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“Drug stores continue to live in danger of losing core
market sales to mass merchandisers and supermarkets

both OTC products and pharmacy services. Maximizing
their position as a local retailer, creating laser focus on

customer service, and continuing to develop a closely
integrated online/offline service offering should be high

priorities and provide a strong defense.”
– Ali Lipson, Senior Retail & Apparel Analyst

This report looks at the following areas:

• How are traditional drug stores evolving in a competitive market?
• Is online shopping a threat to brick-and-mortar drug stores?
• Are retail health clinics a viable alternative to traditional care?
• How can drug stores encourage shoppers to spend more?

Total drug store retail sales reached $235 billion in 2013, and are expected to increase by more than
2% in 2014 to reach $240 billion. Drug store retail sales are expected to rise 12% between 2013 and
2018, reaching $263 billion in 2018. The growing aging population and their related health concerns,
changes in healthcare and the expansion of retail health clinics will impact this market over the next
few years.

This report builds on the analysis presented in Mintel’s The Drug Store Shopper—US, January 2013 and
January 2012.

This report focuses on drug stores, and offers sales trends, profiles of major players in the US market,
as well as a detailed exploration of consumers’ attitudes, usage, and shopping behaviors.

For the purposes of this report, Mintel has defined a drug store as:

A retail store where a primary component of the store is a pharmacy -- selling prescription medicine
and staffed with a pharmacist. Other categories commonly found at drug stores include over-the-
counter medicine, beauty and personal care, household needs, and a limited selection of food. When
referring to “drug stores” this report considers those that are traditional drug stores, not including
other retailers with pharmacies such as grocery stores, warehouse clubs, or mass merchandisers.

This report has the following objectives:

• To quantify the size of and trends within the drug store market and key CPG segments.

• To identify the shopping behaviors and preferences among drug store shoppers.

• To review the role and position of the drug store in the light of pharmacy operations in other stores,
consumers’ preferences for online engagement and the impact of the Affordable Care Act
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Figure 25: Retailers shopped for drug store needs (in-store), by gender, October 2013

Walgreens primary destination for most shoppers regardless of age
Figure 26: Retailers shopped for drug store needs (in-store), by age, October 2013

Higher-income consumers shop at a variety of stores for drug store needs
Figure 27: Retailers shopped for drug store needs (in-store), by household income, October 2013

Key points

Most fill prescriptions in stores at CVS and Walgreens
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OTC and prescription medication most likely drug store purchases
Figure 31: Items purchased at drug stores, in-store versus online, October 2013
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Many are loyal to drug stores, retailers need to retain them
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Sales/special offers influence shoppers of all income levels
Figure 38: Drug store shopping behavior, by household income, October 2013
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Lower prices, more sales would encourage more drug store shopping
Figure 39: Factors that would encourage more drug store shopping, in-store versus online, October 2013

Women would shop more as a result of promotions and sales
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Figure 40: Factors that would encourage more in-store shopping, by gender, October 2013

18-24s impacted by price, but focused on convenience
Figure 41: Factors that would encourage more in-store shopping, by age, October 2013

Higher-income consumers seek quality products
Figure 42: Factors that would encourage more in-store shopping, by household income, October 2013
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One quarter of consumers have visited a retail health clinic
Figure 43: Retail health clinics visited, October 2013

Clinic users highly satisfied with treatment, likely to return
Figure 44: Use of and attitudes toward retail health clinics, October 2013
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Hispanics likely to shop at and fill prescriptions at Walgreens
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Blacks most likely to buy food for immediate consumption at drug stores
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Figure 48: Drug store shopping behavior, by race/Hispanic origin, October 2013
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Figure 49: Factors that would encourage more in-store shopping, by race/Hispanic origin, October 2013
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Retailers shopped for drug store needs (online)
Figure 59: Retailers shopped for drug store needs (online), by gender and age, October 2013

Figure 60: Retailers shopped for drug store needs (online), by household income, October 2013

Figure 61: Retailers shopped for drug store needs (online), by race/Hispanic origin, October 2013

Retail health clinics

Race/Hispanic Origin
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Figure 62: Retailers shopped for drug store needs (online), by marital/relationship status, October 2013

Figure 63: Retailers shopped for drug store needs (online), by household size, October 2013

Figure 64: Retailers shopped for drug store needs (online), by employment, October 2013
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Figure 82: Items purchased at drug stores (in-store), by repertoire of items purchased at drug stores (in-store), October 2013
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Figure 83: Items purchased at drug stores (online), by gender and age, October 2013
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Figure 93: Coupon redemption at drug stores, by key demographics, May 2012-June 2013
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Figure 94: Types of coupons used at drugstores, by key demographics May 2012-June 2013

Factors that would encourage more drug store shopping (in-store)
Figure 95: Factors that would encourage more in-store shopping, by marital/relationship status, October 2013

Figure 96: Factors that would encourage more in-store shopping, by household size, October 2013

Figure 97: Factors that would encourage more in-store shopping, by generations, October 2013

Figure 98: Factors that would encourage more in-store shopping, by repertoire of items purchased at drug stores (in-store), October
2013

Factors that would encourage more drug store shopping (online)
Figure 99: Factors that would encourage more online shopping, by gender, October 2013

Figure 100: Factors that would encourage more online shopping, by age, October 2013

Figure 101: Factors that would encourage more online shopping, by household income, October 2013

Figure 102: Factors that would encourage more online shopping, by race/Hispanic origin, October 2013

Figure 103: Factors that would encourage more online shopping, by marital/relationship status, October 2013

Figure 104: Factors that would encourage more online shopping, by household size, October 2013

Figure 105: Factors that would encourage more online shopping, by employment, October 2013

Figure 106: Factors that would encourage more online shopping, by generations, October 2013

Figure 107: Factors that would encourage more online shopping, by repertoire of items purchased at drug stores (online), October
2013

Visits to retail health clinics
Figure 108: Retail health clinics visited, by gender, October 2013

Figure 109: Retail health clinics visited, by age, October 2013

Figure 110: Retail health clinics visited, by household income, October 2013

Figure 111: Retail health clinics visited, by marital/relationship status, October 2013

Figure 112: Retail health clinics visited, by household size, October 2013

Figure 113: Retail health clinics visited, by employment, October 2013

Figure 114: Retail health clinics visited, by generations, October 2013

Figure 115: Retail health clinics visited, by any clinic use, October 2013

Type of treatment received at retail health clinic
Figure 116: Type of treatment received at retail health clinic, by gender, October 2013

Figure 117: Type of treatment received at retail health clinic, by household income, October 2013

Figure 118: Type of treatment received at retail health clinic, by race/Hispanic origin, October 2013

Reasons for visiting a retail health clinic
Figure 119: Reasons for visiting retail health clinic, by gender, October 2013

Figure 120: Reasons for visiting retail health clinic, by age, October 2013

Figure 121: Reasons for visiting retail health clinic, by household income, October 2013

Treatment/satisfaction at retail health clinic
Figure 122: Treatment/satisfaction at the retail health clinic, by gender, October 2013

Figure 123: Treatment/satisfaction at the retail health clinic, by age, October 2013

Figure 124: Treatment/satisfaction at the retail health clinic, by household income, October 2013

Likelihood of repeat visit to retail health clinic
Figure 125: Likelihood of repeat visit to retail health clinic, by gender, October 2013
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Figure 126: Likelihood of repeat visit to retail health clinic, by age, October 2013

Figure 127: Likelihood of repeat visit to retail health clinic, by household income, October 2013

Attitudes toward retail health clinics
Figure 128: Attitudes toward retail health clinics, by retail health clinics visited, October 2013

Food and Drink categories
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Appendix – Product Categories

Appendix – Trade Associations
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