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Individuals and entities are 
considering this issue from 
their own perspectives, and 
the National Association of 
Chain Drug Stores is among 
the organizations doing so. 
Like those who have gathered 

Chains reaffirm dedication to equality after protests
NEW YORK — For an event to 

grab headlines and shift focus 
from the COVID-19 pandemic it 
would have had to be of historic 
proportions, and that’s exactly 
what unfolded shortly after the 
video surfaced of George Floyd 
dying at the hands of Minneap-
olis police. 

The ensuing unrest has 
spread at a pace to rival that 
of the coronavirus and has 
reached all corners of the coun-
try. Despite the still lingering 
virus, protesters have donned 
masks and marched on state 
capitols and the White House 
demanding police reforms, and 
some of those protests have 
turned violent, resulting in the 
looting and destruction of many 
businesses, including chain 
drug and mass market retailers. 

In response, many chains 
have had to shut down some 
stores, such as CVS Health, 
which said that more than 250 
of its stores across 21 states 
sustained “varying levels of 
damage” due to the protests. 
The company said any stores 
that are closed will reopen once 
necessary repairs are made and 
it is deemed safe for employees. 

At the same time, chief execu-
tive officer Larry Merlo affirmed 
the company’s commitment to 
inclusion in a message posted 
on the CVS website stating he 
was “deeply disturbed” by the 
killing of George Floyd. 

“In our workforce and in our 
communities, CVS Health’s 
commitment to inclusion and 
belonging is unwavering. It is 
critical to those we serve and 
grounded in our company val-
ues,” Merlo stated. “We are a 
diverse community here at CVS 

Health, and that diversity is one 
of our key strengths.” 

Merlo added: “Discrimination 
and intolerance have no place 
in our business and will not be 
permitted in any form.”

 “Our commitment to the 
communities we serve is at 
the heart of everything we 
do and, especially now, we’re 
taking every step possible to 
reopen stores quickly, and to 
help ensure customers and pa-
tients have access to the medi-
cations and other essentials 
they need,” said Alex Gour-
lay, co-chief operating officer 
of Walgreens Boots Alliance. 
“Walgreens has a long history 
of being there for communities 
during times of need, and these 
efforts wouldn’t be possible 
without our dedicated team 
members who’ve come togeth-
er across the company and the 
U.S. to assist. Many of our com-
munities are hurting right now 
and, beyond our support for our 
customers and team members, 
we’re also focused on contrib-
uting to the healing so sorely 
needed nationwide.”

For its part, Rite Aid Corp. is 
focusing on racial equality by 
investing $2 million to advocate 
for meaningful progress and 
sustainable change in U.S. com-
munities through the Rite Aid 
Foundation. 

In its commitment to “combat 
racism and foster more diverse, 
inclusive and equitable oppor-

tunities in communities,” Rite 
Aid launched a Racial Equity 
Awareness and Action Initia-
tive that seeks to drive mean-
ingful progress and sustainable 
change at this critical juncture.

The initiative will invest in 
organizations, networks and 
programs that spark renewed 
dialogue, courage and action 
across many voices, stakehold-
ers, sectors and communities. 
The Rite Aid Foundation will 
provide initial funding to two 
organizations, EmbraceRace 

Nationwide demonstrations followed George Floyd’s death.

Taking a hard look at racism 
By Steve Anderson

Editor’s note: NACDS presi-
dent and chief executive officer 
Steve Anderson has released 
the following statement to 
NACDS members on the tragic 
death of George Floyd and on 
racism in America:

On May 25, George Floyd’s 
breath was taken from him 
tragically and senselessly. 
Many Americans feel that their 
breath was taken along with 
his. For many others, George 
Floyd’s life has passed into a 
deeper consciousness of the 
realities faced by black Ameri-
cans — realities that have 
been too easy to  disregard.

George Floyd’s family said 
that his killing was caused by 
a pandemic of racism and dis-

crimination. Maybe this is a 
unique and timely comparison 
that can sink in. After all, over 
the past three months, our 
nation has feared a virus that 
spreads quickly, that affects its 
victims harshly and unpredict-
ably, and that can pass from a 
carrier who is not even aware 
of his or her infection. That 
sounds like racism and dis-
crimination to me.

Standing Together
As is the case across busi-

ness settings, we recognize 
that people of color on our 
pharmacy teams may feel 
heartbroken, numb or ex-
hausted as a result of the most 
recent tragedies involving 
George Floyd and others. The 
same is true of the diverse cus-
tomers whom they serve.

Steve Anderson

Two more Walmart Health centers open 
The third Walmart Health center in Georgia (above) de-
buted in Loganville, while a soft opening was held for 
another facility in Arkansas. “We’re making health care af-
fordable and accessible for our customers. Everything from 
medical, dental, optometry and hearing services,” said 
Walmart U.S. CEO John Furner. (See story on page 7.)

‘Communities are hurting, and we’re 
focused on contributing to the healing.’

Continued on page 2

Continued on page 10

Albertsons launches IPO in third attempt to go public
BOISE, Idaho — Albertsons Cos. this month 

launched an initial public offering involving 6.8 mil-
lion shares of its common stock. The retailer plans to 
list its shares on the New York Stock Exchange under 
the symbol ACI.

The stock will be sold by some of the company’s 
stockholders at an expected price of between $18 and 
$20 per share, according to the company, which said 
it is not selling any shares as part of the offering.

The company added that it will not receive any 
net proceeds from the sale of common stock by the 
selling stockholders, including from any exercise 
by the underwriters of their option to purchase ad-
ditional shares of its common stock from the sell-
ing  stockholders. The IPO is expected to raise up to 
$1.3 billion. 

This will be the third IPO attempt by Albertsons 
Cos., which operates stores across 34 states and the 
District of Columbia under 20 different banners, in-
cluding Albertsons, Safeway, Vons, Pavillions, Ran-

dalls, Tom Thumb, Carrs, Jewel-Osco, Acme, Shaw’s, 
Star Market, United Supermarkets, Market Street 
and Haggen.

The company, which was taken private in 2006 by 
an investment group led by Cerberus Capital Man-
agement, planned to go public in an IPO in 2015, 
following its merger with Safeway. But that attempt 
was dropped in the face of a weak market for retail 
stocks. Another effort in 2018 was planned as part of 
the company’s planned acquisition of Rite Aid Corp., 
but that was abandoned when the Rite Aid deal was 
sunk by the drug chain’s shareholders.

The supermarket chain posted fiscal 2019 net in-
come of $466 million on earnings before interest, 
taxes, depreciation and amortization of $2.83 billion. 
Identical-store sales increased 2.1% in the year ended 
February 29, and digital sales increased 39%. 

During the first eight weeks of fiscal 2020, the com-
pany’s identical sales increased 34%. Stores saw “sig-
nificant increases” in shopper traffic.

p001_CDR_06-29-20   1 6/19/20   4:29 PM



PERSONAL CARE REPORT    EYE & EAR CARE

22 Chain Drug Review/June 29, 2020

Personal care movement fuels ear care category

is further heightening their tin-
nitus symptoms.”

Borgia says consumers are re-
searching information online for 
self-care hearing options. “How-
ever, it is best to schedule a vir-
tual appointment with a doctor 
of audiology to review online 
findings and determine if those 
findings are the best course of 
action for that individual. When 
in doubt, be sure to consult an 
expert. I have had a patient feel 
the stress of isolation as his mu-
sic career has been set on pause. 
The stress caused an increased 
sensation of his tinnitus as his 
tour and travels have been can-
celled until further notice. We 
spoke about many techniques 
to help feed his brain and soul a 
positive musical feed at safe lev-
els. We discussed supplements 
like Lipo-Flavonoid in addition to 
a proper sleep schedule.” 

 NEW YORK — The rising in-
clination of consumers toward 
personal care is continuing to 
fuel the growth of the ear care 
market in the U.S. and around 
the globe. “We continue to see 
expansion into new subcatego-
ries of ear care. At-home irriga-
tion devices are on the rise, as 
well as products addressing itch-
ing ears,” says Elyse Dickerson, 
founder and chief executive offi-
cer of Eosera. “Given COVID-19, 
we are seeing an even larger 
push toward self-treating as con-
sumers are less inclined to visit 
doctors’ offices. People are find-
ing over-the-counter solutions to 
their ear health problems.” 

Dickerson notes that she has 
seen the drug channel expand-
ing its offering in ear care while 
other channels have decreased 
the shelf set. “I think this trend 
will reverse once the other chan-
nels see the success drug is 
having in growing the ear care 
 category.”

When asked if COVID-19 is 
having an effect on the category. 
She says yes, but it may not be 

what we’d normally think. “Due 
to COVID-19, more people are 
opting out of visiting the doc-
tor and are driven online and 
toward essential businesses’ 
store shelves. We are seeing 
a rise in both e-commerce and 
retail sales due to people find-
ing the relief they need through 
over-the-counter products. The 
increase in online sales is most 
notable. Brands like Earwax 
MD and Ear Pain MD are seeing 
300% increase in e-commerce 
sales. Retail store growth re-
mains strong as well.”

She points out that consum-
ers are asking for innovative, 
updated products that work 
quickly. “In the age of the in-
ternet, instantaneousness is an 
expectation. That’s why we pro-
vide fast-acting products for the 
consumer. Additionally, consum-
ers are asking for products that 
allow them to avoid going to the 
doctor. Ear irrigation tools, regu-
lar ear cleaning products, and 
products that address ear pain 
are in highest demand.”

Dickerson says that the com-

pany’s products are fast-acting 
and quick to treat the issue. “We 
take pride in the fact that our 
product, Earwax MD, was prov-
en to take 15 minutes to work 
compared to the leading earwax 
treatment, which can take days 
to work. Additionally, Ear Itch 
MD and Ear Pain MD treat the 
source of the problem on con-
tact, much faster that steroids or 
oral pain relievers respectively. 
Our ear irrigation kit, Wax Blast-
er MD, is an earwax removal 
tool that removes stubborn wax 
without any painful extractions 
and expensive  co-pays.”

As for new additions, Dick-
erson points out that in terms 
of ear hygiene, the company’s 
newest product, Ear Clean MD, 
now has a refill pack available on 
the company’s website, www.
EARcareMD.com. Ear Clean MD 
is a powder formula meant to be 
mixed with water for a gentle 
yet efficient weekly clean. “Con-
sumers between the ages of 25 
and 44 have shown great inter-
est in these routine ear hygiene 
products,” she concludes.

Jeff Featherstone, senior vice 
president of sales at Quest Prod-
ucts, is also seeing growth in 
this category. “We continue to 
see huge growth in ear cleaning, 
as 63% of consumers clean their 
ears every one to three days. 
We know consumers are seeing 
increases in wax blockage, not 
only due to cotton swabs, but 
increasingly due to hearing aids 
and even ear buds.”

He says the drug channel is a 
leader in the category. “The drug 
channel continues to be a leader 
in the market in ear care with 
double-digit growth in the last 
year. Thrity-five percent of Cli-
nere ear cleaner shoppers have 
another ear care product in their 
basket, either a drop or kit. So we 
are seeing the addition of the kit 
being a big driver of the catego-
ry growth. In fact, we are now 
seeing shoppers come into the 
category with a purchase of the 
kit and then follow up with addi-
tional purchases of the ear clean-
ing tool, which has a repeat rate 
of every two to eight weeks.”

Featherstone notes that con-
sumers have said their three top 
needs for ear hygiene are clean-
ing, anti-itching and  exfoliation.

“In addition, we know that 
75% of wax blockage is due to 
usage of cotton swabs; cotton 
swabs push wax deeper into the 
ear, actually causing blockage. 
Clinere is the No. 1-selling tool in 
the U.S. and Canada for earwax 
removal, proven to be more ef-
fective than cotton swabs. Our 
Clinere ear cleaners are driving 
category growth, as consum-
ers purchase and use them for 
cleaning (wax removal), itching 

and exfoliation. Consumers have 
identified ear care as an essen-
tial part of their self-care tool kit, 
so we continue to see expansive 
growth. As in other categories, 
we have seen initial migration 
to online and grocery, but we are 
now seeing shoppers come back 
into the drug channel for solu-
tions in ear care.”

Elsewhere, Dr. Shelley Borgia, 
Lipo-Flavonoid chief audiolo-
gist says life has shifted as a re-
sult of the global pandemic and 
has created changes within the 
medical industry. “With patients 
and health care professionals 
understandably cautious to in-
teract in person, my team and 
I have shifted to more ‘contact-
less’ appointments. Across the 
industry, I’ve seen these include 
virtual doctor appointments, 
remote programming and curb-
side drop-off visits, particularly 
for medications.”

She says that over the past 
several months she has experi-
enced more consumers calling 
for remedies for tinnitus — the 
medical term for inner ear ring-
ing or a persistent sound when 
no external source is present. 
“As many individuals spend 
more time self-isolating, we’re 
finding that those who experi-
ence tinnitus are finding them-
selves more focused on those 
sounds, or realizing for the first 
time that they’re experiencing it. 
One particular supplement that 
I’ve been recommending to my 
patients is Lipo-Flavonoid, a bio-
flavonoid supplement that sup-
ports tinnitus relief. I’ve been 
able to offer patients virtual con-

sultations and mail samples to 
them afterward.” 

She adds that there have been 
multiple mentions in the indus-
try of hearing loss and tinnitus 
post-pandemic, and research 
suggests that hearing loss may 
even be tied in more direct ways 
to COVID-19. In a study that 
compared sounds generated 
by the inner ear versus external 
noise that is applied to the ear, 
20 cases that participated were 
confirmed positive for  COVID-19.

“While I have not personally 
seen a patient with newly devel-
oped hearing loss yet, the New 
York City area is still very affect-
ed by this virus, and other health 
complications exacerbated by 
the virus are taking precedence. 
But I have experienced among 
my patients that many are find-
ing that the heightened stress 
and anxiety felt in recent days 

‘The drug channel continues to be 
a leader in the ear care market.’

Ear Clean MD

Marschall says spring can 
be a tough time for those who 
live with seasonal allergies. 
“And this year, with coronavi-
rus top of mind, watery eyes, 
sinus pressure and congestion 
can be particularly confusing, 
since these symptoms, and oth-
ers, are similar to COVID-19. If 
an individual is experiencing 
symptoms, they should con-
sult a physician immediately. 
Given recent misinformation 
surrounding COVID-19 and 
eye health over the last few 
months, we have seen dis-
course over the use of contact 
lenses increasing the likelihood 
of transmitting and contracting 
COVID-19. This misinforma-
tion has elevated anxiety over 
otherwise normal eye issues, 
including conjunctivitis related 
to seasonal allergies. Over-the-
counter eye drops, like Alaway 
antihistamine eye drops, can 
help alleviate ocular allergy 
symptoms like itchy eyes; while 
Lumify redness reliever eye 
drops can reduce eye redness. 
Bausch + Lomb would also 
like to remind consumers that 
currently there is no evidence 

to suggest contact lens wear-
ers are more at risk for acquir-
ing COVID-19 than eyeglass 
 wearers ,” he says.

 “ Bausch + Lomb aims to put 
the consumer at the center 
of what we do, including ad-
dressing and exceeding their 
eye care needs. New product 
innovation is a top priority for 
the company in order to better 
serve our consumers and pro-
vide improved options for eye 
care professionals to recom-
mend for their patients. Bausch 
+ Lomb is working on numer-
ous products across the eye 
care categories we play in that 
are coming to market over the 
next several years,” Marschall 
concludes.

Jeff Huffman, senior director 
and O-T-C eye health market-
ing head at Alcon, says an ag-
ing population, increased usage 
of digital devices and expanded 
screening of patients with rec-
ommendations from eye care 
professionals are factors help-
ing to drive continued growth 
in the dry eye market. 

He adds that the drug chan-
nel traditionally over-indexes 
in the sales of artificial tears 

and has also outperformed na-
tional growth trends. “While 
tracked retail of these artificial 
tears shows sales growth has 
been slowed in the traditional 
brick-and-mortar due to the 
global COVID-19 pandemic, we 
are seeing significant increase 
in e-commerce sales partly off-
setting this slowdown. We be-
lieve this is a short-term trend, 
and we are optimistic that drug 
channel foot traffic will even-
tually return more to normal 
trends by early 2021.” 

Huffman notes that Alcon re-
cently introduced Systane Hy-
dration PF Lubricant Eye Drops. 
“These are a new preservative-
free option for dry eye sufferers 
with sensitive eyes and those 
in need of long-lasting relief. It 
helps restore moisture to dry 
eyes with the soothing relief of 
HydroBoost technology .”

Dr. Michael Cooper, optom-
etrist and director of innovation 
and research at Solinsky Eye-
Care as well as a paid consul-
tant to Alcon, adds that many 
patients have been concerned 
and questioning whether their 
symptoms are related to sea-

COVID-19 boosts eye care sales
Continued from page 21

Continued on page 40
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