
Este artículo está disponible en Español en “StoreNet.”

An Inside Job
I t’s not unusual for our store at 3707 Spencer Highway in Pasadena, Texas, 

to see a mob of shipmen sail into the pharmacy. “Each week, a cargo ship 
docks in Houston and crew members only have a short time to get their 
medications,” says pharmacy manager Nersy Williams. “But many of 

the crew members are from other countries, so they don’t speak English and 
don’t have insurance in the United States.”

So crew members could visit the pharmacy on their own, the Port Med-
ical Management company, which contracts with hundreds of ships and 
owners, asked if Williams could directly bill the company. “My pharmacy 
supervisor, LaVonia Cannon, and I contacted Inside Sales representative 
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Inside Sales 
finds ways to 
boost revenue. 

Nersy Williams (left), pharmacy manager in Pasadena, Texas; LaVonia Cannon (center), Houston Southeast district pharmacy 
supervisor; and Dean Crassas of the Port Medical Management company worked together with Inside Sales to fill and bill scripts 
for sailors at the Port of Houston.
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A Team Effort
The following are some examples of store team members 

and Inside Sales working together to drum up business:

Professional sports teams

A lthough most players on the Chicago Bears and New 

York Jets have health insurance during their seasons, 

they are without insurance during training season. Both 

organizations reached out to Walgreens to see if we could 

bill them for players’ prescriptions related to injuries during 

training camps. Inside Sales set up a ‘fill-and-bill’ program 

for both teams at our stores near their training sites. 

Kids camp

A fter we acquired the Branson Drug chain in Missouri, 

Ryan Kruger, Springfield district manager, reached out 

to Inside Sales because the chain had previously established 

a relationship with a local children’s camp. So 5,000 cam-

pers don’t have to bring their medications to camp, Kruger 

worked with Inside Sales to coordinate filling and billing for 

the camp from our store at 101 E. Main St. in Branson. The 

medication cost is included in the campers’ attendance fee.

Puerto Rico psych services

Puerto Rico’s First Hospital Panamericano offers 

behavioral health programs to critically ill children, 

adolescents and adults at psychiatric inpatient facilities. 

Madeline Betancourt, VP of sales in our Southeast Region, 

contacted the hospital, and worked with Inside Sales and 

our pharmacy in Cidra, P.R., to set up a filling and billing 

relationship. The hospital now fills patients’ scripts exclu-

sively with our pharmacies. 

Tennessee hotels 

Doug Hamburger, Knoxville West district manager, con-

tacted Inside Sales for assistance in growing sales for 

our new store in the tourist town of Gatlinburg, Tenn., near 

the Great Smoky Mountains National Park. Inside Sales pro-

vided information about Walgreens Prescription Value Card 

to Gatlinburg store manager Scot Stinnett, who presented 

the card to local hotels and provided Inside Sales with con-

tact information for other interested businesses. Due to this 

team effort, Inside Sales established relationships to serve 

employees at three hotels, and more are in the works. 

Angel Scheider, who set up a ‘fill-and-bill’ program for the cargo 
ship,” says Williams. 

The Inside Sales team, which is soon changing its name to 
Small Business & Individual Payors, helps pharmacies build their 
business by offering unique payment solutions. In the ‘fill-and-
bill’ arrangement, Port Medical Management pays Walgreens, 
then bills the ship’s owner.

Williams’ determination to help her patients has paid off. 
From December 2009 through March 2010, Williams’ store 
filled nearly 200 prescriptions for the ship’s crew, generating 
almost $10,000 in revenue. 

“This was a great opportunity for Walgreens to meet a client’s 
specific need,” says Scheider. “Thanks to Nersy’s foresight, we could 
make life easier for the crew and grow that pharmacy’s business.”  

Growing sales from the inside
The concept of Inside Sales started in 1975 as a one-man show 
in Pharmacy Services. Today, Inside Sales has grown in staff and 
generates nearly $39 million in annual revenue.

Inside Sales aims to help our drugstores grow their sales by 
providing a way to meet the needs of local businesses. “Our goal is 
to help stores set up unique, out of the ordinary types of relation-
ships,” says Richard Way, national sales director for sales shared 
services, who oversees Inside Sales. 

The department offers our services to businesses and organiza-
tions of any size to help control the cost of healthcare for patients, 
employers and payors. They focus on small employers, organiza-
tions with a large percentage of part-time employees who don’t have 
benefits, and charities.  

“We’re enabling pharmacy team members to say ‘yes’ to any 
requests that come their way,” says Way. 

What’s for sale?
In a nutshell, Inside Sales fills a gap for many employers and 
organizations that can’t afford to provide their employees with an 
insurance plan. Our service allows the employer or organization to 
either pay the entire amount or share costs with their employees. 
Here are the types of services offered:

Fill-and-bill 
With this program, patients receive medications at no cost at the 
point of sale. The employer or organization defines what’s covered 
or excluded and pays the bill when it arrives. In cases like the 
cargo ship, the organization then charges employees, or it may 
pay for the prescriptions itself. Potential candidates for this service 
include hospices, jails, medical centers and charity groups. 

Vaccinations
With this program, Inside Sales bills employers or organizations 
directly for flu and pneumonia shots given to their employees 
at Walgreens, Take Care Clinics and scheduled worksite clinics. 
Candidates for this service are employers that want to provide shots 
to their employees to minimize loss of productivity due to illness. 

Discount cards
Our Prescription Savings Club - business to business, Prescrip-
tion Value Card, and Prescription Benefit Card each offer 
discounts on prescriptions. Plan savings vary by employer, card 
and programs chosen.
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It starts in a store
How does Inside Sales know who to help? The majority of inqui-
ries come from store managers, pharmacy managers, community 
leaders, district managers and pharmacy supervisors. “It usually 
starts with a store because they see the needs firsthand,” says Way. 
A potential client might inquire about services with a pharmacist, 
who passes it on to a pharmacy supervisor, who sends it to Inside 
Sales. “We then pursue the lead and close the deal. When it’s suc-
cessful, the revenue becomes the store’s, so there’s a big incentive to 
send us your leads.”

To track revenue, Inside Sales assigns a code to each program. 
Based on that code, the department can run internal reports show-
ing how much money is generated from the prescription program.

“It’s exciting to see more and more stores working with us,” says 
Way. “Together, we can keep growing business in new and differ-
ent ways.” 

– Cathy Cassata

Submit your inside sales tip
If you come across a unique opportunity to 

provide pharmacy services similar to the 

examples in this article, send an e-mail with 

the organization’s contact information to 

inside.sales@walgreens.com or call the Inside 

Sales department at 877-727-9247.      

From the roof of his store in Gatlinburg, Tenn., store manager Scot Stinnett has a spectacular view of the gateway to Great Smoky Mountains 
National Park. He helped Inside Sales set up accounts with several hotels near the park.
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   Our specialty pharmacy business

          offers counseling and compassion 

      to patients in need.

W
anda Holmes was at her lowest point when she real-
ized she couldn’t afford the medication needed to treat 
her newly diagnosed chronic myelogenous leukemia. “I 
was very depressed and upset because of the cost of my 
meds,” she says. “That was until I received a call from 

Dee at Specialty Pharmacy.”
Dee Powell, patient assistance coordinator at our Frisco, Texas, 

centralized specialty pharmacy facility, helps specialty patients find 
assistance in paying their prescription co-pay. “Many times, we’re the 
last option for these patients,” says Powell. 

Powell helps patients by connecting them with grants from non-
profit organizations. “In Wanda’s case, I was able to secure her a one-year 
grant through The Leukemia & Lymphoma Society,” says Powell. 
“Once that was exhausted, I found her another three-year grant.”

On top of money worries, Powell says a lot of patients are still com-
ing to terms with their diagnosis. “Knowing that I can relieve some of 
their burden during such a difficult time is beyond rewarding,” she says.

Business talk
Many of our team members have probably never interacted with our 
Specialty Pharmacy business. It’s a growing part of Walgreens that you’ll 
hear about more and more. “The specialty industry is a $75 to $80 
billion business that is growing 15 to 20 percent per year,” says Michael 

Nameth, executive vice president of Specialty Pharmacy. By 2016, 50 
percent of the top 100 drugs in the world by revenue will be specialty 
drugs, according to the May 2010 Evaluate Pharma.

Two to 3 percent of the U.S. population uses specialty drugs, and 
$20,000 to $1 million is spent on each patient per year, not including 
any non-specialty medications they may take. “We have a passion for 
our patients and we try to support them in many ways, from getting 
access to their medication to managing their side effects,” says Nameth. 

Providing a solution
Our Specialty Pharmacy currently provides personalized care and 
services through six centralized facilities and electronically linked Wal-
greens pharmacies, including on-site locations in places like hospitals 
and academic medical centers.

Specialty patients are people like Wanda Holmes with complex and 
chronic health conditions who need extra counseling for the medica-
tions they’re injecting, infusing or taking orally – beyond the support 
they might get at our community drugstores. The core conditions our 
specialty pharmacy handles include cancer, growth hormone deficiency, 
Hepatitis C, infertility, multiple sclerosis and rheumatoid arthritis.  

“There’s nothing easy about specialty,” Nameth says. “It involves 
treating complex illnesses with a complex regime.”

To help manage their condition, specialty patients work with our 

           and more
medications 
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A speciAl process
How a patient receives a specialty medi-
cation – from diagnosis to follow-up care.

Step 1  After a patient has been diag-

nosed with a complex or chronic health 

condition, the physician or insurance 

payor refers him or her to one of our 

specialty pharmacies. 

    t 

Step 2  The patient is assigned to a care 

team of pharmacists and nurses, as well 

as a patient care coordinator.

    t 

Step 3  Our insurance administrator 

verifies that the patient is insured and 

determines the co-pay amount.

    t 

Step 4  The insurance administrator con-

tacts the patient to tell him or her what 

the co-pay will be before the prescription 

is mailed. 

    t 

Step 5  If the patient can’t afford the 

co-pay, he or she is directed to a patient 

assistance coordinator, who works to find 

payment assistance. 

    t 

Step 6  Once co-pay assistance is 

arranged, the medication is shipped 

overnight to the patient.

    t 

Step 7  As part of our therapy manage-

ment program, a team of pharmacists 

and nurses calls the patient to see if he or 

she is taking the medication and having 

any complications or side effects. The 

team also calls the patients to inform 

them of an upcoming refill.  

patient care coordinators, who make sure they get the required prod-
ucts and medical equipment, handle all aspects of home nursing, and 
arrange for an infusion nurse to conduct education sessions if needed. 
Patients who still require assistance with medications are referred to a 
pharmacist who specializes in the patient’s specific condition. 

“We build our specialty pharmacy program and services around 
the fact that we want to be the leader in quality and service for the 
whole industry,” says Nameth. 

Beyond money matters
A patient’s co-pay or co-insurance cost could amount to as much 
as $1,000 per month, according to Nameth.If patients aren’t able 
to afford the co-pay of their medication, they are contacted by a 
patient assistance coordinator, like Powell, who helps them find 
financial assistance.

But Powell does more than just the legwork. She provides a 
human touch. “Dee was there for me during some pretty dark times, 
always pleasant and always very upbeat,” says Holmes. “When I cried, 
she listened and continued to assure me.” 

Although Holmes received the assistance she needed, Powell still 
calls her a few times a month to check in. “I treat my patients like I’d 
want my family member or myself to be treated,” says Powell. “Show-
ing a little compassion goes a long way.”

– Cathy Cassata

Dee Powell (left), 
patient assistance 
coordinator at 
our Frisco, Texas, 
specialty pharmacy 
facility, moves moun-
tains to help patients 
like Wanda Holmes 
(right) pay for their 
expensive specialty 
medications.
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