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ROOTROOT BEER REMEDY

COMMUN I TY S ER VV II C E M E E T S F L U S H OT AWARENES
S

 Dave Leone, store manager in Mission Viejo, Calif., served meals and got the word out about our fl u shots.  Senior 

citizens enjoyed lunch and root beer thanks to Leone and Sebunnya.  Dave Sebunnya, store manager in Irvine, Calif., 

was on root beer duty at the event. 

tHere’s notHing LiKe a root Beer FLoat to get 

SOMEONE’S ATTENTION. 

That’s why California store managers Dave Sebunnya at 5695 Alton Pkwy. 

in Irvine and Dave Leone at 25533 Marguerite Pkwy. in Mission Viejo served 

carts full of them to seniors at a local senior center. The managers donned shirts 

that said, “Fevers Chills Aches, Get your fl u shot today at Walgreens” on the front 

and “Beat the fl u bug” on the back. Then they helped prepare and serve healthy 

lunches, followed by root beer fl oats, to more than 60 senior citizens.

by Cathy Cassata
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The most common question Leone and Sebunnya were asked was what 
their shirts said. “When we explained the shirts, the seniors didn’t 
know Walgreens offered flu shots,” says Sebunnya. “One woman said 

she didn’t even know Walgreens was down the street.”
After serving lunch, Sebunnya and Leone stayed for two more hours to 

help clean up and chat with the seniors. “We wanted them to know that 
our purpose wasn’t to sell anything, that we were truly volunteering our 
time,” says Leone. “Just serving them and being genuinely interested in what 
they had to say gave us the opportunity to talk up the company.”  

By volunteering almost weekly with encouragement from district manager 
Dale Malee, Sebunnya and Leone have become familiar faces to many of the 
seniors. “A lot of the seniors have come into my store just to thank me,” says 
Sebunnya. “That means a lot since the community we’re in doesn’t allow big 
grand opening signs. Knowing we’re here is huge.” 

The oldest store in this community is only fi ve years old, which means 
every event helps establish the Walgreens name and business in the area. 
“For new markets especially, you can’t beat volunteering,” says Leone. “A few 
rewarding hours of my time is a price I’m happy to pay for the chance to gain 
repeat business.”

But joining in on community events is more than a business 
calculation. “After focusing on numbers, dollars and profi ts on a daily 
basis, it’s rewarding to give back to the people in our neighborhoods who 
contribute to the company’s success,” says Sebunnya. “It just feels right.” 

 MAKE AN IMPRESSIVE IMPRESSION 
Sebunnya says he’s had customers tell him they came to his store because 
they met him at an event in another city. “I met one man at a Relay for Life 
event in Mission Viejo, about 15 miles away,” he says. “He remembered I told 
him about this location, and a few weeks later, he came in to check it out.” 

That’s exactly the kind of impressions we’re hoping for as we encourage 
team members to get out into their neighborhoods. In 2009, we rolled out 
our Community Management structure to create more local connections. 

“We took the district level, which we’ve had for years, and grouped stores 
within each district by geographical area,” says Wayne Orvis, director of retail 
and capacity planning in Community Management. “That way, events can 
be bigger than individual stores, but still centered in the community those 
stores serve.”  

To drive events, each community of stores has a community leader, who 
helps organize, plan and encourage stores to get involved.  “A big part of 
the community leader’s job is to get community events going,” says Orvis. 
“They’re held responsible for making sure these good deeds get planned 
and done.”

In the program’s fi rst year, communities surpassed the original goal of 
4,800 events with an impressive 7,500 events. Orvis says the new goal is 
six events a year for each community. “We want to give back to communi-
ties, because we’re in a great position to serve others,” he says. “As we do 
that, we’re also building awareness of our services. Those two objectives fi t 
together perfectly, which is why we’re so excited when we hear about the 
great events being organized across the chain.” 

It comes down to relationships, which are easier to form at outreach proj-
ects. “The top events I’ve seen relate to our business, focus on areas the 
community recognizes as important, and reach plenty of people,” says Orvis. 
“We want to do more than just donate money. We want to really interact with 
members of the community so they get to know us and trust that they can 
turn to Walgreens for many types of products and services.”

With that community message in mind, Sebunnya and Leone have 
organized more than 40 events. “We’ve both always had a passion for vol-
unteering,” says Leone. “But when the company began pushing community 
events, it was the perfect opportunity to go all out.”  

If you’ve got an idea for a community event, talk it over with 
your store manager or community leader. “Every team member’s 
involvement counts,” says Wayne Orvis, director of retail and 
capacity planning. “The more we can work together to give 
back to our communities, the more trust we build among 
customers - and potential customers.”  

 TRY IT OUT 
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