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procazsing business afier 24
| yoars of printing pictures i it
| stovms (5L

| Weis Markels has expandad

s O0-day pensnic oy pro-
I mppears ikely, now thai| g info o of its slores (5],
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mare CVS news, X3, 34, 37,

A California jucpe has furned |
away Walgreens' lawsul? fo
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sales i drug stores (4). For
more Walgneens news, 3, 4,6, |
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Campaign 2008
No vote of confidence from Rx industry

By Ju Feezency. what yuu sa'd\'
about it

WASHINGTON — The battle for the White House
between Barack Obama and John McCain has
eniergized millions of American volers and

unleashed a national dialogue about the fun- Which of the
damental role of government in the troubled
economy, in the healthcare system and in n candidates oo you
global affairs. But for retail pharmacy lead- think will frave the
ers, the dominant response to the campaign most positive impact
appears to be skepticism. on retail pharmacy
“Can | say 'neither one’ for my voting prefer- N and your busingss?
ence?” joked one industry executive. "
He wasn't the only one with a jaundiced view of mg

the election. A survey of industry beaders reveals a
COMNTRNUED ON PAGE 4 k\

Rein out as
Walgreens leader

DEERFELD, M. — In a surprise
anmpuncement that sent shock
waves through the tghtly knit
community of big-chain retail
executives, Walgreens an-
nounced Oct. 10 the innmediate
metinement of Jeff Rein, as chair-
man and chief executine officer.
Rein, a 26-year Wialgreens
veteran who built a reputa-
tion for quiet-spolken but
determined leadership, ef-
fective people skiills and
competitive  drivie, ex-
pressed “great conficdence in
the company's futuire,” But
his abrupt departurre comes
in the wake of Walgreens'
unsuccessful bid forr Longs
Drug Stores and in the
midst of an alarmimg drop
in  consumer c<omfidence
amid Wall Street’s ffinancial
meltdown,
CONTINUED O PAGE 3

Pinched by economy,
retail crime on the rise

Theis &5 part tiwo of a Hvee-part sevies of reparis o the
imtpact Hie economy i having on refail pharmacy.

By Mua, Jorsan

NEW YORE — Retall crime is up. Economic conditions are
poor. And while sorme may question how much neoes-
sion econombes spur otherwise-honest people to adjust
their moral compasses to the point where pinching a
tube of toothpaste or a can of shaving cream is justified
o =ave a few dollars, manmy
agree the twio ane linked.
More likely. those same
pinched consumers are
finding boo-good-to-be-true
deals on toothpaste, shav-
iIIK CTSam, OF WOrss, (ver-
the-counter medicines at such alternative retail cutlets
as flea markets, rogue Internet sites and even anony-
mous sellers through online auction sites, At the end
of the day, it's that consumer who's supporting the
market of organized retail crime—where “profession-
al” teams of shoplifters sweep shelves of products,
versus the person who may only steal one or two
CONTINUED 00 PAGE 6
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BEAUTY CARE

5 /HEPORTERSND’[ebDDK \
B Supplier News — Unilevers Axe brand for menis |
expanding its portfolio with the launch of a hair care |

mers line dubbed Axe Hair. The collection includes several |

. kits Axe shampoos, including Axe de-glue shampoo plus

s, the scrub with rock crystals to remove product buildup in

z less the hair; Axe De-Poof shampoo to deflate hair and Axe ‘
new anti-dandruff shampoo plus conditioner with zinc-

ically based dandruff control. |

nel,” The line also includes Axe conditioner and Axe |

ecent styling products. Styling products include Axe Messy |

wcond Look paste, Axe Spiked-Up Look putty, Axe Clean-Cut

bated Look pomade and Axe Shaggy Look cream.

v of Available in December, the shampoos and condition-
that ers are priced at $4.99 each. The styling aids are priced

n the at $6.99 each.

prod- Aura Cacia, the aromatherapy brand of Frontier

: to— MNatural Products Co-Op, is promoting its new Aura

albeit Cacia Fair Trade certified nourishing body polish.

rerish The line of body polish is available in lavender,

patchouli/sweet orange and ginger/mint blends. The
ODE products are free of synthetic fragrances, colors and

uced preservatives. The organic, Fair Trade certified raw
natu- sugar cane granules lift away full skin, and shea butter,
lors: coconut 0il and vitamin E restore the skin’s vitality. The
light. body polishes, packaged in a recyclable container, have
min- a suggested retail price of $10.99.
i and The company also is launching in October a new |
1ents body cocoa butter.
tifac- _
face. Listerine, part of McNeil-PPC, has reintroduced |
ed in its Listerine Agent Cool Blue pre-brush rinse for
and children. The new formulation has an enhanced pre-
roller servative system that replaces the product voluntar-
ily recalled in April 2007 after determining the pre- |
with vious preservative system was not adequate. The
con- alcohol-free formulation is geared toward children
Neu- aged 6 and older. The product is available in Glacier
ured Mint and Bubble Blast flavors. The suggested retail
ietics rice is $5.29.
u & = 4

A



