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Introduction
We will be analysing the macroeconomic environment that Walgreens Boots Alliance (WBA) navigates, with a specific focus on the attractiveness of ‘Group B Professional Rewards’ (Experian, 2008). 
WBA is the first global pharmacy-led, health and wellbeing enterprise and their portfolio also includes Duane Read, Boots and Alliance healthcare (Boots, 2020). 
We shall apply a PESTLE analysis to scrutinise the different elements WBA has taken into account when deciding the current and future attractiveness of this and other market segments. We will then link this in with an analysis of WBA’s performance in segmenting its market and positioning its products and finally, how well it applies the 7P’s of marketing. 

PESTLE (Political, Economic, Social, Technological, Environmental/Ecological) analysis 
Political
The biggest political issue currently looming over investment decisions, entering new markets and profitability is Brexit. This could affect the price of drugs that WBA imports due to tariffs and an increasingly weaker pound (Moore, 2020). Compound this with the NHS placing more demands on community pharmacies, a damaging effect on profits is inevitable (Pharmaceutical Journal, 2019). Furthermore, a decline in drug reimbursements in America and UK has meant that WBA are sometimes dispensing medication at a loss, leading to closure of around 400 stores (Parker, 2020). 
Economic
If the UK leaves the single market, goods imported would need VAT paid on them at customs before release, this creates a cash flow disadvantage as this will only be recoverable on the next VAT return (Blundell et. al.)
Furthermore, with regards to the beauty industry, suppliers have significant bargaining power and although WBA owns many of its own brands.
COVID-19 has dampened consumer confidence with 7 in 10 internet users across Europe expecting their economy to worsen in the next 6 months and 10 million employees on furlough (Heeg, 2020). 
Social
In the UK we are facing an ageing population with complex health needs that puts pressure on the NHS and this is something WBA has capitalised on by providing more services such as flu vaccinations and expanding their range of private and NHS commissioned services (Boots UK). 
Customers wield a lot of power in purchasing cosmetics as there are many options and brand loyalty is quite intense. Furthermore, the shift to online purchasing has increased, with 52% of high-income earners planning to shop for cosmetics online more frequently once the pandemic is over (Alexander, 2019). At the same time, 55% of baby boomers still prefer the in-shop experience compared to 41% and 39% of Gen Z and Millennials respectively (Drenik, 2019). 
Technology
E-commerce has expanded with nearly half of internet users saying they plan to shop online more frequently (Ko, 2020). However, most companies have underdeveloped e-commerce shopping experiences which has allowed companies like Amazon to dominate markets. Currently in the US beauty retailing online is the most valuable of all e-commerce transactions.
Engagement with social media has expanded within the Boomer generation, with data indicating that 70% say they have used a second screen while watching TV (Suciu, 2020). WBA needs to make sure that while it continues to target Boomers with relevant social media marketing, they don’t alienate those that prefer the traditional media and shopping experiences. 

Legal
All organisations in various industries are bound by many legal regulations, however, a growing trend in healthcare is litigation (Tingle, 2020).
Furthermore, the UK cosmetic regulations place strict rules around what can be stated on labels and the fine line between a cosmetic or an item intended to treat disease (Greif and Maibach). This requires businesses like WBA to invest time carefully using the correct language on products and in some circumstances, organisations must be certified; the REACH regulations require all chemicals used in the EU to be tested for safety and the organisations themselves must fund the testing (Kentin and Kaarto). 

Environmental/Ecological
Despite the misconception that the “Boomer” generation are to blame for much of the increasing downturn in the environment, studies have shown “Boomers” are more likely to say they are environmentally conscious and more likely to pay for sustainable options (Lai, 2019). WBA has placed itself well within environmentally sustainable consumers’ minds, having lunched schemes such as ‘Zero Waste to Landfill’ whereby WBA distribution centres diverted 94% of waste away from landfill and partnering with Johnson & Johnson to implement a contact lens recycling program, collecting 3.4 metric tonnes of plastic waste (Boots UK). 
Segmentation, Targeting and Positioning (STP)
Segmentation 
On a macro level, Walgreen’s segments the market into two key consumer groups, pharmacy and retail customers (Talbot). Sometimes, companies end up focussing on one segment that other customers get forgotten; WBA has remained alert to not alienate segments and the company said, as part of its repositioning it intends to expand its reach to two new demographic of female shoppers - Millennials and Gen X in order to make Boots their ‘first choice’ (Thomas). In doing so they have invested in bringing in ‘appropriate’ brands for younger shoppers with a heavy emphasis on beauty aisles and the make-up experience. It has done this by revamping its CoverGirl and Maybelline cosmetics aisles and hiring 3,000 beauty specialists to provide expertise with the aim of creating an experience not possible online (Boots UK). 
Multiple segment specialisation has been the approach followed by Boots with their main weapon being the Boots Advantage card; WBA has invested £30 million into its advantage card, producing an app and paving the way for the omnichannel experience (Wright and Sparks). Boots gleans data from customers cards to build personalised offers, promotions and target products/services based on shopping habits (Wright and Sparks). Good examples of segmentation used by Boots is their Parenting Club and Over-60’s club, who both receive 10 points per pound (instead of 4) and have personalised deals, health and lifestyle information and targeted promotion for Boots own-brand products.
Targeting 
Targeting is the process of reaching out to the segments chosen, but before deciding, WBA must analyse what its points of difference are with competitors; it can leverage this to better target its segment (D’Ascenzo). To determine if a brand association can function as a point of difference the following three criteria can be used:
1. Desirable to the customer – are the products targeted at the segment actually what is wanted? No.7 by Boots is aimed at the high-end luxury market segment, while as Soap&Glory is aimed at the money conscious buyer. 
2. Deliverable by the company- the likes of beauty technicians are part of the package and Boots need to ensure they continue to deliver this and not remove it to cut costs. 
3. Differentiation from other competitors- features such as the Boots Advantage card differentiate them by providing a platform for personalising product offerings (Armstrong, 2019). 
Positioning 
Positioning is the process of portraying the product for customers to see and there are three ways to position effectively: 
1. Functional positioning – this involves solving a problem for the customer. Boots does this well during their campaigns such as the winter flu campaign for immunisations (seeing a 120% increase in demand compared to 2019) (Bhat and Reddy). 
2. Symbolic positioning- revolves around enhancing self-image or ego. WBA haven’t effectively tackled this; although their mantra of ‘Feeling Good’ is a step in the right direction, WBA continue to lose market share on numerous categories to cheaper competitors. This is due to not creating brand awareness in consumers’ minds around self-image the way higher end retailers such as Selfridges create or the more money conscious self-image that discount retailers such as Home Bargains create (Elliot and Wattanasuwan). 
3. Experiential positioning- product/brand that connects emotionally with people. A recent pivot under the management of Sebastian James, is a focus on issues that people are finding more important and implementing this into the brand offering. This includes the new recyclable bags for medications, the paper bags with proceeds going to children’s charities and the expansion of vegan friendly, ethically sourced and low waste products. (Keng et. al.).
A large part of the positioning of products and services is the 7P’s of marketing; we will analyse how successful WBA has been in implementing them, we have discussed the third P (promotion) in-depth during positioning so we will analyse the remaining 6P’s.

The 7P’s of marketing 
Product
In recent years with increasing consumer awareness and buying power, WBA have decided to lean out their product offering. Around 20-30 brands were removed and the groups vice president of retail brands, decided to take the company through a process of rationalisation, focusing increasingly on the customers point of view and experience, with a ‘spread out the card’ strategy (Troy, 2019). This led to new markets being entered such as food and drink with WBA producing a new milkshake at their stores for health-conscious customers. 

Pricing
WBA has recently begun pricing intelligently based on demographic and psychographic metrics such as location; in their flagship store in New York City, the total price of a basket of items was 20% higher than other stores it has in the New York area. Furthermore, in an attempt to gain market share, they have cut prices on more than 5,000 items across health and beauty, groceries and household items. Also, a new Walgreens Plus program, allows consumers to pay $20 a year and receive 20% discount and up to 60% off on prescriptions as well as free delivery (Ryan, 2018). 

Place/physical evidence
WBA have a large physical presence with some reports suggest that every location within the UK is within 20 minutes’ drive from a Boots store. However, the recent growth in online giants such as Amazon and the expansion of existing brick-and-mortar retailers, such as Walmart, into online retailing, has forced WBA to rethink their methods. WBA has leveraged their large physical presence to establish many hybrid stores across the UK. 

Process
WBA has been successful in streamlining costs of operations through takeovers of suppliers (Alliance Healthcare) therefore benefiting from scale efficiencies and passing this value to customers. Alliances between WBA and McKesson, a European pharmaceutical supplier, has reduced purchasing costs and expanded WBA’s healthcare reach (McKesson, 2019). Also, WBA has formed partnerships with FedEx to leverage FedEx’s delivery network, simplifying returns for customers and expanding their delivery reach. 

People
 Furthermore, Boots have invested in a series of e-learnings known as HUG; this stands for Hello, Understand the customer, Go the extra mile. It has helped to instil the importance of understanding customers unique needs and putting the customer at the heart of decision making. Despite this, Boots has one of the highest turnover rates with regards to staff; concerns around lack of support, increasing pressures to hit targets and little room for autonomous decision-making forces many Boots pharmacists to leave the organisation for the NHS (BBC, 2018). 
Conclusion
Overall, we can see that there are a number of issues for WBA; some of these are outside their control, such as the weakening global economic environment, COVID-19 and Brexit. 
Although it is currently more attractive to buy online and there is a general shift to online shopping but without a significant influx of new customers, COVID has just sped up the predicted trajectory. This illustrates that WBA need to be careful not to reduce their store offering to cut costs instead of leveraging their large store estate to complement their online offering. It is also important that WBA focus on their weaknesses such as their colleague retention and their failure to coordinate their omnichannel experience; this will enhance the brand offering. 

Recommendations 
Firstly, WBA have promised consumers an omnichannel experience whereby their online offering and in-store offerings are complementary. So far this has failed as they have attempted to copy an Amazon based model but they need to leverage their large store estate more. This needs to be done through closures of unprofitable stores and expansion of the hybrid model to most stores in order to be able to have extra capacity. Although WBA invests heavily in many leadership-based training events, it needs to increase its expansion of e-learnings such as the HUG trainings to cement in colleagues minds the importance of putting the customers first to protect profitability within the business and therefore jobs. This type of e-learning may strike well with colleagues who have seen the collapse of companies such as Thomas Cook and the resulting redundancies. 
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