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Core BRx customers have new mind-set

By Jeffrey Woldt.

Numerous studies indicate
that the pummelling inflicted
on consumers by the economic
crisis has altered their atti-
tudes toward spending in fun-
damental ways, and that the
new mind-set is likely to have
a lasting impact on retailers of
all kinds.

For drug chains and other
community pharmacy opera-
tors, many of the most telling
changes have occurred among
senior citizens, the biggest us-
ers of prescription medications
and other health care products
and services. A new report by
Age Wave, a market research
firm specializing in that demo-
graphic, and Harris Interactive
provides much food for thought
about how best to relate to
members of the group.

“Retirement at the Tipping
Point: The Year That Changed
Everything,” which surveyed in-
dividuals from four generations,
arrives at four major conclu-
sions: Because of recent finan-
cial setbacks, for the first time
in American history people of
all ages plan to work an average
of 4.2 years longer before retir-
ing; a back-to-basics approach
to personal finances, including
a commitment to living within
one'’s means, has taken hold;

family relationships are chang-
ing, with a growing interdepen-
dence among generations that,
in many cases, could include fi-
nancial support; and retirement
is now viewed as a beginning
and not as an end point.

The changing views of their
core customers will alter the
playing field for community
pharmacies.

“Older adults are seeking
health care organizations that
offer products, services and
brand messages that resonate

prescription drugs and 50% of
over-the-counter health care
products.

“Older adults take an aver-
age of four medications a day,”
says Dychtwald, a noted ger-
ontologist and author, whose
16th book, With Purpose: Going
From Success to Significance
in Work and Life, written with
Daniel Kadlec, has just been
published. “Yet, according to
a recent survey conducted by
the American Association of
Colleges of Pharmacy, less than

Changes in seniors’ attitudes create a
paradox for community pharmacies.

with new aspirations and im-
ages of aging, " says Ken Dycht-
wald, president and chief exec-
utive officer of Age Wave. “Our
survey shows Americans are
increasingly likely to envision
retirement as a time of activity,
vitality and productivity.”

All that doesn't alter the fact
that older people are more re-
liant on health care than any
other consumer segment.

Dychtwald cites figures
showing that while individuals
over age 65 comprise just 13%
of the population in the United
States, they consume 34% of

half of pharmacy students say
their professional education ad-
equately prepared them to ad-
dress the health care needs of
older adults.”

Clearly pharmacies have a
lot of work to do to improve
geriatric care. The challenge
takes on added importance in
light of the medication therapy
management provisions under
Medicare Part D, which prom-
ise to provide payment for cog-
nitive services offered to ben-
eficiaries by members of the
profession.

“In order to help the next gen-

erations of retirees — including
the massive baby boom gener-
ation — achieve health and vi-
tality, health care organizations
must become expert in the pro-
motion and delivery of health
and wellness in later life,” says
Dychtwald.

“For retail pharmacies, this
means there will be growing
opportunities in the following
areas: creating powerful ex-
pertise and know-how regard-
ing the needs and purchasing
behaviors of older adults; im-
proved capabilities in helping
customers track and manage
multiple medications; products
and services that enable older
adults to maintain their inde-
pendence at home; and brand-
ing and marketing campaigns
that emphasize continued vi-
tality, activity and productivity
in later life.”

That situation creates some-
thing of a paradox for pharma-
cies. Although older consumers
will be much more active than
their predecessors and, there-
fore, remain more engaged in
the marketplace, they will at the
same time require a heightened
degree of individualized atten-
tion from health care providers.
The sheer size of that segment
of the population and its buying
power make the challenge one
well worth mastering.
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