
Every day, your customers make the decision whether to 
visit your pharmacy business or shop a competitor. Wheth-
er it’s buying a must-have product or a nice-to-have item, 
how do you help ensure they will make that purchase in 
your business?

Typically, a customer walks into your store for a visit or 
browses the web to accomplish a task—which may or 
may not be to make a purchase. More often than not, the 
engagement ends as soon as the search or transaction is 
completed—creating a huge relationship gap and a big 
missed opportunity to cultivate a stronger customer loyalty 
relationship to generate more sales.

It’s essential to take advantage of every opportunity to fos-
ter one-to-one personalized relationships with customers. 
The engagement process can’t stop at the search, shop-
ping cart, or sale. Customer engagement is about support-
ing consumers throughout their entire customer journey—
before, during, and after they make a purchase. It’s about 
making your pharmacy business the one consumers think 
about first, freely endorse, and refer to their business col-
leagues, social connections, friends, and neighbors.

QUESTIONS TO ASK WHEN FORMULATING A 
CUSTOMER ENGAGEMENT STRATEGY
I frequently consult with pharmacy business owners who 
open a discussion with, “We need a loyalty program.” 
While sometimes they can benefit from a loyalty program, 
I often find that what can benefit them more is a customer 
engagement strategy. A customer engagement strategy is 
customer-centric, taking into account and supporting the 
customer’s needs. 

The first question I ask is, “What are you trying to accom-
plish?” The goal is to identify the business objectives. 
Usually, it’s difficult for the retailer to answer this ques-
tion. From there, I habitually present a volley of questions 
designed to help hone the focus:

•  Is the goal to help improve customer retention? 
•  Is it to expand the customer base? 
•  Is it to add new geographical zones to the service area?
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After the business objectives are identified, the next step 
is to identify target markets. Knowing and understanding 
generational groups is important for any market initiative 
in today’s retail business. Because buying habits differ by 
generational group, understanding the research done prior 
to the purchase decision can challenge your marketing team 
if they do not understand changes from the way things used 
to be. To this end, I generally ask several questions about 
the retailer’s current customer demographics. For example, 
is the current customer profile a male- or female-dominant 
customer base? If your primary customer base is either male 
or female, and not a mix, are you marketing properly to pull 
from both groups? What is the present age range of the 
customer base? Age is typically tied to generational groups.

Once the business objectives are understood and the 
target market is noted, the customer engagement strategy 
will be set to outline the desired customer behavior wanted 
to support and influence, with the intention of reaching 
these goals. A good goal for a pharmacy business might be 
to influence current customers to add four more visits per 
year—this will help you work toward the goal of improving 
customer retention. Another goal may be to find ways to 
be more active in the communities you serve to encourage 
individuals to either engage with your brand (for new cus-
tomers) or become your brand ambassadors (for existing 
customers).

Another aspect that’s vital in planning is to consider what 
your competition is doing from a customer engagement 
perspective. It’s important to understand what other busi-
nesses are doing so that you can do something different. 
There are times you may want to emulate what they are 
doing, but business differentiation can be very powerful. 

If you don’t know what your competitors are doing in the 
area of customer engagement, you should spend some 
time conducting research. The good news is that this is 
often easy to do. A lot can be learned by simply being a “se-
cret shopper,” by going into the store or online and signing 
up for the mailing list or loyalty program.

DESIGNING YOUR CUSTOMER 
ENGAGEMENT STRATEGY
Now we have our business objectives established, we know 
our current customer demographics, and we have an idea of 
what customer actions we want to influence to help support 
these objectives. Additionally, we now know what our com-
petition in doing in this area. Where do we go from here?

Next, you’ll want to design your customer engagement 
strategy. Let’s look at some customer engagement pro-
gram components for ideas.

It’s best to think outside of the box, beyond the simplistic 
“buy $250 and get a $5 gift card.” This fits the needs of 
specific generations, but other strategies can deliver better 
outcomes. To this end, it’s important to think about the 
needs of your target customers, the community, and the 
story you would like them to leave your business with to 
spread the word.

Beyond appealing to the notion of helping shoppers save 
money on an item, discounts also have an impact on how 
consumers interact with your products and brand. Studies 
show that offering a coupon or discount can dissuade con-
sumers from searching for other offers—creating a sense 
of urgency to purchase, which distracts shoppers from 
looking for other options.

A few other options to include in your program could be:
•  Buy One, Get One (BOGO)
•  Timed/themed promotions
 –  Time promotions strategically to encourage cus-

tomers to shop during slow seasons, days of the 
week, or times of day.

 –  Military Day—show your support for veterans and 
active military members.

 –   Senior Day—become a resource to the senior 
community. Think beyond discounts to provide 
helpful services of interest to this group. You can 
even coordinate with senior living communities 
or programs to provide transportation, which can 
provide tremendous added value.

 –  Secret Discount Day—try just promoting one day a 
week or one day a month with an in-store promotion.

•  Loyalty levels—Silver-Gold-Platinum
 –   Consider offering your Platinum customers an 

extra day of savings. Access to the “pre-sale” one 
day before the sale begins can make them feel 
special and privileged.

•  Should your program be fee-based—perhaps consider 
charging for premium levels.

Customer engagement is 
about supporting consumers 
throughout their entire 
customer journey—before, 
during, and after they make 
a purchase.
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•  Fill a bag and get 10 percent off.
•  Punch cards—there are certain communities where 

this is very effective.
•  Dynamic coupons at the point-of-sale (POS) – many 

consumers value the ease of coupons at POS. 

Be sure to incorporate and integrate these promotions with 
social media efforts and digital/ecommerce strategies.

MEASURING CUSTOMER ENGAGEMENT 
PROGRAM SUCCESS
Once your customer engagement strategy is completed, 
you’ll need to measure the progress and success of your pro-
gram. Thanks to today’s innovative technology, a dashboard 
is a simple and effective way to track and measure results.

There are various ways to gauge effectiveness. Measur-
ing customer count, if your goal is to add more shopping 
days per customer, and tracking by loyalty customer 
will reveal if this is indeed taking place. You can look at 

line items per transaction or gross margin dollars per 
transaction, and obtain market basket or market infinity 
analytics on SKU information. Having this information 
readily available can help you understand if the pro-
gram is working and where tweaks may be needed. It’s 
important not to react too quickly to the results, but you 
do need to be willing to make changes if the data dictates 
this is necessary. Every community is different, so finding 
the secret formula might take some time. The important 
thing is to get started down the path; customer engage-
ment programs are absolutely vital—they are no longer a 
“nice-to-have,” but a “must-have.”

Tracking and finessing programs is often one of the stickiest 
wickets in the customer engagement game. But with a strong 
technology partner, you can set up promotions, report on their 
effectiveness, and use promotions to offer your customers 
more compelling reasons to shop at your business. ■
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