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Nearly 60% of independent pharmacies utilize the McKesson Retail  
Pricing Program. There are over 5,000 participating stores utilizing pricing for 
about $200 million worth of non-Rx sales on roughly 11,400 products. 

Partnership with Hamacher Resource Group
McKesson has partnered with Hamacher Resource Group (HRG) to direct annual competitor shopping campaigns, shopping outlet types, 
retailers, cities and items across demographic regions. Pricing zones are used to aid customers in determining desired gross margin percentages 
(GM%) based on zone strategies related to comparable competitive pricing.

Competitive Shop
Presently, annual competitive shopping campaigns occur by region once a year. The cities include Los Angeles, CA; Houston, TX; Birmingham, 
AL; Minneapolis, MN; and Philadelphia, PA. HRG uses the data collected from these shopping endeavors to ensure our zone structures align with 
available market data. 

FRONT END

The Retail Pricing Program provides competitive retail 
pricing that communicates a “fair price” to consumers while 
maximizing pharmacy profitability.

Retail Pricing Program 
for OTC Items

1. Retail Pricing Zones: Utilize one of the five retail pricing zones: 

Retail Zone AA 
(26–28% GM) 
21% of Accounts

• Mass urban market 
competition

Retail Zone A  
(29–32% GM) 
28% of Accounts

• Food-drug combination 
competition

Retail Zone B  
(33–36% GM) 
36% of Accounts

• Chain drug competition

Retail Zone C  
(37–39% GM) 
8% of Accounts

• Between chain drug and 
convenience

• Limited direct competition

Retail Zone D  
(40–43% GM) 
7% of Accounts

• Convenience pricing
• Rural, resort areas

 

2. Gross Margin by Category: A customer can specify the gross 
margin by category. For example, hair care can have a 40% gross 
margin and upper respiratory can have a different gross margin 
at 30%.

3. Lead Store: A customer can assign one store to be the lead 
store and all other stores would follow the same pricing strategy 
as the lead store. Any changes would need to be made at the lead 
store, and the update would filter down to the stores following 
the lead store.

4. Gross Margin: A customer can designate an overall gross margin 
for all items. All items would have the same gross margin across 
all product categories. Keep in mind that gross margin and 
markup are two different pricing strategies.

Example: Ibuprofen has a customer price of $1.50 and the 
customer wants a markup of 30%.

Markup formula: Customer price x $1.30 = $1.50 x $1.30 = $1.95 is 
the new retail price.

Gross margin formula: Retail price - customer price/retail price = 
($1.95 - $1.50)/$1.95 = .231 x 100 = 23.1% gross margin.

The Ibuprofen item has a markup of 30% and a gross margin  
of 23.1%.

Pricing Options


