

been challenged with have with payers such as 

finding new opportunities United Healthcare, Cigna Mary's Must Knows 

and Humana as well as to win business and 
the Mid-Tier PBMs. Our 

Consultant Strategy 

discovering new ways of 
strategies are shaped by A New Plan to Win working with existing 

partners within trust and genuine interest 
Big 3 Update 

challenging times. 
from our payers who 
value Walgreens. The Mid-Tier Update 

As we charge ahead into PBM sales team has 
2012 we are excited been intently focused on Federal Employment 

about the new prospects the Plan to Win and Program 

on the horizon within our continuing to increase Meet Joe Smith 
segment. Walgreens opportunity 

with each of our payers. Contact Us 
Read on to find out what 
is going on in the areas of Announcements will be Feedback 

the PBM and National forthcoming as we Susan Ott 

Payer segment as well as continue to finalize DVP, PBM and National 
Payer Segment. 

:Iviarv's :Iviust I<11cJ\VS ... bv :Iviarv Hargadi11e 
ol ,,I ol "--~' 

With change comes opportunity 
and amidst changing times we 
are focused on new business 
opportunities with our national 
payers. 

We are aligning our value 
proposition with the consultant 
community as numerous 
opportunities will be out for bid in 
2012. Opportunities are the 
result of preparation for health 
care reform, disruption caused by 
pharmacy network changes and 

Express Scripts' potential 
acquisition of Medco. 

On a positive note, United 
Healthcare has been working 
diligently to retain the 12 million 
members currently with Medco. 

"In prosperity, our friends know 

us; in adversity, we know our 

friends". 

~ John Churton Collins 

Confidential: For Internal Use Only 

Over 9.3 million of the members 
are fully insured so it's anticipated 
that United will retain 97% of the 
members. 

On a bittersweet note, we want to 
take this opportunity to extend well 
wishes to Dennis Nelson, Director 
National Accounts. He left 
Walgreens at the end of January 
to take a consulting position with 
PSG, one of our strategic 
consulting relationships. 

2 
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2 
Stucky's Strategics ... a guide to consulting rclatio11sl1ips 
National Consultant Discussions 

Vice President of National 
Accounts, Mary Hargadine and 
Paul Stucky, Business 
Development Director for 
Walgreens national consultant 
strategy continued their series of 
face-to-face meetings with key 
consultant partners in the fourth 
quarter 2011 . Onsite pharmacy 
and health center discussions were 
held with Aon Hewitt, Buck 
Consulting and Mercer. Ongoing 

discussions on this topic will continue 
into 2012 with meetings already 
scheduled with Towers Watson and 
Aon Hewitt. 

Top-to-top meetings were held in 2011 
with Mercer, Towers Watson, and Aon 
Hewitt and are scheduled to start up 
again with all firms in 2012. A 
significant effort is underway to roll out 
private web portal connections with 
each of the seven national consulting 
firms . This important communication 

Insigrhts fro:tn Ivelisse 
C 

A New Plan to Win 

What a year 2011 proved to be! By the 
end of 2011 we had fully executed 
Cigna Flu with an enhanced 
Immunization contract as well as 
brought Cigna's Specialty back in 
house after eight months of being out 
of Network. We are currently in the 
final stages of contracting with Humana 
Military for access to the Take Care 
Clinics for Tricare members in the 
southern region. Target effective date 
is April 1, 2012. 

Well Transition, a new program 
designed to reduce hospital re­
admissions is currently in testing with 
our National Accounts team. This is 
one of several pilot opportunities being 
developed in strategic regions. 

Our Infusion services in Corpus and 
San Antonio Texas are challenged by 
local competitors, but our Plan to Win 
and synerg istic approach with our local 

retail team is moving at full speed to 
close the gap. 

As we move into 2012 our team 
continues to develop and establish 
strong relationships with Cigna, Aetna 
and Humana by transforming the vendor 
past experience to co llaborative 
partnerships. We are spreading our 
wings, touching each and every line of 
service in our client's portfolio where 
Walgreens product and services may 
bring value to our clients and mutual 
customers. 

Aetna's Flu contract is in negotiations for 
FY12 and regional opportunities exist in 
Delaware with their Medicaid popu lation 
that will support our value proposition for 
National flu discussions. Humana 
Puerto Rico offers a potential flu vaccine 
program for 470,000 Medicaid lives for 
2012 in collaboration with the Puerto 
Rico Health Department. 

Toolcv's Talcs ... bv Joe Toolcv ., .,, ~-- .; 

And Then There Were Two 

Effective 1/1/12, Walgreens was no 
longer a member of the Express 
Scripts network of pharmacies. 

Despite Walgreens management's 
best efforts to strike a fair deal -
including a generous 11 th hour 
conciliatory offer that was rebuffed 
by ESI - we remained at an 
impasse and the contract was 
allowed to expire . While this was 
the right business decision for 

Walgreens, it is a difficult one for 
many of our customers. 

To help smooth the transition, in 
early January Walgreens launched a 
series of outreach programs, 
including a 'win back' campaign for 
those groups that chose to remain 
with Walgreens either through a 
direct contract or by switching to an 
in-network PBM, as well as a letter 
campaign to customers, employers 

Confidential: For Internal Use Only 

vehicle has been designed with the 
input of our consulting clients and will 
serve as an important tool to push 
key Walgreens information out and 
through the various levels of each 
organization . The initial roll out is 
scheduled to begin in the first quarter 
2012. Additional areas of focus in 
the consultant meetings surrounded 
our Specialty and Infusion 
deliverable, health testing at Retail, 
and Retail90 with all tied together 
within the "Well" corporate strategy. 

Multiple task forces are in place with 
Humana and Cigna where sales, pricing, 
contracting, operations, marketing, 
clinical and innovations are working 
together to identify and execute against 
opportunities. 

In a disruptive market where our clients 
can no longer receive the care of our 
pharmacist, our Plan to Win is focused 
on working with our clients on win-win 
opportunities to bring those patients 
back to our stores. Friendly payers have 
opened doors to this new approach in 
collaboration for improving the quality, 
affordability and experience of care. We 
are in discussions with the medical side 
of the re lationship as well as Medicare 
and Medicaid. 

As we move into 2012 we would like to 
encourage all business units to include 
our team in National Accounts in your 
Reg ional meetings, there is never a 
small effort if it's a team effort! 

and health plans that were unable, or 
chose not to, switch PBMs that 
thanks them for their business and 
pledges that Walgreens will do 
everything it can to ensure a smooth 
transition for affected members. 

It is important to remember that 
Walgreens remains "in-network" for 
virtually all other PBMs and Health 
Plans. 
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Reesor's \x/riti11gs ... by 1

Io1n Reesor 
Business Considerations for a Walgreens Enterprise Sales Solution 

The challenge was to match the 
aggressive rates requested by our 
PBM customer. In this case study, 
the lower rates were for Managed 
Medicaid business. 

Navitus PBM approached 
Walgreens with a Request for 
Proposal in February 2011. They 
wanted Walgreens to be in the 
network for the Texas Health Care 
Coalition's Managed Medicaid retail 
business. This consists of about 
20% of the managed Medicaid 
population in the state of Texas. 
Walgreens initially rejected the RFP 
bid as the rates requested were too 
low. Navitus won the RFP and then 

re-visited the discussion to include 
Walgreens in the retail network. 

Navitus proposed to make Walgreens 
the preferred provider for Retail 90 
historically based on the Medicaid 
population . While accepted by 
Walgreens, this line of service did not 
have enough lift to close the gap in 
rates and negotiations lagged. 

Navitus then offered to make 
Walgreens the preferred Specialty 
provider in exchange for deeper rates 
in retail. Walgreens reviewed the 
potential Specialty opportunity as well 
as reaching out to the Infusion team 
to determine the value of the current 
infusion business. 

Federal En:1ployee Progra1n 
Managed by the Blues, but a Caremark PBM Client 

While all of Walgreens customers 
are important, we wanted to call out 
the Federal Employee Program 
(FEP) as one that merits special 
consideration in this recent post­
Express Scripts world. We're 
highlighting FEP specifically 
because it is NOT an Express 
Scripts client. 

FEP's health benefits are managed 
by Blue Cross Blue Shield 
Association, but implemented on a 

local level by the State BCBS plans. 

This could create some confusion 
for those Walgreens pharmacies 
located in the vicinity of Blue Cross 
plans that have Express Scripts as 
their PBM (like the 
WellPoint/Anthem plans). Despite 
those plans having Express Scripts 
as the PBM for their general 
members, FEP scripts are still 
processed by Caremark. 
While Walgreens may no longer be 

Utilizing the revenue produced by 
the preferred status for Specialty, 
along with the medical mix, the 
gross profit from the additional 
Specialty business offset the loss 
from the retail pharmacy. 
Although Walgreens could still not 
accept the original requested rates 
for retail because they were 
ultimately too deep, the additional 
Specialty revenue and gross profit 
helped close the gap and provided 
a solution that Navitus accepted. 

Bundling different lines of service 
and looking at the overall 
profitability of a deal will allow 
Walgreens to effectively compete 
in new markets. 

an in-network pharmacy for the 
vast majority of a given BCBS 
plan's members, we ARE in­
network for all FEP members 
through our ongoing relationship 
with Caremark. So, the message 
here is to 'double check' for FEP 
members. And, when in doubt, 
'submit the claim' - FEP members' 
scripts will be approved. 

PBJ\I / N atio11al J\ccou11ts J\ssociate I-Iigl1light 
"Coming together is a beginning. Keeping together is progress. Working together is success." 

~ Henry Ford 

Meet Joe Smith 

Joe Smith is a Strategic Account 
Executive working out of our 
Deerfield, IL office. He joined the 
Walgreens family in 2007. In 
addition to being an SAE, Joe has 
been a National Sales Manager and 
a Director of Strategic Initiatives 
where he managed a joint business 
venture with Catalyst Rx. 

One of Joe's biggest 
accomplishments was pulling 
together the business venture with 

Catalyst. This included 
establishing several different 
committees and processes that 
helped drive over a 100% increase 
in specialty pharmacy revenue. 

The client interaction and the 
people he works with on a day to 
day basis are the things that Joe 
enjoys most about working at 
Walgreens. "We have great people 
here and we have a great team," 
he said. 

Confidential: For Internal Use Only 

Outside of work Joe enjoys target 
shooting, riding motorcycles and 
spending time with his wife, Susan, 
and two sons; Ryan and Matthew. 
He also plays lead guitar in an 
alternative rock band named, Life 
Number Nine. His band plays 
several times a year, usually at 
places in downtown Chicago and 
they also write their own music and 
have produced several CDs! 
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PBM and Natimal 
ACIIJJOts 

StgIIDt 

Back Row (left to right): 

Krista Lannert, Dennis Nelson, Joe 

Tooley, Lowell Grimm, Susan Ott, 

Tom Reesor, Paul Stucky, Doug 

Houser and Joe Smith 

Front Row (left to right): 

Andrea Morrison, Angie Capizzi, Jill 

Kirchner, Ivelisse Zayas, Diana 

Wallace, Anita Stanford, Ray 

Casambre and Mary Hargadine 

To discuss growth opportunities regarding any of our clients 
please don't hesitate to reach out to our team leaders. 

Susan Ott - 636.536.3202 / susan.ott(alw~1lgn:ens.com 

Divisional Vice President, PBM and National Payer Segment 

Mary Hargadine- 636.281.6821 / mary.hargadine(ci)walgreens.com 

Vice President, National Accounts and Consultant Strategy 

Joe Tooley- 314.687.8214/ joseph.toolev(a)walgreens.com 

Director, National Accounts for Medco & Caremark 

Tom Reesor - 612.390.5337 /th omas.reesor@walgreens.com 

Director, National Accounts for Mid-Tier PBMs 

Ivelisse Zayas - 210.313.3770 / ivelisse.zayas(dwal2-reens.com 

Director, National Accounts for Humana/ Aetna/Cigna 

Paul Stucky- 913.475.1512 / paul.stucky@walgreens.com 

Business Development Director for Consultant Strategy 

I/eedback is i1nportant to us ... 
It is our goal to produce these 
newsletters on a quarterly basis 
or more often if critical 
information needs to be shared 
with our partners. 

We want to provide meaningful 

information for your teams, so let us 
know what you would like to see in 
upcoming newsletters. 

Please email your ideas to Andrea 
Morrison at: 
andrea.morrison@walgreens.com . 

Confidential: For Internal Use Only 

As always, your input is an 
invaluable tool for us to provide 
meaningful information . 

We look forward to hearing from 
you! 
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Walgreens Health & Wellness Division 

• Featured Sales Win: 
Kraft Newberry 
Expansion 

HIGHLY CONFIDENTIAL 

WeHPos1t1oned: Delivering Value 
By Scott Cuppy 
Transformation 
On behalf of the Employer Segment 

leadership team, I am pleased to author 
the introduction to this edition of our 

segment newsletter. As we near the 
midpoint of our second fiscal year as a 

defined market segment, the employer 
segment's mission remains simple and 

direct - to deliver all products and services 

Walgreens offers directly to the employer 

community. While on the surface this 
seems logical and simplistic, it ultimately 

requires a change in both perception and 
behavior as to how employers have 

typically contracted for our services and 

regarded the value we deliver within the 
business to business marketplace. As we 

continue this evolution, each of us plays an 
integral part in the transition Walgreens is 
making to become America's #1 

destination for health and daily living 

needs. 

Greg Wasson, our CEO and President, 
speaks of this transition often and it was 

highlighted again recently at our annual 
shareholders meeting in Chicago. 

As a provider with over 8,200 points of 
care (and growing) across the United 

States, we are destined to play a key role 
in delivering health and wellness services 

to all citizens as we go about our daily 
lives. Absolutely no one else is in a better 

position to deliver a comprehensive and 
connected health and wellness solution. 

Simply put, we need to continue working 
with employers so that they better 

understand the total value our solutions 
bring to their overall healthcare programs, 

far beyond their historic perception of 
Walgreens as simply a provider in their 

pharmacy network. 
(continued on next page) 

Running ~84% to ESG Worksite Goa! at the Close of Q2 
$55.6mm in New ESG Worksite Contracted Revenue FYTD 2012 1 

Key Wins Year-to-Date include: 
• AmeriPlan (PVC) - R. Bailey 

BLT Harbor Point (Worksite Pharmacy) -T. Kholoussy, S. Killian 
• BMW (Worksite Health Center) - C. Elder 

Caesars Las Vegas (Satellite Clinic) - D. Kabaker, S. Brockman 
• Chesapeake Energy (Pharmacy) - J. Lee 

• Deschutes County (Pharmacy) - L. Daugherty 
• Graham Capital Management (Fitness) - M . Miller 

• Gulfstream (Pharmacy) - C. Elder 
• Harley Davidson (Primary Care, Occupational Health) - C. Talarico 

Intel (Core Performance) - R. Glass, S. Brockman 
J&J Raritan Acute Episodic Care - J. Jacobs 

Kraft Newberry OH Expansion - D. Green 
• Lahey Clinic (0cc Health) - M. Miller 

Lowes Biometric Van Expansion - C. Frazee 
• Med Immune (Acute Episodic Care) - J. Leleszi 

• Parrish Medical Center Primary Care (0cc Health, Pharmacy) - T. Parafioriti 
Sanofi (Diabetes Initiative) - J. Jacobs 

US Bank HQ (Acute Episodic Care) - D. Green 
Account Management Win 

1 Includes sales awards in the Committed-LOI and Verbal Award stages 
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Walgreens Health & Wellness Division 

enhancing our customer 
experience." 
- Alan G. McNally, Chairman 

HIGHLY CONFIDENTIAL 

WeHPos1t1oned: Delivering Value 
By Scott Cuppy 

(continued from previous page) 

The reality in the market indicates 
that this will be a process that will 
take continued effort and persistence 
on our behalf in working with 
employers. In the past, Employers 
have typically contracted for our 

services through intermediaries 
(either PBMs or health plans) that 
have diluted our value. As we 
continue to dialogue directly with 

large employers, our intent is to help 
them understand that direct 
contracting with Walgreens is a very 
viable path to lowering their overall 
healthcare costs while increasing 

employee access and satisfaction. 
Just imagine a world where direct 
contracting for Walgreens service is 
the norm rather than the exception. 
As this pertains to working with 
employers, our segment remains 
resolute in our mission and this will 
help play an instrumental role in the 
overall Walgreens transition from 
corner drug store to America's #1 

destination for all health and daily 
living needs. 

YTD Sales Success 
To date, we have closed over $43MM 
of new contracted annual worksite 
health business, including key wins 
with BMW and a fitness expansion 
with Intel as part of our collaboration 
with COREPerformance. We have 
sold four new worksite pharmacies in 
recent months which will deliver an 
additional $17 million in annualized 
revenue. With regards Retail 90 in­

network solutions, we have achieved 
success this year with employers such 
as JP Morgan Chase and Accenture. 

Getting the Word Out 
During the first quarter of Fiscal 2012, our 
sales colleagues reached out to over 2,000 
individual employers who use ESI to 
discuss the options available to them to 
keep Walgreens in the network effective 
January 1. As a result of the outreach, at 
least 100 individual employers opted to 
switch PBMs to maintain employee access 
to Walgreens valuable services. 

As we approach mid fiscal year 2012, our 
mission is firm, our desire is strong and 
our pipeline is full of opportunities to 
advance the mission of direct contracting 
with employers and making Walgreens the 
#1 destination for all health and daily 
living needs. All in the employer segment 
are passionate about our mission, goals 
and the opportunity to provide employers 
with valuable health and wellness service 
that will help lower their overall 
healthcare costs. 

Thanks to Our Internal Partners 
Lastly, I want to personally thank all of our 
internal partners for your help in proving 
support to our efforts. Your help and 
efforts are critical as we continue to take 
our message directly to employers. 
THANK YOU! 

2 
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Walgreens Health & Wellness Division 

• 5/1 -2/12: Employer 
Client Forum 
(Chicago) 

HIGHLY CONFIDENTIAL 

Sales Highlights: fY2011 Wins to Date 
Top three win categories through January-2012 included Worksite Clinics, 
Worksite Pharmacies & Infusion. 

% of Total New Contracted Revenue fYTD 2012 

Immunization 

fY2012 Progress to Goal for Contracted Revenue 
(Sales Stage= Closed/Won and In Contracting) 

Worksite Clinics ($31.56mm FY 2012 YTD) 

Worksite Pharmacies ($24.02mm FY 2012 YTD) 

- Infusion & Respiratory ($5.43mm FY 2012 YTD) 

Immunization ($1.89mm FY 2012 YTD) 

• MBO ($2.68mm FY 2012 YTD) 

WAGMDL0097 4202 
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reens Health & Wellness Division 

• Susquehanna 
Investment Group 

•:❖ 

It ., 
Ui~t$$tt4 Th .. · .. , , f 

HIGHLY CONFIDENTIAL 

Top Wins by Revenue: First Quarter (Sep-Nov) 

Sanofi DM Programming Jeri Jacobs 

Account Management Win 

Key Retentions Year-to-Date 

• AK Steel - N. Hartman 

• Babcock & Wilcox (Dep Care) -
S. O'Kane 

• Bloomberg - T. Kholoussy 

• BMW - C. Gatton 

• Caesars - D. Ka baker 

• Carpenter - T. Kholoussy 

• Caterpillar - S. Nonevski 

• Children's Hospital of Minnesota -

S. Brockman 

• Children's Hospital of Philadelphia 
(CHOP) - S. O'Kane 

• CNH America - G. Stecklein 

• Copperweld Steel - R. Heck 

• Dole - D. Ka baker 

• Estee Lauder - R. Heck 

• Evergreen - S. Nonevski 

• Fidelity- J. Papanek 

• GE Capital Vendor - J. Papanek 

• GE Global Research -

J. Papanek 

• Hartford - J. Papanek 

• Johnson & Johnson - J. Jacobs 

• Kodak - N. Buss 

• Maricopa Co. - L. Cuellar 

• Mohegan Sun - J. Papanek 

• Momentive - R. Heck 

• MTA- T. Kholoussy 

• Nissan - C. Gatton 

• Pfizer - N. Buss 

• Pitney Bowes - J. Jacobs 

• Scholastic - T. Kholoussy 

• Sprint Nextel - M. Mcclean 

• Toyota Rx - D. McCray 

• Vought - R. Berry 

• Wells Fargo - M. Mcclean 

WAGMDL0097 4203 
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Walgreens Health & Wellness Division 

• State of Montana 
• Unilever 
• United 
• Volvo 

HIGHLY CONFIDENTIAL 

Sales Highlights: FY.2012 Pipeline Progress 

Total Pipeline by Stage 

$204mm in the Pipeline for All Services (330 Opportunities). 
<tO'' ,., """·n,...._,..,,,.-.,as,Tu t ("Q ,", t 't' ) .,puJ.Ymm ,,.,,.,,,,AaJ,>; 0 •~<•.hr-.., Y ✓ (~ippor U7I IGS 

$60,000,000 

$50,000,000 

$40,000,000 

$30,000,000 

$20,000,000 

$10,000,000 

$-

$49.Smm 

$31.2mm $ 
27.3mm 

$25.7mm 

$3.6mm 
~:::::::::::::::::::::} 

Active Resolution Verbal Identifying Recognition Committed Delayed 

Prospects of Concerns Changes of Needs - LOI/LOA 

ii Estimated Annual Contract Revenue 

Pipeline by Goal Category 
Worksite Opportunities comprise 90% of Our Pipeline. 

Areas of Focus for Growth: 

II Infusion 

mPME 

llll Retail 30/90 

ti Enhanced Immunizations 

Ii Take Care Clinic 

Ii Specialty 

Immunization - Flu 

ii Affordable Wellness 

Mail 

Worksite Rx, 90-Day Pull-through, Specialty, Infusion, and Flu 

WAGMDL0097 4204 
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Walgreens Health & Wellness Division 
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HIGHLY CONFIDENTIAL 

Talarico 

Jackson 

Elder 

Lee 

Leleszi 

Daugherty 

Parafioriti 

Parker 

Miller 

Bailey 

Denton 

Martin 

Rosato··· 

Pipeline - Sales Directors 

$- $5,000 $10,000 $15,000 $20,000 $25,000 $30,000 $35,000 

m Estimated Annual Contract Revenue ($000) 

A Strong Start in FY 2012 
Catching up with Employer Sales: Quintessential Aha! Moments 

What have been some of your greatest "Aha!" Moments in the Role. How have you 
leveraged those experiences? 

• I believe our future is centered around how to bring Walgreens suite of services 
anchored by the large community footprint into the collective plan for the employers 
we work with . Once t he value of having a partner with our reach into the community 
is realized, our role as trusted advisor is cemented. 

Frazee, Strategic Account Executive) 

• Corporate America is finally demanding the same level of transparency and 
accountability for their healthcare spend to the same degree expected from any other 
significant corporate investments. (Clay Elder, Sales_ ~····- 1 

• I feel our greatest opportunities with employers in 2012 are in the worksite arena. 
Over the past year there seems to be a ground swell of interest in the Worksite Health 
Center and Worksite Pharmacy models. Clients and consultants are seeing the 
benefits of the worksite models and want to capital ize the concepts. 
(Joe Rosato_, Safes Director) 

• A few years ago, I helped launch a pilot wellness program with one of our large 
customers. The Walgreens bus visited the area and offered screenings to the public. 
A member of my family who was vacationing in the area passed by the event, thought 
about me and my profession, and decided to get screened. He presented with 
extremely high blood pressure and promptly visited his primary care physician upon 
return home - a first after many years of no interaction with the doctor. I realized then 
just how important our work is and the potential we have to make a difference. 
l')'"umnr11_?r Brockman, Account Executive) 
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Walgreens Health & Wellness Division 

Center, WS Rx) 
• Volvo (PC, WS Rx) 

HIGHLY CONFIDENTIAL 

C!tent Procurement Team Buys Into the lcmgwTerm Value of 
Works!te Health Despite Short~Term Increase 111 Expenses 

Why would an employer's procurement team ever agree to take on additional 

expense to transfer services managed internally to a vendor, especially in the 

midst of a still fragile economy? If you're Kraft, it's because Dana Green and 

the Kraft Account Team successfully illustrated Walgreens ability to effectively 

reduce costs for the long-term while maintaining the focus on superior patient 

care and wellbeing. On February 13, Walgreens began delivering 

comprehensive Occupational Health services to 2,500 eligible employees at 
Kraft's largest manufacturing plant in the nation. 

A critical success factor in closing the deal was the ability to convey to the 

client and their procurement team that costs would ultimately be reduced 

despite an increase in staffing expenditure. The Walgreens team successfully 

demonstrated that the client could achieve optimal return on investment by 

taking the following steps: via a LiftOut, transition to Nurse Practitioner 

model, move more services onsite, and enhance health service 

controls. Congratulations to Dana Green, Judy Maynard, and the entire team 

on this prestigious win! 

Walgreens Deerfield 
Health Center Ribbon 
Cutting Ceremony. In 
picture from left to right 
Mark Englizian, Greg 
Wasson, Kathleen Wilson­
Thompson, Peter Hotz 

The Employer Sales Team is delighted to welcome our new 
Group Vice President of Managed Market Sales, Robyn Peters. 
We look forward to engaging Robyn in our efforts to advance in 
the B2B Marketplace. Welcome, Robyn! 

Thank you for the great results year-to-date. Keep up the great work! 

Until Next Quarter ... 

WAGMDL0097 4206 
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Total appointments for week ending 2/18/12 

3500 

3000 

2500 

2000 

1500 

1000 

500 

0 

Retail Pharmacy Appointments 

Of the 1784 total appointments for Retail Pharmacy: 
546 were created on \/Valgreens.com 
49 were created on m.Walgreens.com 

(Caiculated using Confarnat,on Page V,ews) 

Flu Other MTM 
Immunizations Consultation 

Total: 48021 Total: 16548 Total: 10351 

HIGHLY CONFIDENTIAL 

Health Testing Medicare D Plan 
Review 

Total: 11315 Total: 82176 

Take Care Clinic Appointments 

Flu 

Total: 2974 

Other 
Immunizations 

Total: 3298 

Sick Visits 

Total: 29553 

Other Services 

Total: 3339 

1111 Last Week 

&This week 

WAGMDL0097 4207 
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Fresh Pilot Results - 2.12.2012 - 2.18.2012 

$4,038 $4,038 

17 New York $3,209 $3,209 14.2% 35.8% 

29 San Francisco $4,594 $4,594 -1..7% 38.3% 

28 Ind ianapolis - Ful l $1,003 $1,003 4.6% 40.9% 

25 Ind ianapolis - Limited $306 $306 49.8% 38.5% 

42 Southern California $548 $548 108.4% 39.6% 

3 Detroit $493 $493 -2.4% 36.0% 

2 New Jersey $902 $902 25.0% 37.7% 

Total CHI/NY/SF/IN (115) $3,323 $3,323 6.2% 36.7% 

Total (188) $2,231 $2,231 9.8% 36.9% 

Category Results 
I I I Comp var I Comp I 

Total Sales Comp Sales prior GP% 

FRESH READY TO EAT $156,428 $156,428 1.9% 

PRODUCE $121,522 $121,522 1.1% 

FLORAL $51,582 $51,582 201.8% 

REFRIDGE BEV $29,517 $29,517 -4.4% 

DAIRY $11,544 $11,544 0.5% 

FRESH READY TO HEAT $11,856 $11,856 -1.0% 

BAKERY $4,425 $4,425 8.9% 

BREAD $5,370 $5,370 -3.8% 

SPECIALTY FOOD $8,724 $8,724 -0 .7% 

FLAGSHIP UPMARKET $18,474 $18,474 -0.2% 

GRAND TOTAL $419,442 $419,442 9.8% 

* All Stores - Waste Adj Margin - Does not include Scandown M&D Spend 

*Variance to prior week (comparable stores only) 

*Waste results are preliminary 

+Category Sales Drivers 

CUT FRUIT 

SANDWICHES 

CUT BOUQUETS 

SALADS 

FRESH BEVERAGES 

+Does not include any Upmarket/Misc categories 

+Top Sales Drivers 

POR LA MAR NURSERY TULLIPS 4 INCH 

DOZEN ROSES PPR 

OKAMI SHRIMP ROLLS 

ORCHID PLANT S" 

12.SOZ 

DELISH SOUTHWESTERN CHKN WRP 12oz 

DELISH CHICKEN CAESAR WRAP 11oz 

DELUXE BOUQUET PPR 

SINGLE STEM ROSE W/ FILLER/GREEN 

DELISH TRKY/MNTRY JACK H/WH 8.SOZ 

BANANAS 4 COUNT 

+Does not incl ude any single store items 

Highest Sales 

15196 - 151 N State, IL 

11962 - TIMES SQUARE, NY 

3185 - 825 Market St, CA 

7043 - 459 Powel l Street, CA 

13669 - 776 Market St, CA 

211 - 757 Michigan Ave, IL 

3698 - 3201 N Broadway, IL 

5618 - 100 Sansome Street, CA 

7054- 15 W WASHINGTON, IL 

4680 - 730 Market St, CA 

HIGHLY CONFIDENTIAL 

Sales$ 

$42,598 

$16,031 

$13,917 

$12,322 

$10,927 

$10,593 

$9,809 

$8,046 

$7,107 

$6,574 

$57,528 

$50,565 

$44,455 

$31,107 

$29,517 

Sales/Store 

$173 

$145 

$113 

$99 

$97 

$96 

$90 

$81 

$72 

$69 

Waste% 

0.5% 

0.0% 

0.9% 

0.6% 

1.8% 

2.1% 

2.6% 

2.0% 

2.1% 

4.4% 

37.4% 

33.7% 

39.4% 

42.7% 

32.5% 

37.7% 

43.6% 

44.7% 

40.6% 

33.7% 

36.9% 

22 7.6% -1,052 28.2% 1074 

-22 4.0% -594 34.3% 573 

218 15.9% -2,546 25.0% 2764 

-40 28.9% -5,991 9.6% 595 1 

329 9.2% -2,459 30.3% 2787 

167 19.7% -2,972 16.3% 3138 

69 23.8% -5,666 13.9% 5735 

-4 5.6% -898 31.1% 894 

14 6.4% -1,017 30.5% 1031 

Comp var I Comp I Comp var I Waste Adj I W.A.M.% var 
prior (bp) Waste% prior (bp) Margin% prior (bp) 

54 6.5% 

-8 8.3% 

151 5.9% 

0 2.0% 

-84 0.6% 

49 9.7% 

-18 5.5% 

-17 17.2% 

-31 

-608 

14 

+Opportunities 

SOUPS 

COOKED MEATS 

DIPS 

TOMATOES 

ETHNIC 

3.1% 

0.6% 

6.4% 

-1,000 30.9% 

-1,103 25.4% 

-3,205 33.6% 

-114 40.7% 

-327 31.9% 

-1,891 28.1% 

-811 38.1% 

-1,553 27.4% 

-615 37.5% 

46 33.1% 

-1,017 30.5% 

+Does not include any Upma rket/Misc categories 

+Top Sales Units 

BANANA SINGLE 

BANANAS 4 COUNT 

POR LA MAR NURSERY TULLIPS 4 INCH 

SINGLE STEM ROSE W/ FILLER/GREEN 

ELI ORIGNL PLAIN CHEESECAKE 2.6OZ 

CHOBANI GREEK YOGURT HONEY 6OZ 

DELISH SOUTHWESTERN CHKN WRP 12oz 

DELISH CHICKEN CAESAR WRAP 11oz 

DELISH TRKY/MNTRY JACK H/WH 8.5OZ 

CHOBANI GREEK YOGURT VANILLA 6OZ 

+Does not incl ude any single store items 

Lowest Sales Sales$ 

5264 - 6269 W. 38th St., IN $328 

9644 - 555 Westfield Road, IN $463 

6165 - 10595 N Michigan Rd, IN $466 

13827 - 1 E. Ogden, IL $587 

3231- 1215 S Ra nge Line Rd, IN $641 

4592 - 700 Us Highway 31 S, IN $663 

3142 - 3455 Mann Rd, IN $663 

7676 - 1900 S Ohio St, IN $709 

3609 - 5095 E Thom pson Rd, IN $730 

6455 - 115 Fields Rd., IN $739 

1053 

1095 

3356 

113 

242 

1940 

793 

1536 

584 

-654 

1031 

Sales$ 

$950 

$1,212 

$1,241 

$1,356 

$1,492 

Units/Store 

69 

51 

47 

30 

23 

21 

20 

20 

16 

15 

Waste% 

48.2% 

25.9% 

43.3% 

19.7% 

36.3% 

8.5% 

18.5% 

19.8% 

11.7% 

22.0% 

WAGMDL0097 4208 
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Fresh Market Results - 2.12.2012 - 2.18.2012 

SUSHI 

Wfl.Ji..PS 

PAIU:AITS 

FRESH DESSERTS 

FRESH SNJi..CKS 

COLD SALADS 

Di PS 

EAT DSD MISC 

CUT FRUIT 

Gfl.Ji..PES/BERR!ES 

BANANAS 

AMBIENT Si NGLE FRUIT 

CHILLED VEG 

13AG SALADS/STEAM ms 
AMBIENT VEG 

TOMATOES 

AMIHNT MULTI FIWIT 

PRODUCE DSD MISC 

CUT BOUO.UETS 

POTTED PLANTS 

FRESH BEVICRMiES 

FRESH YOGURT 

MEALS 

COOKED MEATS 

SOUPS 

BREAKFAST 

HEAT DSD MISC 

FRESH BAKERY 

BREAD: 
AlrnSAN 

SPECiALTY CHEESE 

SPEC!ALTY MICAl 

ETHNIC 

SPECiALTY DSD M!SC 

SUSHI 

JUICE/SMOOTH!E 

FROZEN YOGUIH 

COFFEE 

FRESH PASTfl.Y 

FRESH BRl:AD 

FOUNTAIN DRINK 

2,833 33.2% 

$5,939 1,372 39.0% 

$4,866 1.113 36.7% 

$2,709 923 26.6% 

$5,500 2,019 36.0% 

$4,282 1.687 37.3% 

S61 24 56.3% 

$96 52 44.9% 

7,148 34.4% 

5.5% 674 40.0% 15.2% 

2.7% $5,356 1,096 38.7% 2.8% 

5.6% $2,448 580 34.4% 4.0% 

9.4% $2,578 744 35.6% 9.0% 

1.7% $2,038 783 33.6% 0.7% 

6.7% $1,525 470 36.4% 8.0% 

0.0% 

1.2% 

2.8% 

$1,125 189 B.8% 26.3% 

1.8% 

l,662 40.4% 8.8% 

l,614 47.1% 1.6% $2,560 

$8,604 l,795 42.1% 2.8% $1,208 

$2,883 775 '13.4% 3.3% $544 

$3,137 l,066 43.2% 3.2% $1,163 

$3,156 995 36.4% 11.4% $855 

$1,697 l74 44.5% 11.1% 

$800 268 41.0% 0.0% $252 

$28 lO 33.4% 0.0% $6 

5,556 34.1% 

$4,382 1.040 29.6% 13.3% $1,558 

2,908 34.2% 

341 21.5% 

2,380 49.6% 

1,232 28.2% 

370 24.3% 

244 32.1% 

37 27.2% 

5 31.9% 

9.9% $4,708 l,038 22.0% 

2.9% 

4.8% $874 

$980 

$549 

$6,367 

$3,290 

$3,859 

$2,318 

$1,303 

$1,006 

$1,691 

S52 

$518 

$392 

$552 

$56 

$1,006 

$757 

$18 

$2,193 

$2,268 

$578 

$795 

$576 

$372 

$223 

6,937 47.3% 

3,330 22.6% 

1.409 24.2% 

732 29.6% 

528 26.6% 

350 38.0% 

834 20.6% 

31 37.8% 

4.5% 

11.4% 

11.0% 

10.4% 

15.2% 

5.0% 

9.7% 

0.0% 

3.6% 

9.9% 

39.0% 2.1% 

29.3% 0.7% 

33.3% 12.3% 

74 37.5% 0.0% 

l.35 41.8% 14.6% 

234 46.1% 3.9% 

13 26.4% 0.0% 

387 39.8% 8.6% 

442 46.5% 12.0% 

555 40.4% 

l.64 40.9% 

202 38.6% 

3 33.4% 

1,539 27.6% 

505 54.2% 

568 32.9% 

267 42.6% 

444 34.8% 

l.66 38.0% 

211 68.8% 

151 56.7% 

0.7% 

0.8% 

1.7% 

0.0% 

0.0% 

5.1% 

0.0% 

0.0% 

0.0% 

0.0% 

0.0% 

0.0% 

$2,150 

$1,321 

$978 

$738 

$75 

$15 

$238 

S391 

$2,316 

$7 

$137 

$28 

$76 

107 17.7% 

153 41.5% 

332 41.5% 

5.6% 

14.9% 

11.4% 

37.1% 

30.1% 

0.1% 

13.6% 

30.1% 

6.0% 

39.7% 4.5% 

30.2% 0.0% 

49.2% 19.2% 

$6,142 

$4,450 

$3,658 

$1,938 

$208 

$267 

$1,368 

$72 

$7,114 

$789 

8,225 50.1% 

4,548 29.7% 

l,330 25.2% 

637 '17.7% 

85 23.8% 

79 20.8% 

691 27.8% 

36 47.8% 

l,444 '!8.0% 

98 34.0% 

2.1% 

5.1% 

6.0% 

10.9% 

34.1% 

20.6% 

4.9% 

0.0% 

5.3% 

1.4% 

45.5% 0.1% 

35.8% 0.0% 

40.9% 10.6% 

2 29.6% 0.0% $686 103 36.8% 0.0% 

3.4% 

2.1% 

46 44.3% 24.3% $421 153 '!6.3% 

l3 45.1% 33.8% $2,788 l,403 32.1% 

7 31.2% 19.6% 

17 53.8% (l.0% $764 

$593 

l,078 46.0% 3.6% 

564 47.9% 12.8% 

166 41.8% 

165 44.5% 

147 39.2% 

0.0% 

0.0% 

0.0% 

$1,119 

$432 

S82 

$60 

$79 

$740 

S22 

$315 

$118 

* 42 Chicago, 17 New York, 29 SF, 28 IN Full, 25 IN limited, 42 CA, 3 Detroit, 2 NJ 

*Estab!ished stores only (open full week of sales) 

HIGHLY CONFIDENTIAL 

727 45.l.% 10.5% 5,896 37.4% 

647 37.5% 3.0% $21.578 4,729 41.7% 2.4% 

349 49.0% 14.7% $17,126 3,837 40.0% 4.6% 

204 19.9% 13.7% $8,713 2,646 H.1% 7.5% 

612 48.9% 6.8% $11.838 4,480 38.8% 2.4% 

386 43.0% 20.4% $9,818 3,538 37.3% 9.6% 

$2,822 563 40.2% 17.2% 

84 33.8% 0.0% SUB 376 40.2% 0.0% 

5 27.7% 0.0% $130 67 41.6% 0.9% 

1,510 39.9% 11.6% 17,122 34.7% 3.3% 

231 33.2% 42.5% $11.523 2,650 25.7% 11.6% 

948 46.5% 

530 25.0% 

406 25.6% 

l.61 43.7% 

42 22.5% 

23 41.2% 

39 24.3% 

97 38.4% 

21.2% 

63.8% 

22.8% 

34.3% 

50.0% 

9.4% 

4.6% 

27.5% 

227 41.5% 6.3% 

365 30.4% 8.4% 

145 41.9% 51.3% 

$15,640 

$9,610 

$9,614 

$5.425 

Sl.669 

Sl.348 

$3,375 

S515 

$27,809 

$3,226 

18,490 48.7% 

9,640 26.8% 

3,515 24.8% 

1,Tl4 l4.0% 

692 26.1% 

457 34.7% 

1,671 23.4% 

220 42.0% 

4,709 39.9% 

28.7% 

4.7% 

12.0% 

10.5% 

16.1% 

20.0% 

8.3% 

7.9% 

22.8% 

4.9% 

7.8% 

42.8% 1.6% 

32.6% 0.6% 

39.4% 15.0% 

Sl.212 179 37.1% 0.0% 

$950 334 39.7% 11.0% 

10 42.6% 40.1% $3,389 1,660 34.6% 2.9% 

$56 l3 26.4% 0.0% 

672 40.9% 16.6% 

162 38.1% 14.1% $4,722 

64 41.5% 5.2% $2,161 

36 40.9% 0.0% Sl.469 

$18 

43.6% 5.5% 

45.3% 13.8% 

890 40.2% 

410 42.7% 

385 39.0% 

3 33.4% 

3.1% 

1.1% 

0.9% 

0.0% 

0.0% 

$116 

$64 

$131 

$102 

S1 

$2 

$104 

$152 

$78 

$92 

$55 

$31 

$24 

$40 

S1 

$420 

$58 

$12 

$9 

$13 

$2.193 

$2.268 

S578 

$795 

$576 

S372 

$223 

1,539 27.6% 

505 54.2% 

568 32.9% 

267 42.6% 

444 34.8% 

166 38.0% 

211 68.8% 

151 56.7% 

5.1% $2,193 

(l.0% $2,268 

0.0% $578 

0.0% $795 

(l.0% $576 

0.0% $372 

0.0% $223 

$315 

$144 

$152 

$120 

$90 

$66 

$92 

$126 

S78 

$58 

$43 

$4 

$1 

$14 

S23 

$136 

$0 

$8 

$2 

S266 

$297 

$99 

S108 

$109 

$59 

$28 

$1 

$162 

$212 

S153 

$126 

$67 

$7 

$9 

$47 

$2 

$245 

$27 

$24 

$15 

$96 

$43 

$19 

$42 

$31 

$9 

$0 

$31 

$35 

$20 

$40 

$15 

$3 

$2 

$3 

$26 

$1 

$148 

$75 

$102 

$85 

$61 

S11 

$1 

$99 

$135 

S83 

$83 

$47 

S14 

$12 

$29 

$6 

$240 

S45 

$14 

$11 

S29 
$1 

$2,193 

$2,268 

$578 

$795 

$576 

$372 

$223 
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Fresh Market Results - 2.12.2012 - 2.18.2012 

SUSHI 

Wfl.Ji..PS 

PAIU:AITS 

FRESH DESSERTS 

FRESH SNJi..CKS 

COLD SALADS 

Di PS 

EAT DSD MISC 

CUT FRUIT 

Gfl.Ji..PES/BERR!ES 

13ANANAS 

AMBIENT SiNGLE FRUIT 

CHILLED VEG 

BAG SALADS/STEAMICRS 

AMBIENT VEG 

TOMATOES 

AMIHNT MULTI FIWIT 

PRODUCE DSD MISC 

CUT BOUO.Ul:TS 

POTTED PLANTS 

FRESH BEVICRMiES 

FRESH YOGURT 

MEALS 

COOKED MEATS 

SOUPS 

BREAKFAST 

HEAT DSD MISC 

FRESH BAKERY 

BREAD: 
AlrnSAN 

SPECiALTY CHEESE 

SPEC!ALTY MICAl 

ETHNIC 

SPECiALTY DSD M!SC 

SUSHI 

JUICE/SMOOTH!E 

FROZEN YOGUIH 

COFFEE 

FRESH PASTfl.Y 

FRESH BRl:AD 

FOUNTAIN DRINK 

$77 41 45.4% 0.0% 

$94 

$13 

$11 

$67 

$2,273 2,441 47.9% 16.4% $105 

$1,363 1,414 8.6% 53.4% $53 

$106 

$43 

$3 39.0% 966.6% $10 

$13 8 50.0% 0.0% 

2,476 41.5% 4.8% 

467 38.2% 3.7% 

723 42.2% 5.5% 

172 30.2% 0.4% 

$6 

$15 

* 42 Chicago, 17 New York, 29 SF, 28 IN Full, 25 IN limited, 42 CA, 3 Detroit, 2 NJ 

*Estab!ished stores only (open full week of sales) 

HIGHLY CONFIDENTIAL 

50 37.1% 18.9% 

26 32.8% 18.1% 

36.6% 0.0% 

42.8% 0.0% 

85 36.1% 14.8% 

16 32.4% 70.7% 

100 46.9% 2.9% 

52 22.1% 86.6% 

39 27.0% 12.1% 

15 42.2% 46.0% 

22.1% 29.7% 

36.5% 158.9% 

22.6% 84.1% 

19 42.0% (l.0% 

$145 

$96 

$38 

S67 

$43 

$18 

$52 

$163 

S41 

$54 

$30 

$8 

S28 

$322 

25 40.3% 33.3% 

29 39.9% 6.6% 

22 37.3% 2.6% 

l1 35.2% 153.l.% 

26 33.2% 5.0% 

15 33.8% 47.0% 

38.8% 0.0% 

67 33.7% 2.8% 

l1 21.8% 15.0% 

l.70 50.7% 4.7% 

39 26.9% 74.0% 

19 20.7% 24.3% 

10 28.9% 60.4% 

27.9% 76.3% 

7 46.7% 0.0% 

55 41.3% 27.5% 

31 44.3% 0.0% 

24 30.2% 2.9% 

48.3% 10.3% 

$324 

$305 

$51 

$100 

$48 

$128 

$61 

$11 

$473 

$278 

$26 

$19 

$6 

67 35.9% 27.2% 6,038 l7.4% 8.6% 

81 37.5% 23.9% 4,865 41.6% 2.8% 

85 41.4% 9.2% $17,526 3,944 40.0% 4.7% 

19 l.9.0% 4.3% $8,802 2,676 ll..0% 8.1% 

48 58.7% 52.4% $12,019 4,559 38.9% 2.9% 

21 44.1% 53.0% $9,9~9 3,583 37.4% 10.0% 

$2,840 566 40.2% 17.1% 

67 10.7% 0.0% $1,241 443 37.2% 0.0% 

22 29.6% 0.0% $269 130 40.0% 0.4% 

95 34.9% 31.0% 17,369 34.7% 3.4% 

3 20.1% 89.7% $11,652 2,680 25.7% 12.0% 

445 43.7% 62.5% $18,654 21,646 48.5% 7.6% 

280 19.4% 146.5% $11,345 11,425 24.4% 20.8% 

12 32.6% 42.9% $9,800 3,585 24.8% 10.7% 

55.6% 0.0% $5,5'.7 1,805 l4.1% 16.5% 

16.4% 57.7% $1,687 701 26.0% 21.8% 

$2 6.5% 297.0% $1,356 460 34.6% 9.4% 

$30 19 l.7.5% l.4.l.% $3,4T7 1,700 23.4% 10.9% 

$556 235 42.4% 22.6% 

$2,926 375 38.4% 17.6% $44,455 7,615 40.3% 5.8% 

$164 

S23 

81 39.8% 

38 30.2% 

10 29.2% 

354 41.0% 

35 38.2% 

30 41.2% 

7 40.2% 

$2,193 

$2,268 

$578 

$795 

$57ii 

$372 

$223 

42.7% 2.0% 

32.5% 0.6% 

39.4% 15.1% 

37.1% 0.0% 

l9.7% 11..2% 

34.6% 2.9% 

26.4% 0.0% 

43.6% 5.5% 

44.7% 17.2% 

40.1% 3.7% 

42.6% 1.4% 

39.0% 0.9% 

33.4% 0.0% 

27.6% 0.0% 

505 54.2% 5.1% 

568 l2.9% (l.0% 

267 42.6% 0.0% 

444 34.8% 0.0% 

166 l8.0% (l.0% 

211 68.8% 0.0% 

151 56.7% 0.0% 

$2 

$54 

$32 

so 

so 

$31 

$4 

$4 

$22 

$35 

S18 

$35 

$14 

$3 

$2 

$5 

$48 

$19 

$34 

$21 

$9 

$26 

$82 

$20 

$27 

$15 

$4 

$14 

$161 

$13 

$12 

$2 

$4 

$2 

$5 

$2 

$0 

$19 

$11 

$1 

$1 

$0 

$0 

$1 

$11.7 

$152 

$123 

$62 

S82 

$68 

$59 

SlO 
$2 

$80 

$99 

S60 

$67 

$38 

$9 

$9 

$23 

$4 

$2,193 

$2,268 

$578 

$795 

$576 

$372 

$223 
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Variance Data vs. prior 4 week 

Comparable Stores open before 1.14.12 

2/12/2012-2/18/2012 

SANDWICHES $45,469 

SALADS $28,146 

SUSHI $21,623 

WRAPS $16,185 

PARFAITS $8,180 

FRESH DESSERTS $10,745 

FRESH SNACKS $8,834 

CO LD SALADS $2,731 

DIPS $1,241 

EAT DSD MISC $182 

CUT FRUIT $53,456 

GRAPES/BERRIES $11,157 

BANANAS $18,171 

AMBIENT SINGLE FRUIT $10,880 

CHILLED VEG $9,037 

BAG SALADS/STEAMERS $5,101 

AMBIENT VEG $1,530 

TOMATOES $1,264 

AMBIENT MULTI FRUIT $3,307 

PRODUCE DSD MISC $489 

MEALS $5,715 

COOKED MEATS $1,049 

SOUPS $856 

BREAKFAST $3,145 

HEAT DSD MISC 

SPECIALTY CHEESE $2,894 

SPECIALTY MEAT $1,788 

ETHN IC $1,083 

SPECIALTY DSD MISC 

HIGHLY CONFIDENTIAL 

6.6% 35.5% 1.3 6.9% -14.2 

6.5% 38.0% 1.1 9.0% -10.7 

10.6% 41.6% -0.3 2.8% -6.4 

4.6% 40.2% 1.0 4.8% -9.5 

11.2% 31.2% 2.3 10.4% -8.0 

12.9% 38.9% 1.4 3.1% -10.1 

8.1% 37.3% 0.8 10.8% -15.2 

-6.0% 40.3% 4.6 16.3% -40.5 

10.4% 37.2% -1.4 0.0% -2.6 

-15.0% 37.2% -0.5 0.6% -8.1 

12.6% 34.7% 0.0 3.6% -7.0 

2.1% 25.5% 3.4 12.3% -19.4 

-0.4% 48.5% -0.6 7.7% -10.6 

1.7% 24.5% -1.0 21.2% -19.7 

4.0% 24.8% 0.3 11.5% -19.2 

0.2% 34.5% 0.6 17.0% -22.5 

-11.3% 26.1% 0.9 23.1% -20.1 

-5.5% 34.6% -1.3 10.0% -9.2 

-1.3% 23.2% 0.2 11.2% -27.7 

-7.3% 42.8% 3.9 25.7% -4.2 

2.2% 39.5% 1.1 15.6% -28.7 

-0.6% 36.9% 1.7 0.0% -16.7 

5.7% 39.4% 0.6 11.8% -34.1 

11.8% 33.7% 0.6 3.0% -5.8 

0.0 0.0 

6.2% 39.1% -0.3 7.7% -16.0 

8.5% 42.9% -0.1 2.0% -18.0 

5.3% 40.0% -0.3 1.2% -4.3 

0.0 0.0 
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P-25748_00182

Transaction Txn Cnt % Sales% chg 

Rank Store# Address Market GoL1veDate Format Count chgpnor Sales$ prior GP% Waste% 

HIGHLY CONFIDENTIAL 

Chicago 1/10/2012 Flagship 27,897 12.8% $42,598 

757MichigilnAve Chicago 3/24/2011 25,591 14.0% $10,593 9.3% 36.1% 2.1% 

3201NBroadway Chicago 10/14/2010 19,338 6.0% $9,809 6.7% 36.1% 2.6% 

Chicago 9/21/2010 14,405 17.7% $7,107 23.8% 34.9% 2.1% 

Chicago 10/14/2010 7.3% $6,248 

Chicago 10/4/2011 18,168 13.5% $6,203 

8628SCottageGrovePwe Chicago 5/13/2011 15,901 $4,654 

Jeffrey& 79Th Chicago 10/13/2010 9,857 10.7% $4,110 

Chicago 9/1/2J10 14,890 $3,977 

Chicago 9/1/2010 12,293 15.0% $3,870 

Chicago 5/17/2011 10,951 10.0% $3,858 

Chicago 7/21/2011 9,803 9.7% $3,834 

Chicago 10/14/2010 13,259 $3,304 

Chicago 10/7/2010 $3,028 

Chicago 5/17/2011 11,998 17.9% $3,012 

Chicago 10/7/2010 9,666 12.9% $2,891 

Chicago 9/9/2:JlO 8,026 8.7% $2,804 

Chicago 10/21/2010 11,407 4.9% $2,722 

Chicago 5/3/2011 11,784 16.3% $2,714 

324RooseveltRd, Glen Eltyr Chicago 10/15/2010 10,706 10.7% $2,657 

811WMadison,OakPark Chicago 11/1/2010 8,336 12.9% $2,578 

7945 W95th St,HICKORY Hll.LS Chicago 6/14/2011 9,739 17.9% $2,566 

Chicago 10/6/2010 8,436 $2,520 

Chicago 10/14/2010 11,658 $2,518 

Chicago 9/16/2011 9,472 17.1% $2,253 

111th&Michigan Chicago 10/13/2010 8,098 $2,222 

655ElmStreet,HighlandPark Chicago 11/16/2010 9,681 11.9% $2,089 

S. Michigan &103rd Chicago 10/13/2010 9,275 ll.3% $1,962 

Chicago 4/4/2:Jll 3,000 5.7% $1,955 

225 MilwaukeeAve,Lincolnshire Chicago 10/27/2010 6,733 20.3% $1,923 

Chicago 10/28/2011 12,071 7.1% $1,883 

Chicago 5/11/2011 9,194 15.6% $1,819 

7113CermakRd,BERWYN Chicago 6/14/2011 14,351 22.1% $1,799 

Chica,io 5/3/2011 17,102 12.8% $1,720 

1770 N MilwaukeeAve,LIBERTYVILLE Chicago 6/16/2011 7,337 18.2% $1,720 

Chicago 10/6/2010 7,359 11.2% $1,521 

Chicago 9/16/2011 5,669 17.4% $1,500 

12700W. Rockland, Lake Bluff Chicago 5/24/2011 5,811 17.3% $1,364 

Chica go 9/30/2011 6,453 15.6% $1,232 

Chicago 10/6/2011 7,050 15.9% $1,043 

811Green Bay Rd Chicago 9/29/2011 7,530 2.4% $850 

1 E.Ogden Chicago 10/4/2011 4,551 15.6% $587 

Sales include 
Ops 71,83,93, 102,120 minus Product Categmies 71068,71069,83012,83013,83069,93008,93069,93093, 120119 

Product Categmies 169004,215009, 145005, 194120 
Upmarket items in Flagship Stores 
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Transaction Txn Cnt % Sales% chg 

Rank Store# Address Market GoL1veDate Format Count chgpnor Sales$ prior GP% Waste% 

HIGHLY CONFIDENTIAL 

10/4/2011 28,844 8.3% $13,917 13.2% 38.3% 0.9% 

5/6/2::111 18,869 0.0% $12,322 8.2% 38.J% 0.6% 

9/9/2011 17,617 8.0% $10,927 10.1% 40.7% 1.8% 

5/2/2:Jll 15,628 5.4% $8,046 5.0% 39.5% 2.0% 

5/17/2011 10,163 5.3% $6,574 16.1% 34.~% 4.4% 

116NewMontgomery 5/11/2011 15,160 1.1% $6,483 3.7% 40.4% 0.2% 

5/2/2:Jll 14,328 5.8% $5,222 1.1% 42.~% 3.7% 

5/17/2011 12,084 3.2% $5,167 0.5% 39.3% 3.0% 

5/19/2011 15,540 4.4% $4,504 0.7% 40.1% 6.0% 

2310TelegraphAve.,BERKELEY 6/16/2011 14,962 3.5% $4,402 2.8% 36.6% 7.8% 

5/10/2011 7,849 1.9% $4,046 9.3% 37.6% 7.9% 

1333Broadway,Oakland 7/12/2011 12,339 1.0% $3,979 5.1% 36.4% 0.6% 

6/1/2:Jll 13,810 1.2% $3,870 0.2% 36.7% 2.7% 

5/24/2011 8.8% $3,780 8.5% 39.5% 2.1% 

6/21/2011 12,279 2.3% $3,627 9.3% 34.9% 1.7% 

5055TelegraphPwe 10/4/2011 13,628 8.1% $3,532 8.2% 38.3% 5.2% 

3434 High Street, Oakland 6/7/2:Jll 12,602 14.9% $3,391 6.1% 38.6% 5.4% 

8303rdStreet,SanRafael 6/6/2J11 12,395 7.4% $3,273 11.4% 37.5% 9.5% 

216WestlakeCemer,DolyCity 6/1/2:Jll 20,ll9 6.1% $3,256 17.4% 30.4% 3.2% 

6100MissionSt, Daly City 6/7/2:Jll 10,189 3.3% $3,129 39.7% 39.5% 7.1% 

5280 Geary Blvd 12/6/2011 10,344 0.9% $3,087 16.1% 37.8% 7.5% 

23000tis Dr,AI..AMEDA 6/21/2011 15,303 4.7% $2,865 8.5% 37.3% 4.3% 

7/20/2011 7.9% $2,739 4.6% 37.4% 7.9% 

6/2/2J11 7,699 $2,612 

3232 Footh~I Blvd,OAKI..AND 7/13/2011 12,753 14.8% $2,371 

5/24 /2011 8,195 $2,208 

6/13/2011 6,487 $1,705 

1607ShatturkAve, Berkeley 7/1/2011 5,100 $1,393 

1/20/2012 2,998 $804 

T!MES SQUARE 9/10/2010 28,077 24.7% $16,031 21.8% 34.J% 0.0% 

11/30/2010 16,570 8.0% $4,516 7.1% 35.7% 6.6% 

9/1/2010 19,242 $4,141 

1230 NepperhanAve 2/1/2012 19,598 20.4% $3,920 

10/7/2010 15,273 $3,674 

11902Rocka wayBlvd 11/1/2011 14,974 14 .7% $2,723 

9/1/2010 7,095 1.3% $2,507 

2095 Dutch Broadway 11/3/2011 11,94 7 7.5% $2,390 

12/15/2010 10,021 0.5% $2,335 

25758roadway 11/16/2010 10,838 1.0% $2,264 

4/12/2011 10,123 6.7% $1,959 

9/1/2010 9,134 $1,704 

11/15/2010 6,94 2 $1,648 

9/1/2010 9,961 $1,508 

9/1/2010 8,426 $1,312 

11/22/2011 9,792 0.9% $1,099 

4/29/2011 4 ,753 10.1% $827 

101-105WashingtonSt New Jersey 1/21/2011 6,111 2.3% $1,155 

New Jersey 9/2/2011 3,716 28.6% $649 

Sales include 
Ops 71,83,93, 102,120 minus Product Categmies 71068,71069,83012,83013,83069,93008,93069,93093, 120119 

Product Categmies 169004,215009, 145005, 194120 
Upmarket items in Flagship Stores 
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Transaction Txn Cnt % Sales% chg 

Rank Store# Address Market GoL1veDate Format Count chgpnor Sales$ prior GP% Waste% 

HIGHLY CONFIDENTIAL 

Indianapolis-Full 8/30/2011 9,994 11.3% $4 ,464 

'ndiarrnpolis - Full 9/27/2011 8,926 18.0% $1,652 

;ndianapolis 'ull 10/24/2011 5,688 17.3% $1,360 

6191NKeystonelwe Indianapolis Full 9/15/2011 6,388 15.8% $1,224 

'ndianapolis-Full 10/6/2011 6,425 17.4% $1,221 

Indianapolis-Full 11/15/2011 6,725 16.6% $1,149 

Indianapolis-Full 11/12/2011 5,789 16.2% $1,077 

'ndianapolis-Full 11/19/2011 5,114 16.0% $1,D41 

;ndianapolis-Full 12/5/2011 5,201 12.6% $995 

5675NMichiganRd Indianapolis-Full 9/20/2011 4,845 $980 

7975 E Us Hwy36 'ndiarrnpolis - Full 9/29/2011 5,485 $970 

;ndianapolis-Full 9/27/2011 4 ,801 $918 

1808 N AlbonySt Indianapolis-Full 11/12/2011 6,124 $907 

1000 Sa gamore Pkwy W 'ndiarrnpolis - Full 11/15/2011 6,481 $851 

;ndianapolis-Full 11/5/2011 4,532 $804 

5199NKeystone Indianapolis-Full 11/15/2011 4,700 $791 

'ndianapolis-Full 9/27/2011 4,909 $766 

;ndianapolis-Full 11/5/2011 5,180 $765 

Indianapolis-Full 11/19/2011 6,336 $759 

Indianapolis-Full 9/15/2011 5,894 $739 

5095 [Thompson Rd Indianapolis-Full 9/29/2011 6,323 $730 

Indianapolis-Full 9/15/2011 4,720 $709 

'ndianapolis-Full 11/19/2011 5,545 $663 

700UsHighway31S ;ndianapolis-Full 9/10/2011 6,599 $663 

1215SRangel.ineRd Indianapolis-Full 9/13/2011 4 ,741 $641 

10595NMichiganRd 'ndianapolis-Full 11/8/2011 4,525 $466 

;ndianapolis-Full 9/15/2011 2,606 $463 

Indianapolis-Full 11/19/2011 3,918 $328 

130SCreasyLN 'r,diancpulls·-~imit e..; 11/15/2011 Exp FF DD 4,444 $558 

Indianapolis-Limited 9/10/2011 Exp FF DD 3,447 $549 

54 60EWashingtonStr Indianapolis Limited 10/25/2011 Bananas/Prod/Fl 4,829 $480 

Indianapolis Limit ed 9/15/2011 Exp FF DD 5,470 $429 

Indianapolis-Limited 9/13/2011 Exp FF DD 3,958 $422 

107SWashin,itonSt Indianapolis Limited 11/22/2011 Bananas/Prod/Fl 4,555 $410 

Indianapolis Limit ed 11/5/2011 Exp FF DD 3,748 $391 

Indianapolis-Limited 9/8/2J11 Exp FF DD 3,803 $383 

2800 Old US Highway 231 S ;ndianapolis Limited 11/15/2011 Bam,nas/Prod/FI 3,611 $345 

6745 ESout hportRd Indianapolis Limit ed 10/22/2011 Bananas/Prod/Fl 4,876 $326 

14625 N Gray Rd Indianapolis-Limited 11/12/2011 Exp FF DD 3,570 $312 

5720WWashingtonSt Indianapolis Limited 10/29/2011 Bananas/Prod/Fl 3,600 $311 

Indianapolis Limit ed 9/13/2011 Exp FF DD 3,200 $284 

Indianapolis - Limited 10/4/2011 Exp FF DD 4 ,212 $274 

Indianapolis Limited 11/15/2011 Exp FF DD 3,440 $273 

12570Reynolds Dr Indianapolis Limit ed 11/5/2011 Exp FF DD 3,118 $269 

3205EWashingtonSt Indianapolis-Limited 10/29/2011 Bananas/Prod/Fl 4 ,049 $257 

;ndianapolis Limited 10/29/2011 Bananas/Prod/Fl 3,287 $230 

Indianapolis Limit ed 9/8/2:Jll Exp FF DD 4,044 $192 

Indianapolis-Limited 9/10/2011 Exp FF DD 5,450 $189 

;ndianapolis Limited 9/13/2011 Exp FF DD 3,274 $183 

2~00 IN Sycamore St 11dia11apolis 11/22/2011 Bani>rii>s/Prod/FI ~,701 $166 

1650ERaymond Indianapolis-Limited 11/22/2011 Bananas/Prod/Fl 2,133 $164 

;ndianapolis Limited 9/8/2011 Exp FF DD 4,401 $164 

11025EWashingtonSt Indianapolis Limit ed 10/4/2011 Bananas/Prod/Fl 3,677 $79 

Sales include 
Ops 71,83,93, 102,120 minus Product Categmies 71068,71069,83012,83013,83069,93008,93069,93093, 120119 

Product Categmies 169004,215009, 145005, 194120 
Upmarket items in Flagship Stores 
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Transaction Txn Cnt % Sales% chg 

Rank Store# Address Market GoL1veDate Format Count chgpnor Sales$ prior GP% Waste% 

HIGHLY CONFIDENTIAL 

3/22/2011 4,821 $611 

3/22/2011 5,304 $517 

3/22/2011 5,522 $350 

10/26/2010 Bananas/Prod/Fl 11,774 15.1% $1,481 351.6% 40.7% 2.3% 

10/27/2010 Bananas/Prod/Fl 16.4% $1,404 298.1% 46.7% 3.2% 

3/29/2011 Bananas/Prod/Fl 9,666 7.9% $1,181 583.1% 39_g% 0.8% 

10/27/2010 Bananas/Prod/Fl 13,614 6.9% $1,159 80.5% 38.~% 3.8% 

10/27/2010 Bananas/Prod/Fl 13.9% $965 259.1% 37.3% 23.3% 

3/29/2011 Bananas/Prod/Fl 8,320 8.9% $939 344.0% 39.9% 15.5% 

4351 lmperialhv.ry 3/29/2011 Bananas/Prod/Fl 10,156 18.3% $873 261.0% 39.3% 0.0% 

3/29/2011 Barmrn/Prod/FI 6.6% $861 197.0% 37.4% 0.0% 

10/26/2010 Bananas/Prod/Fl 13,470 6.8% $732 21.1% 39.4% 10.7% 

10/26/2010 Bananas/Prod/Fl 10,303 17.1% $721 71.4% 39.~% 7.6% 

10/26/2010 Bananas/Prod/Fl 7,664 8.2% $674 52.7% 34.2% 0.0% 

10/29/2010 Bananas/Prod/Fl 11,200 9.7% $670 173.6% 40.6% 2.1% 

10/26/2010 Bananas/Prod/Fl 9,600 9.1% $657 63.0% 368% 15.3% 

10/27/2010 Bananas/Prod/Fl 24.5% $557 284.2% 42.4% 6.7% 

2303 N.VineyardAve 3/29/2011 Bananas/Prod/Fl 8,094 23.4% $526 145.3% 51.1% 19.6% 

3/29/2011 Bananas/Prod/Fl 9,971 11.0% $517 79.2% 41.4% 28.6% 

331N.5epulvedaB!vd 10/27/2010 Bananas/Prod/Fl 8,507 12.1% $492 32.5% 37.2% 53.3% 

7155Van Nuys Blvd 10/26/2010 Bananas/Prod/Fl 11,214 12.0% $487 40.4% 37.J% 4.6% 

3222 University Ave 10/27/2010 Bananas/Prod/Fl 8,471 11.6% $487 91.2% 41.3% 5.0% 

3/29/2011 Barmrn/Prod/FI 8,384 14.1% $467 208.3% 38.J% 3.3% 

3/29/2011 Bananas/Prod/Fl 9,312 10.0% $467 63.7% 38.5% 0.0% 

3/29/2011 Bananas/Prod/Fl 9,668 14.0% $462 73.6% 38.5% 18.5% 

3/29/2011 Barmrn/Prod/FI 9,943 6.2% $454 49.7% 41.7% 3.9% 

1826W0rangethorpe 3/29/2011 Bananas/Prod/Fl 8,838 11.0% $444 71.9% 33.1% 0.0% 

10/27/2010 Bananas/Prod/Fl 7,941 11.0% $442 163.1% 41.1% 5.1% 

10/29/2010 Bananas/Prod/Fl 8,525 10.8% $414 126.3% 39.7% 8.4% 

3/29/2011 Bananas/Prod/Fl 8,827 14.2% $414 25.3% 39.3% 11.6% 

10/26/2010 Bananas/Prod/Fl 9,420 16.3% $380 86.0% 30.2% 1.3% 

10/29/2010 Bananas/Prod/Fl 8,284 6.6% $376 111.8% 36.4% 9.9% 

10/26/2010 Bananas/Prod/Fl 9,239 4.2% $360 170.5% 38.2% 2.5% 

1250EChapmanAve 1/1/2'J12 Bananas/Prod/Fl 6,018 14.2% $321 176.3% 39.3% 2.7% 

3005 Midway Dr 10/27/2010 Barninas/Prod/FI 8,772 5.4% $308 22.8% 33.J% 12.6% 

3/29/2011 Bananas/Prod/Fl 10,711 19.0% $307 16.0% 39_g% 2.4% 

3/29/2011 Bananas/Prod/Fl 9,180 13.2% $301 19.5% 4•U% 17.2% 

11/30/2010 Barninas/Prod/FI 8,106 8.9% $299 174.6% 38.2% 9.4% 

5224ColdwaterCanyon Rd 3/29/2011 Bananas/Prod/Fl 8,906 8.1% $264 6.2% 39.5% 9.1% 

10/26/2010 Bananas/Prod/Fl 7,793 15.3% $249 39.9% 39.5% 0.0% 

10/27/2010 Bananas/Prod/Fl 9,984 19.1% $229 67.8% 41.J% 31.8% 

10/27/2010 Bananas/Prod/Fl 18,067 11.9% $194 19.2% 38.1% 45.9% 

1634 E. Highland Avenue 3/29/2011 Bananas/Prod/Fl 10,510 14.4% $186 24.5% 35.3% 34.0% 

3/29/2011 Barnrnas/Prod/FI 9,421 15.8% $165 6.5% 42.6% 28.8% 

3/29/2011 Bananas/Prod/Fl 9,563 $142 

Sales include 
Ops 71,83,93, 102,120 minus Product Categmies 71068,71069,83012,83013,83069,93008,93069,93093, 120119 

Product Categmies 169004,215009, 145005, 194120 
Upmarket items in Flagship Stores 
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