
What is the state of the phar-
macy today? 
Brian Glaves: Since 1997, when our 
first ScriptPro robot was installed in 
a pharmacy, the market has been in 
constant evolution. Now more than 
ever pharmacists are becoming care 
providers—often having more interac-
tion with patients than do primary 
care physicians. Retail pharmacy is 
working to increase cognitive services 
while dealing with declining reimburse-
ments and increased 
regulations, all in a 
hyper-competitive envi-
ronment. Grocers that 
offered a pharmacy as 
a mere convenience 
with limited space in a 
dusty corner now real-
ize change is necessary. 

Without reinvesting 
in pharmacy through better in-store 
placement, advertising and pharmacy 
technology, grocers risk losing those 

higher margin OTCs, food staples and 
convenience items to the mass phar-
macy on the corner. 

What role is technology playing 
in terms of offering a solution?     
One of the highest paid professionals 
on a grocer’s payroll is the pharmacist. 
Given this, grocers must maximize the 
pharmacist’s skills in the most custom-
er-facing and profitable way possible.

And the reality is that today’s 
pharmacists no longer 
want to be in back 
doing the “lick, stick 
and pour” of yesterday. 
Robotic technology 
that automates repeti-
tive tasks behind the 
counter enables phar-
macists to gain the 
necessary time they 

need to be out front, building the phar-
macist/customer relationship through 
counseling and wellness services.  

What value does ScriptPro bring 
to the table compared to compa-
nies making similar products?
ScriptPro pioneered robotic automation 
in retail pharmacy. Our early adopters 
still maintain an advantage over their 
peers in the ability to dispense prescrip-
tions at a lower cost with their initial 
ScriptPro robot investment. Ninety-five 
percent of our robots from before the 
year 2000 are still in service—thousands 
of them. These customers made the 
investment once, instead of every five 
to seven years. That reliable longevity 
resonates with independent pharmacy 
owners and grocery CEOs. 

We now offer six robot sizes—with 
our Compact Robotic System (CRS) 
line tailored to maximize the space con-

straints of grocery store pharmacies.

What mistakes are retailers 
making when it comes to phar-
macy technology? 
Buying on price versus cost is always a 
mistake. With tight margins, operators 
might consider the lowest price solu-
tion, ignoring the ongoing costs associ-
ated with the cheaper price or shorter 
lifespan of an inexpensive product. 
When you are looking for cheap, that 
is what you get, and it will not do the 
job. At ScriptPro, we can put together a 
detailed ROI analysis for a site, which is 
critical to making the right investment 
in pharmacy technology.

What are best practice retailers 
doing that others can emulate?
Best practice retailers treat the phar-
macy category as a core business. They 
recognize their customers have more 
choices than ever before in where to 
get their prescriptions filled. By offering 
services like immunizations, OTC edu-
cation, medication therapy management 
sessions and more, pharmacies are 
ensuring that, outside of the doctor’s 
office, customers can one-stop shop 
for the rest of their healthcare needs. 
Loyalty is developed, convenience is 
offered and profits grow.

What products has ScriptPro 
introduced recently?
Our new CRS robotic line has the 
smallest footprint with big productiv-
ity. Within just 7-square-feet, 30 to 
60 percent of a store’s prescription 
volume can be accurately, efficiently 
and reliably dispensed. The No. 1 thing 
ScriptPro really offers a pharmacist is 
time… the time to help the phar-
macy’s customers.   •

46    nonfoods handbook 2016  | supplier perspective www.groceryheadquarters.com
 

Pharmacy Technology

Nonfoods
H A N D B O O K

2 0 1 6

N

o n f o o d
s

2
0

1
6

  H A N D B O
O

KNonfoods
H A N D B O O K

2 0 1 6

g
e
n
e
r
a
l 

m
e
r
c
h
a
n
d
i
s
e

h e a l t h  &  b e a u t y  c a r e

/scriptPro

Utilizing robotics 
behind the pharmacy 

counter to ramp up 
pharmacist-customer 

relationships can 
bring big gains to a 

grocer’s bottom line, 
says Brian Glaves, 
director of sales for 

scriptpro.
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