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Cultivating 
relationships

THE PHARMACY AT WELLINGTON
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Brittany Sanders uses 
marketing to bring  
in customers, and  
top-notch care to keep 
them coming back them 
coming back
by Jayne Cannon

When Brittany Sanders worked for a big chain 
pharmacy, she dreamed about the kind of pharmacy 
she’d like to run. She wanted one that would offer 
patients a positive experience and better outcomes. 
One where they felt listened to and cared for, one 
where customers became like family. A pharmacy 
that was truly part of the community. 

Brittany decided to build that pharmacy from 
scratch. She looked for the perfect location and 
found it in a growing area of west Little Rock, Ark., 
called Wellington. Wellington is home to lots of 
growing families. She believed it was the perfect 
spot for a family pharmacy. And it was directly 
across from a big chain pharmacy.

In real estate jargon, that might be called “location, 
location, location.”

At left, Brittany Sanders has time for even the 

youngest pharmacy visitors. At top, Brittany 

and fellow pharmacist Nick Dziurkowski 

always have a smile for customers.
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PRIME REAL ESTATE ALONE NOT ENOUGH
Fortunately, Brittany was wise enough to know that occupying a prime 
piece of real estate would not be enough to make a brand-new pharma-
cy successful. Habits are hard to break. People in the area were used to 
doing business with a pharmacy they’d gone to for years. She had to find a 
way to bring patients in and keep them coming back.

The answer was simple: Marketing.  

Marketing, Brittany learned, is a big concept. It’s not just putting flyers in 
mailboxes and calling it a day. Marketing, she says, is something you do 
day in and day out. Marketing never ends.

Brittany was a pharmacy student, not a marketing major. She’s gained a 
lot of market savvy by reading and by trial-and-error. She’s learned that if 
an idea doesn’t work, don’t stick with it.

BEING BOLD
And sometimes you have to be bold. Her 
former employer, Walgreens, is just across the 
street. When she opened her pharmacy, she 
put up a billboard right above Walgreens tout-
ing her pharmacy’s personal patient care and 
accessibility. She knew that was something 
Walgreens didn’t offer, and she was right. Her 
billboard brought in quite a few customers.

“We have the time to develop relationships. 
We try to meet the needs where they are. 
Some of our patients come in every day. 
Sometimes they bring cookies. We are open 
long hours because it’s what our patients 
need.” What’s it like to be across from the 
chain store? “They make a mistake, and we 
get a new patient.”

“We have the time to develop relationships. 

We try to meet the needs where they are. Some 

of our patients come in every day. Sometimes 

they bring cookies. We are open long hours 

because it’s what our patients need.” What’s it 

like to be across from the chain store? “They 

make a mistake, and we get a new patient.”
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Pharmacist Jenny Stephens says, “One of 

the favorite parts of my job is problem 

solving. I enjoy being able to use my critical 

thinking to help out patients. Another is 

how well I get to know our patients and the 

health care industry."
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The Pharmacy at Wellington was 

created to be a place that was truly 

a part of the community, giving 

patients a positive experience and 

making them feel like family.
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• Make it easy for customers to find you. Even if 
you’re in a prime location, don’t sit back and expect 
people to stream in. “We had to go find the custom-
ers,” Brittany said. In the beginning, that involved 
some direct-mail pieces but that didn’t last long.

• Digital marketing is cheap and effective. Gone 
are the days of committing to a print ad that takes 
weeks to prepare and makes a huge dent in the bud-
get. Brittany knows her customers are online and 
that’s where she goes. A huge advantage to digital 
marketing is the ability to “change on the fly,” she 
says. With print and direct-mail pieces, you’re stuck 
with a message for weeks or months. With a digital 
ad, changes are easy, and if your ad isn’t working, 
you can change it quickly.

• Social media is key. Brittany uses the pharmacy’s 
Facebook page to communicate with her commu-
nity. It’s a page with more than 2,000 followers. She 
gives them information about pharmacy offerings 
(“We’re providing booster shots,” COVID-19 vaccine 
clinics, blood drives, store sales), general medical 
information (a chart explaining monoclonal antibody 
treatment), news bulletins about the CDC (boosters 
have been approved), and personal notes about the 
pharmacy staff. On every staff member’s birthday, 
she posts a photo of the employee with their per-
sonalized cake and shares a few words about them. 
They use similar content on their Instagram page, 
where the pharmacy has more than 1,100 followers.

• Never underestimate the power of word of mouth. 
Not everyone will share an experience with friends, 
but many do, Brittany says. For that reason, custom-
er service is No. 1 at The Pharmacy at Wellington. 
She wants every customer to leave with a positive 
story to tell. After six years, she’s learned that a 
friend or family member’s recommendation is worth 
100 ads.

• Know your community. You need to understand 
the community your store is in. What do they like? 
What’s important? The Pharmacy at Wellington sells 
University of Arkansas Razorback hats and shirts. 
Why? Because many in her community are rabid 
fans and they want the latest gear. She supports the 

local high school teams. Chain drug stores don’t buy 
ads in the local high school football program, but 
The Pharmacy at Wellington does. That goes a long 
way with parents and team supporters, and this is 
where an independent shines. “It’s great being able 
to just participate in community activities without 
having to run it past a corporate office. It allows us 
to be more involved in things that are important to 
us and to our customers.”

• Make it convenient. From the day she started 
planning her pharmacy design, Brittany knew that a 
pharmacy drive-thru was a must. People with busy 
lives like convenience. Another convenience she of-
fers is longer hours than many independent pharma-
cies. The Pharmacy at Wellington is open 7 a.m. to 9 
p.m. on weekdays and 9 a.m. to 7 p.m. on weekends. 
Her customers love it, she says, adding that “life 
doesn’t always happen during normal hours.”

• Free delivery is huge. The Pharmacy at Wellington 
started with one delivery vehicle. They expanded to 
three after the pandemic started. That trio of vehi-
cles are moving ads for the pharmacy.

• Events bring in customers. Brittany holds a steady 
stream of pharmacy events throughout the year. 
Blood drives and drug takeback days are effective 
ways to bring in customers. When the COVID-19  
vaccine was released, Brittany leased space near 
the pharmacy to set up a vaccine clinic. It wasn’t a 
fancy space, but the pharmacy gave 40,000 shots in 
eight months. They made sure to point each patient 
to their store just down the way, and they gained 
some new customers.

• Know your geography. You can have the greatest 
pharmacy, but people aren’t going to drive all the 
way across town to shop, Brittany says. She advises 
owners to look at a map and construct an imaginary 
fence around your pharmacy. How far will custom-
ers realistically drive for pharmacy needs? That’s 
where your business is. “People spend money in 
their own back yard,” she says. ■

Jayne Cannon is NCPA director of communications

Here are a few lessons she’s learned since she opened  
The Pharmacy at Wellington in November 2015.


