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» About J.D. Power and Associates Studies
e About the Study

« Updated Companies Profiled

» Updated Analysis Approach

* Deliverables

¢ Industry Input and Important Dates

» J.D. Power and Associates Name Use
Guidelines

¢ Questions and Answers

Please note that J.D. Power and Associates is the exclusive owner of the studies,
reports, data and other information provided by J.D. Power and Associates,
including the J.D. Power and Associates name. This information is being provided
to you for your internal use only. You may not directly or indirectly use or display
the contents of this presentation or the J.D. Power and Associates name and you
acknowledge that we have disclosed this information in confidence.
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What is a J.D. Power and Associates Syndicated
Study?

* Independently funded by J.D. Power and Associates

» Both subscribers and non-subscribers are included based upon
consumer name recognition for a complete competitive
benchmark

» Public disclosure of rankings utilizing press releases, media
inquiries, and Internet drives strong media coverage and
consumer awareness

« Ability for award recipient to license J.D. Power and Associates
name in advertising claims
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Highest Service Industry in 2008

Satisfaction across Industries

Pharmacy (mail order) ] ] 824

Pharmacy (brick and mortar) ] 816
Auto insurance |

Independent travel Web site
Hospital

Hotel (U.S.)

Home insurance

Retail banking (U.S.)

Rental car

Credit card

Health insurance

Wireless retail
Department store
Airport

Airline

Cable and satellite TV

900
Overall Index
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Highest Satisfaction Industry in 2008

Satisfaction by Channel Type

Independents 848
Supermarkets 825
£ "
& Mail-Order 824
]
= Chain 805
Mass Merchandiser 802
600 700 800 900
Overall Index
© 2009 J.D. Power and Associates, J.D. Power and Associates Confidential and Proprietary
10 | The McGraw-Hil Companies, Inc. For Internal Use Only L
All Rights Reserved. AND ASROCIATESE

2008 Satisfaction Ranking: Mail-Order

Overall Satisfaction Index (CSI) Ranking
Prescription Solutions 864
Express Scripts 845
Medco 833
Caremark/CVS 828

Mail-Order Average | 824

WellPoint/nextRx 820
Walgreens Health Initiatives, Inc. 804
Wal-Mart Pharmacy/Mail Senice 804
CIGNA Pharmacy Management 803
Rite-Aid Health Solutions 763

Drugstore.com | 826*

Aetna Rx Home Delivery | 799*

600 700 800 900

Overall Index
*Indicates small sample size <100
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2008 Satisfaction Ranking: Chain Drug Stores

Overall Satisfaction Index (CSI) Ranking

Medicine Shoppe 873
Health Mart 840
CVS/Pharmacy 815
] 805
Walgreens 799
Rite Aid 789
Longs Drugs 775
Duane Reade 691
BT T ———— 7
Fred's ] 848*
Medicap Pharmacy 1 ] 847*

Chain Average

Kinney Drugs ] 838*
USA Drug | ] 838*
Discount Drug Mart | 1821*
Snyders Drug ) ] 810*
Aurora Pharmacy ) ] 805*
Thrifty White | ] 796*
Kerr Drug ) ] 760*

600 700 800 900
Overall Index
*Indicates small sample size <100
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2008 Satisfaction Ranking: Mass Merchandiser

Overall Satisfaction Index (CSI) Ranking

Target 847
Kmart 842
ShopKo 837
Meijer 833
Sam’s Club 831
Costco 813
Mass Merchandiser Average ] | 802

Wal-Mart

Pamida | 808*

600 700 800 900
Overall Index
*Indicates small sample size <100
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2008 Satisfaction Ranking: Supermarket

Northeast
Overall Satisfaction Index (CSI) Ranking

‘Wegmans 850
ShopRite 841

Stop & Shop 822

(NE)

Awerage 817

Hannaford 804

Giant Eagle 777

Acme 819*

South

Overall Satisfaction Index (CSI) Ranking

600 700 800

Overall Index

*Indicates small sample size <100

Publix 879

Kroger 846
Winn-Dixie 844

)
Average | 842
HE-B 832
Safeway 805
Giant 773
600 700 800 900

Overall Index
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2008 Satisfaction Ranking: Supermarket

Midwest
Overall Satisfaction Index (CSI) Ranking

West

Overall Satisfaction Index (CSI) Ranking

Hy-Vee 842 Ralphs 854
Fry's 827
Kroger 827 v
(Mw) Awerage 815
| 822
Average
Vons 810
Jewel-Osco 814
Albertsons 807
Giant Eagle 806
Safeway 803
Cub Foods 790 Bashas' 879+
Dominick's 810* QFC | 806*
600 700 800 600 700 800 900

Overall Index

*Indicates small sample size <100

Overall Index

©2009 J.0. Power and Associates,
15 | The McGraw-Hil Companies, Inc.
All Rights Reserved.

J.D. Power and Associates Confidential and Proprietary
For Internal Use Only

JRPOWER,

Customer Experience Yields Comparative

Performance Index

Measure experience and demonstrate why it matters

Root causes

Attributes

Outcomes

Diagnostic
Detail

/

Customer
BEURI U]

\ Index /

Loyalty

%
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Financial Value of Member Satisfaction
Satisfaction with Pharmacy Yields Strong Return Intent

Chain
85% + Health Mart /e Medicine
Shoppe
.
80%
75% 4
£
% Longs Drugs
x + Cvs/Caremark
= 70% 4
2
>
) * Rite Aid
£ 65% -
7]
o
8
60% R2=0.91
55%
Duane Reade
50% T T T T T T T T l
675 700 725 750 775 800 825 850 875 900

Overall CSI

Mail-Order
.
« 90%
: Express
‘ Medco  script
‘ .
« 85%
« Caremark/CVS o .
: Prescription
Solutions

: 0% 4 CIGNA
« Pharmacy
‘« Management
« < .
o 75% | WellPointinext
o K Rx
« =
© 5
.

> 4
: E 70%
: = Walgreens
o 8 . Health
R 65% 1 Initiatives, Inc.
.
‘
.
) 60% - R?=0.72
.
‘ Wal-Mart
. 55% - « PharmacyMail
: Rite-Aid Health Senice
[ Solutions
‘ 50% T T T T |

750 775 800 825 850 875
Overall CSI
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Financial Value of Member Satisfaction
Satisfaction with Pharmacy Yields Strong Return Intent

Supermarket Mass Merchandiser
.
85% + + ShopRite . 80% +
.
4 Kmart Target
.
. Stop & Shop . . *
o * Hy-Vee . Sam's Club o
80% A Hannaford : ShopKo o
N 75% 4
.
. Frys 4 Ralphs N -
o « £
El Kroger (MW) $ & Winn-Dixie o publix o 2 Costco
& 75% | Giant Eagl o Vi * Wegmans . & .
= iantEagle gafeyay « H-E-B o =
2 NE) 4 Abertsons ¢ Kroger (S) 2
= + Jewel-Osco L 70% 4
z . E Wal-Mart
“g, 70% A & Safeway (S) : 8 .
B " e R
+ Giant . Giant Eagle :
(MW) . 5
. 65% | R?=0.22
.
65% - s
R?=0.27 N
N Meijer
& Cub Foods : .
.
.
60% : : : , . — 60% . i .
750 775 800 825 850 875 900 75 800 825 850
Overall CSI Overall CSI
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Financial Value of Member Satisfaction
Pharmacies in the High Satisfaction Tier Reap Significant Benefits

Chain Drug Stores - - .

Definitely
Company Overall Definitely Will will # Positive # Negative
Advocate Satisfaction Tier Csl Return Recommend @ Recommendations | Comments
High-CSI 846 83% 70% 6.2 0.4
Medum-Cs| | 805 N  71% | ao0% M 44 | 08 |
Low-CSI 780 55% 38% 4.0 1.9
pathetic )
Mail-Order
o Definitely
Satisfac{)ionyTier Overall Definitely Will Will # Positive # Negative
(o] Return Recommend | Recommendations | Comments

High-CSlI 850 85% 47% 18 0.7

Medum-CS| | 822 | 76% | 3% QN 29 | 08 |

Low-CSI 787 70% 39% 4.8 1.0
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Beyond Satisfaction - Customer Commitment

Product Experience is measured by our

Customer Satisfaction Index (CSI)

Process

Experience

People Customer

Commitment

Presentation

Price
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Customer Commitment

Conceptual Overview of Customer Commitment

35% Brick and Mortar
31% Mail-Order

i
Mage
e g,
s Ustopye, 2 i
o F oo St
\“Q“"‘s ity ::’kea -

Customer
Commitment

Experience has a direct effect on customer commitment

‘mauaﬂd

g :‘5.:0!“
52% Brick and Mortar w’a\\‘lw

55% Mail-Order

Ld
Loyalty

Propensity

13% Brick and Mortar
14% Mail-Order
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Commitment by Pharmacy Brand
Percent of Customers Highly Committed
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Additional for 2009 — “ Stickiness”

JDPA’s Customer Commitment Model

Experience

Loyalty
\ Propensity
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Analysis Approach

Paul Bongat
Research Specialist
Healthcare Practice
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2009 National Pharmacy Study — Approach

Multiple national internet panels
— Census balanced
— Membership validated, maintained, tracked

e Focus on consumer experience with
prescription process at delivery

e Comparisons across major national:
— Chain drug stores

— Mass merchandiser pharmacies
— Supermarket pharmacies (National)

Mail-order pharmacies

Channel level awards (National)
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Brick and Mortar

Non-Pharmacist Staff

__Convenience

Pharmacist 4% ‘

- 2008 index

24%

Courtesy and friendliness
Amount of time spent waiting for someone to assist me
Respect for my privacy
Knowledge of the staff
Concern for my situation or needs

w5  Availability of staff to assist me
+ Courtesy and friendliness

Convenience of store location

Ease of ordering prescription

. + Amount of time it took to fill my prescription from ordering to receiving the medication
Store Convenience A% .
0 .
A « Hours of operation

+ Amount/availability of parking

Medication and

about m:

Information

the printed

2
+ Availability of prescription medication
17% Stock and availability of other healthcare items | want to buy
(1] « Usefulness of the printed i y i
+ Ease of

about my

+ Location of prescription counter
Ease of finding items | need

Comfort of waiting area

Layout and Design 13% )  Cloaniiess of sore

healthcare items

Remote Ordering 8%

LA

- . c of prices for
Cost Competitiveness | 10% . competiiveness of prices for prescription

+ Length of time required to place the prescription order
+ Ease of placing the prescription order

Website or mail-ordering material or phone system layout and design
+ Ease of understanding how to order prescription

+ Usefulness of instructions on how to place prescription order

+ Knowledge of the pharmacist

¢

+ Courtesy and friendliness
+ Respect for my privacy

+ Amount of time spent waiting for pharmacist to assist me
Concern for my situation or needs

+ Availabilty of pharmacist to speak with me

Mail-Order - 2008 index

Prescription Ordering
Convenience

Medication and
Information

Cost Competitiveness

Customer Service

28%

28%

19%

6%

Prescription Delivery
Convenience )

Length of time required to place the prescription order

Website or mail-ordering material or phone system layout/design
Ease of placing the prescription order

Ease of ing how to order

Usefulness of instructions on how to place prescription order

Timeliness of receiving your order
Ease of receiving your order

Availability of prescription medication
Stock and availability of other healthcare items | want to buy

Ease of the printed about my pi p
L of the printed ir about my ipti
. C it of prices for prescription

Courtesy and friendliness

Ease of contacting customer service
Knowledge of the staff

Respect for my privacy

Concern for my situation or needs
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Detailed Diagnostic Information: 23-Minute Survey

« Screener

Gender/Age

— Med D Enrollment

Previous 3 months Rx Experience
Pharmacy Channel (Order and Pickup)
Name of pharmacy

Name of Rx Drug Plan

Type of Rx (new/refill/both)

— Rx for Self/Child/Parent

— Method of ordering

— Method of payment

« Self Reported History:
— Number of new Rx filled in one year
— Number of Rx currently taken
— Number of generic/brand Rx
— Reasons for Rx
— Past Use of Rx
— # different Rx filled last visit
Quantity Limits
Generics discussed with pharmacist

— Reason for choosing brand name

+ Health Testing:
— Pharmacy provides health testing
— Health testing services provided
— Use of in-store clinics
« Shopping Behavior:
— Shopped for other items while waiting
— Amount spent on non-Rx items
— Shopping at store if not filling Rx
— Willingness to use OTC

Pharmacist advised of generic substitute

* In-Person Orders .
— Wait time
— Availability of pharmacy staff to assist

Mail/FAX Ordering:
— Form and process ease of use
— Availability of assistance number

« Telephone Orders:
— Live and automated systems .
— Hold, wait, and complete times
— Ability to complete automated order
— Available help

+ Online Orders:
— Ease of registration
— Ease of navigating refill order system
— Ability to complete order online
— Availability of phone number for
assistance
— Complete time

Loyalty:
— Tenure using pharmacy .
— Consideration of other pharmacy
— Customer Commitment
— Reason for considering/ choosing
pharmacy
— Participation in loyalty program
— Likelihood of returning
— Recommending method of ordering
— Recommending method of receiving
— Number of positive recommendations
— Number of negative recommendations
Other Pharmacy Used/Shopped

— Purchase of OTC health products $ spent — Reason for Use/Shopping

In-Person Pick Up:

Wait time to fill

Spoke to pharmacist

Reason did not speak to pharmacist
Pharmacist discussion points

Wait time to speak to pharmacist
Private area to speak to pharmacist

Mail/Online/Phone Delivery:

Options available to communicate with
pharmacist

Spoke to pharmacist

Reason did not speak to pharmacist
Reason for speaking to pharmacist

Method of communicating with pharmacist
Comfort over online or phone about medical
issues

Prescription ready when promised
fSide-effec! information provided, content and
orm

Problems experienced while filling

Costs:

Out-of-pocket cost / Co-Pays
Number of prescriptions

Has health insurance/ FSA use
Name of pharmacy plan

Use of prescription discount card
Explained generic savings/discounts

+ Problems encountered

Wrong dosage
Wrong medication
Wrong Quantity

Detailed Diagnostic Information: Additions

* Screener
— Economic condition
— Zip Code
— Dwelling
o Private Home/ Apartment

* Self Reported History:
— Compliance
o Did you pick up the prescription
o Pill Splitting
* Health Testing:
— MTM (Is this even worth it yet?)

e In-Person Orders
— Counter area design
— Waiting area
— Signage

Mail/Online/Phone Delivery:
— Overnight delivery
— Shipping costs
Problems encountered
— Plan generated generic switching
— Changes in tiers
— Inventory and availability of Rx
Shopping Behavior:
— Customer commitment -stickiness
— “Must Mail” programs
— Limitations on mail/retail links
o Must use specific retail or mail outlets

©2009 J.D. Power and Associates,
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2009 Mail-Order Channel/Companies Targeted

Profiled Mail Order Pharmacies

med{j‘ﬁ" @ﬂlﬂiti SLEIFTS® D\Rﬂ% * One National Award

i ) +180-600 per brand
S CAwtDy WALMART -
Solutions nextix « Minimum 100 completes
required for ranking
& == drugstore:s Wﬂma * Based on consumer brand
CIGNA recognition

‘We want you to know™

* Targeting 200 total “other”
XAetna GPF}!ME &:g/quourceR'; bramgjs ’

“Other” includes

©2009 J.D. Power and Associates,
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2009 Mass Merchandiser Pharmacies Targeted

Mass Merchandiser Pharmacies

WAL*MART"
ALWAYS LOW PRICES.’W'

* One National Award
*180-600 per brand

TARGET. « Minimum 100 completes
required for ranking

* Based on consumer brand

recognition
*Targeting 200 total “other”
brands
e X ]
méeijer
5 | s JRPOWER,

2009 Chain Drug Stores Included

Chain Drug Stores
CVS/pharmacy  <&ngs Drugs

« One National Awar
p—— m One National Award
@ﬂﬁeﬁlﬂtthart L AID mereota « Targeting 150-600 per brand

C'% |+ Minimum 100 completes per

~uarnacy | brand required for ranking

* Based on consumer brand
recognition

|  Targeting 200 total “other”
HISADrug.com § brands

FRED'S mart] ) —
e ey | « Additional 300 total interviews with
KERR DRUG 8] 1 “independent” pharmacy customers.

Aurora | Individual stores are not ranked
300 Independents Pharmacy :

©2009 J.D. Power and Associates,
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2009 Supermarket Channel/ Companies targeted

¢ One National Award

SAFEWAY (Y

Ingredients for life.

eTargeting 150 per brand g [\ Yy :

« Minimum 100 completes required for ramking™ =" £

« Based on consumer brand recognition p v b | ix.
« Targeting 200 total “other” brands ;‘.‘

©2009 J.D. Power and Associates,
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Oversampling available

* Proprietary and oversample

Your sample — our instrument - results reported only to you
Additional questions — proprietary results

Additional sample — geographic — demographic

Responses not included in public index
— Results delivered online
Results delivered 2 weeks post publication

©2009 J.D. Power and Associates,
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Complete Study Delivered Online via J.D. Power
and Associates Business Center

This online method of delivery allows easy navigation through data and reports
that include a number of features and benefits, such as:

» Web portal delivery with a single log in
« User-friendly layout and navigation
 Detailed data and robust online tools

¢ Gap point analysis

< Ability to capture your analyses for
download

< Numerous reports in PDF format that
are downloadable and printable

Access to a complete online data set

R

©2009 J.D. Power and Associates, J.D. Power and Associates Confidential and Proprietary
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Executive Presentation for HQ or Store Leadership

« Customized presentation of findings in a live workshop

« Brand-level custom analysis

« Additional custom analysis available linked to Mystery Shopping or Social Media*
« Follow on presentations for additional locations via webinar*

« Implementation solutions and products*

*Additional cost

©2009 J.D. Power and Associates,
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Dissemination
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Pervasive US Media Coverage Builds Awareness

11,000 10,168
10,000

9,000

8,000
7,000
6,000
5,000
4,000

3,000
2,000
1,000

Media Hits

Media hits increased more than 400 percent between 2002
and 2006

Media Hits Gathered (in Millions)
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Power Circle Ratings: Pharmacy

Pharmacy Ratings (Brick and Mortar)

Home = Healthears = Pharmacy Rotings (Brick and Hortar) = H

2008 Pharmacy Satisfaction Study
Healthcare Ra N
Mass Merchandiser
e ——

Hath P Ratragy Bward Recipient * Read the Press Release
Rstat Piacmaces. Target LLTTT

DA O HOE
Eostrgpished sirspeal Frocd
[ o=
Owerall Expericnce Non Pharmacisd Stall  Store Co eme Hodicatiun
Availability and
Inlermation
Video
L 3 v v v
o Contzo [=1-1-1- Qoo Qo0 Qoo
Kmarn Qoeoo L=1=1-1-1+] QUoCU L1111+
[=1-1-1- Qoo QLROOo Qooe
Leam maor st
10 P s CTTTE LT CTTE [TITE
10 Wiays 1o Save on Heslth hassasted thety o FITTE eveue oeeee CLTTE
insurance e o
s AW s Tl LT LT CLTET) LT
Santucton sa0e &
RIS vial bhart oo CTTE LT oo
nurance = Factor scone not shown due fo smel sampie.

MOre MEMTRCArE Ariicies »  Healthcars Videss =

wevee the ket BOOO0 femer e mee  BBO00 dbeut average 98 The rest

I Scoring Legend
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J.D. Power and Associates
Overview of Name Use Guidelines

« Subscriber press releases
« J.D. Power press releases
« Awards in advertising

« Other opportunities

© 2009 J.D. Power and Associates, J.D. Power and Associates Confidential and Proprietary
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J.D. Power and Associates Name Use - Overview

Process and Options Offered:

Award License

Study Purchase

Study Release
Use of a specified award claim and trophy for
a predefined period of time. Unlimited use in
all media/communications within the
geographic region. J.D. Power and
Associates reviews and approves all uses

/ N

J.D. Power and Advertising

Associates Issues a

Subscribing

Press Release Clients May
to the Media Issue a One-
Time . . o 5
The Firm Posts Press Release OfflmelUse. For communications with customers and
Promotional prospects, the firm offers client-

Consumer Ratings on

p Activities
www.jdpower.com

commissioned, customized research
summaries called Special Power Reports

(Sept 15, 2009)

Power Circle Ratings help companies
promote their performance relative to the
competition on their corporate Web site(s)

Extensive catalog of promotional items

\ / Online Use:

Promotional
Activities

© 2009 J.D. Power and Associates, J.D. Power and Associates Confidential and Proprietary
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Other Uses for Award Claims

» Advertising and Communications
— National/Regional Advertising (for award recipients)
— Direct Mall, online marketing, and e-mail marketing
— Letterhead and business cards
— Billing Statements/Invoices/Inserts
— Web sites/Intranets, in-store signage
— E-mail signatures, on-hold messages in call centers
— Recruiting material and job fairs
— Trade shows, event marketing
— Internal and external newsletters

* Media use and investor relations
o press release “boilerplates” and media interviews
o Media kits, media conferences, media Web sites
— Executive speeches and presentations
— Annual reports, (in Chairman’s letter and operations review)
— Investor relations materials and activities
— Financial analyst meetings/presentations
— New product introductions
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Special Power Reports*: customized, client-commissioned
research summaries for point-of-purchase distribution

e Customized report designed to : |
communicate company strengths,
noteworthy syndicated study results,
or the significance of an award

» J.D. Power and Associates:

— Writes and formats the report and
approves final copy and graphics

* Benefits

— Helps customers and prospects
make more informed decisions

— Informs customers and prospects
about customer satisfaction

— Builds employee morale

— Promotional tool where awards
are not available

— Reinforces award by providing
details on top performance

‘Group Health Cooperative Ranks Highest in Satisfaction
among Health Plans in the Northwest

Hialth pian rks Mighest i six of sevens ritcal foctors

* Usage Restrictions Apply
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)

Power Circle Ratings: Online Ratings for
Company and Retail Web site(s)

e —

@ JDPower.com
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Corporate Communications and Licensing
Contact

For more information regarding client press releases, award
claim use, Special Reports, or Power Ratings, please contact:

Daniel Shapiro, Director, Corporate Communications
J.D. Power and Associates
805-418-8537 | 805-418-8566 f | daniel.shapiro@jdpa.com
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: . Subscription Investment
2009 National Pharmacy Study — Timeline

2009 Pre- 2009 Post- Two-Year
2008  Ranked Pharmacy publication publication Subscription*
w : ” : : F . i Brand Order Received by Jun 15  Ord ived after Aug 15 No | in2nd Y
« “Webinar” review with industry representation Price R
. . $57,500 . .
° Industry |nput time frame _ Through May 1, 2009 First Channel $52,000 $57,500 5% off in each year
 Final questionnaire available — May 11, 2009 $25,000 | Second Channel $20,000 $25,000 5% off in each year
. . i - *2nd billed until

. Fleldlng _ May/June 2009 Includes 10 seats to business center, 5 seats to m-tab tool r;ué?:arﬂr;t:“: zeOlgntl
 Pre-publication discount deadline — June 15, 2009
« Subscriber release — September 15, 2009 Bundling available with other healthcare studies

« Proprietary oversampling
 Public release — September 17, 2009 +2009 Health Insurance Plan Study

. «J.D. P Call Center A t and Certificati

« Industry meetings scheduled soon after ower e wener Assessment and Gerication

«J.D. Power and Associates Mystery Shopping

«J.D. Power and Associates Social Media Monitoring

«J.D. Power and Associates Consulting
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Research or Subscription Questions?
- |

Jim Dougherty
(952) 946-9769
Jim.Dougherty@JDPA.com

Paul Bongat Dennis Goodman
(248) 312-4217 (248) 312-4357
Paul_Bongat@JDPA.com Dennis.Goodman@JDPA.com
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