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by Chris Linville

Meet the winners of the fifth annual NICE Awards

The NCPA Innovation Center wants to extend thanks to RedSail 
Technologies, LLC, for its support of the NICE Awards program. 

The following pages will highlight  
pharmacies in these award categories:

Best Community Engagement
Best Exterior Sign

Best External Modification
Best Internal Modification

Best Delivery Vehicle
Best Marketing/Promotion
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n recent years independent community pharmacies have faced pressures from all angles. Low and slow  
reimbursement, pharmacy DIR fees, increased chain and online competition, abusive PBM practices ... you get 

the picture. And as if that weren’t enough, the last two years have been a battle against a global pandemic, forcing 
pharmacies to reimagine and adapt, often on the fly. With that in mind, the NICE Awards for 2022 take on added 
meaning. We are recognizing pharmacies that have demonstrated excellence in their marketing and merchandising. 

“For the last five years the NICE Awards have showcased the best in community pharmacy branding and marketing – 
the innovations and redesigns that make promotions more effective and patients’ experiences more rewarding,” says 
NCPA Innovation Center President Kurt Proctor. “As we know, marketing is the lifeblood of a community pharmacy. 
The aim of the NICE Awards is to spotlight what good pharmacy marketing looks like – and what it accomplishes for 
a pharmacy business.”

Gabe Trahan, NCPA’s senior director of store operations and marketing, gives his take on each of the winners and 
what impressed him about what they did.

MEET OUR JUDGES: Here are the nice judges who decided which pharmacies were NICE.

If you want a NICE-style pharmacy, NCPA has programs to help members be successful beyond the prescription depart-
ment. These include live programming at our conferences, the twice-monthly Profit Makers publication, and a plethora 
of great advice, examples, tools, and resources on the NCPA website. Thanks to all who submitted entries for the 2022 
NICE Awards. If you are planning on making pharmacy improvements this year, take plenty of pictures, let us know, and 
you could be named among the nicest of the NICE in 2023. Look for nomination information coming this fall.

DAVE WENDLAND   
With 30 years’ experience 
within the Hamacher 
Resource Group, Dave 

Wendland is responsible for strategic 
partner development and trade relations 
for the organization. Collaborating with 
trade associations such as NCPA and 
industry publications, he is recognized 
for his thought leadership and trend-
spotting techniques. Additionally, Dave 
works closely with the company’s 
marketing, business development, and 
national account teams to strengthen 
client relationships and enhance product 
value. One of Dave’s passions is working 
alongside independent pharmacists, 
buying groups, and drug wholesalers as 
they seek to impact their communities, 
serve their patients, and grow their 
business. As vice president of strategic 
relations and part of the HRG ownership 
team, Dave has connected, counseled, 
and offered business-improvement 
solutions to manufacturers, distributors, 
retailers, and technology providers.

IRA KATZ 
Ira Katz, RPh, is owner of 
Little Five Points Pharmacy 
in Atlanta. He serves as 

the chair of the Academy of Independent 
Pharmacy with the Georgia Pharmacy 
Association, and is a member of the 
GPhA Government Affairs Committee 
and Nominating Committee. Ira has 
received media attention for his role in 
assisting with Narcan distribution and 
the prevention of deaths from overdose. 
He works in partnership with Atlanta 
Harm Reduction Coalition and has been 
recognized by his peers for his role as 
a patient advocate with a passion for 
independent community pharmacy. 
Ira’s awards include the Independent 
Pharmacist of the Year (GPhA), Opioid 
Safety Champion (Georgia Pharmacy 
Foundation), Bowl of Hygeia Award 
(American Pharmacy Association), and, 
most recently, the Willard B. Simmons 
Independent Pharmacist of the Year 
(National Community Pharmacists 
Association). 

LAURA CRANSTON 
Laura Cranston is a strategic 
builder with extensive 
experience in working 

with diverse health care stakeholders. 
Laura’s career has focused on optimizing 
health by advancing the quality, safety 
and appropriateness of medication 
use and medication management. She 
has developed strategies that focus on 
developing meaningful, patient-centered 
metrics that drive stronger patient 
outcomes. As a pharmacist, Laura is 
committed to enabling pharmacists to 
practice at the top of their license and 
play a meaningful role in team-based care. 
Laura was the founder and former CEO of 
the Pharmacy Quality Alliance and grew 
the organization from a vision held by the 
Centers for Medicare & Medicaid Services 
into a vibrant, thriving nonprofit health 
care association that now has more than 
250 corporate members. Today, Laura 
enjoys consulting with organizations 
innovating around the delivery of clinical 
services by pharmacists.

I
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Fast Facts: Phipps Pharmacy

ESTABLISHED: 2000 (four 
locations)
MANAGEMENT: Jay Phipps, 
president and CEO 
PRODUCTS & SERVICES: 
Includes standard retail; medication 
therapy management; COVID-19 
antibody testing, immunizations 
and vitamin B-12 injections; 
compounding services including 
BHRT, veterinary, dermatology, 
and low-dose naltrexone; and 
medication adherence services 
through its Phipps Pack compliance 
packaging. 
NCPA MEMBER SINCE: 2020

On Aug. 21, 2021, a tragic flash flood 
took the lives of 20 residents and 
displaced more than 500 families in 
Humphreys County, Tenn. Phipps 
Pharmacy had recently purchased 
a pharmacy in the small town of 
Waverly, which has a population of 
about 4,000. 

The next day, Phipps Pharmacy 
president and CEO Jay Phipps and 
his family purchased two pallets of 
drinking water and toiletries from a 
local retailer and headed to the phar-
macy to assess the need. Phipps 
is normally closed on Sundays, but 
on this particular day the pharmacy 
was busy with patients searching for 
more than medications. 

“They were looking for hope and 
someone to share their stories,” Jay 
says. Waverly was without running 
water and electricity, both which 
would be challenges in the 90-de-
gree August heat. Phipps Pharmacy 
has an external generator and pro-
vided a cool place for people to rest 
as well pick up some free personal 
hygiene items. 

The Phipps Pharmacy staff was 
not prepared for the emotional 
rollercoaster that would come with 
each patient the upcoming week. 
Pharmacy Director Kayla Hargrove 
and her staff provided more than 
medicine. As each patient came into 
the pharmacy, they gave them what-
ever supplies the families needed 
or served as a resource to help find 
aid. The staff spent hours on the 
phone calling insurance companies 
for emergency overrides, listening 
to hours of heart-wrenching stories, 
and providing hugs as well as shar-

Phipps Pharmacy, McKenzie, Tenn. 

BEST COMMUNITY
ENGAGEMENT

“No permission needed, no committee 

meeting, no ‘what ifs,’ no ‘for customers 

only,’ no budget. Phipps Pharmacy just 

did what their heart told them to do. 

Phipps Pharmacy, we owe you a standing 

ovation. Thank you for being a commu-

nity pharmacy and a member of NCPA.” 

–Gabe Trahan

ing tears with their patients. Phipps 
Pharmacy coordinated 17 donation 
drop-off locations across middle and 
west Tennessee, including the other 
three Phipps Pharmacy locations. 
Jay credits his girlfriend Daisy for 
coordinating the drop boxes. “She or-
ganized the whole process,” he says. 

Jay says some of the most 
heart-wrenching stories were hear-
ing about people who stopped to get 
clothing for funerals for their family 
members. He reached out to numer-
ous colleagues and suppliers and 
says the outpouring of support from 
the pharmacy community across the 
state and nation was overwhelming. 
Phipps Pharmacy has also worked 
with local vendors to make and 
sell “Humphreys County Strong” 
merchandise including t-shirts, 
license tags and key chains, with the 
proceeds donated to flood victims. 

Thinking about everything that has 
happened since August, Jay says, 
“The most impressive thing is the 
overwhelming unity after the flood. 
It gave us some hope and we saw 
some real humanity. People stepped 
up. I’m proud of our staff and the 
pharmacy profession. Giving of 
yourself to help others and give them 
hope. That’s what it’s all about.” 
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Fast Facts: Spruce Mountain 

Pharmacy

ESTABLISHED: 2009
MANAGEMENT: Steve Maki, owner 
PRODUCTS & SERVICES: 
Includes standard retail and 
OTC, compounding, medication 
adherence services, durable 
medical equipment, flu shots 
and immunizations, medication 
synchronization, medication therapy 
management services, private 
consultations, FlavorRx system, 
drive-up window, compliance 
packing with RapidPakRx system, 
and cards and gifts.
NCPA MEMBER SINCE: 2010

As anyone knows, signage is a key 
part of a pharmacy’s image and curb 
appeal. Let’s just say Steve Maki was 
underwhelmed by his original sign at 
Spruce Mountain Pharmacy. 

“The old sign was a 4-by-8 painted 
board with our name and logo,” Steve 
says. “There was no marketing, no 
phone number, and no listing of 
services available. At the time it was 
what my budget could afford.” 

In 2019 Steve moved the pharmacy 
to a new location, with a new sign to 
boot. “It’s dynamic,” he says. “It’s an 
LED sign which is a great way to mar-
ket latest news, seasonal updates, 
new services being offered in the 
store, and marketing our vaccine and 
compounding services.” The sign’s 
base also has a stonework planter for 
flowers during warm weather, which 
adds a nice touch. 

Steve, who opened Spruce Moun-
tain Pharmacy from scratch in 2009, 
says some advice from Gabe Trah-
an, NCPA’s senior director of store 
operations and marketing, (aka our 
front-end guru), proved helpful. 

“He said to be sure you have a 
concise message, a clear message, 
and that it’s easy to read and easy to 
visualize as you’re driving by,” Steve 
says. “When I went to my new build-
ing it was a terrific opportunity. It’s a 
great sign and a great new location. 
Everything just kind of fell into place.”

Steve does admit, “I cringed when 
I saw the price tag associated with 
it, but the team that I worked with at 
Neokraft Signs in Lewiston brought 
together a great sign and package 

Spruce Mountain Pharmacy, Jay, Maine 

and their service has just been abso-
lutely phenomenal.”

Steve says he doesn’t have any met-
rics to measure return on investment 
with the sign, but he’s trying to figure 
out a messaging system that gives 
him an idea on feedback on what the 
patients and customers see and how 
that is helping him grow his business. 
He says that someone suggested put-
ting a spelling error on the sign. “Not 
that I would advocate it, but one way 
to tell how many people are reading 
a sign is to put a misspelling and see 

how many people call to correct it or 
say they saw it,” he says jokingly. 

Steve says he 's considered 
approaching other businesses in 
town who have LED signs, such as 
a local bank, about doing friendly 
banter with the signs with messag-
es such as “My sign is bigger than 
yours.” It would be all good natured, 
of course, “just to have a bit of fun 
in the community and give them a 
chuckle about what we are doing.”

Steve says he’s bullish about where 
the pharmacy is going. “I’m kind of 
where I wanted to be with the new 
building,” he says. “Being able to 
bring the new signage, emphasizing 
our new location and the products 
and services we have inside the build-
ing is a marketing and advertising 
tool that was worth the investment.”

BEST EXTERIOR 
SIGN 

“A sign with a well-thought-out combina-

tion includes an LED sign that can mes-

sage community involvement; promote 

services and specialty products; have 

traditional easy-to-read lettering with 

PHARMACY the most prominent word 

and DRIVE-THRU in white capital letters; 

and feature landscaping that can’t go 

unnoticed. Bravo!” –Gabe Trahan
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Fast Facts: Bell Pharmacy

ESTABLISHED: 1931
MANAGEMENT: Anthony Minniti 
and sister Marian Minniti Morton, 
owners (purchased pharmacy in 1997)
PRODUCTS & SERVICES: 
Includes standard retail 
prescriptions, OTC products, 
prescription refills and transfers, 
home delivery, Drugstore2Door 
delivery, LGBTQ concierge 
services, pet compounding, 
erectile dysfunction medication, 
medication adherence, medication 
synchronization, medication therapy 
management, pet prescriptions; and 
supplies for physicians’ offices.
NCPA MEMBER SINCE: 2016 

Bell Pharmacy has witnessed plenty 
in its 90-plus years in Camden, N.J.  
It opened Jan. 19, 1931, on the  
southwest corner of Haddon and 
Kaighn Ave. In the mid-1940s it was 
rebranded as a Rexall-authorized 
agent and continued under that 
banner through the Rexall company’s 
eventual closure.

Much has changed in the city during 
the pharmacy’s history, says Anthony 
“Tony” Minniti, who owns the phar-
macy with his sister Marian Minniti 
Morton. One constant, however, 
has been the landmark building 
located at one of its most important 
and highly visible intersections. The 
urban unrest and ensuing riots of 
the late 1960s and ‘70s decimated 
Camden and caused the owners to 
cover the building’s marble facia with 
stucco. The ground floor’s plate glass 
windows were covered with cinder-
block and plywood. The second-story 

windows were sealed up with sheets 
of corrugated steel. Tony says the 
once-proud building remained in 
this “bunker-like” state until 2020, 
when he and Marian committed to 
restoring the building to its original 
grandeur. 

As the renovations started, the previ-
ous modifications were removed. The 
ground floor plate glass windows and 
second-story windows were restored. 
Unfortunately, the original marble 
facia was beyond repair but was 
replaced with a sleek pewter exterior 
insulation finishing system. The icon-
ic 1940s-era porcelain Rexall signs 
were cleaned, repaired, and remount-
ed in their original locations. The 
second story limestone was cleaned, 
repaired, and sealed. Period lighting 
was added to second story to create a 
bright corner oasis on what was once 

BEST EXTERNAL 
MODIFICATION 

Bell Pharmacy, Camden, N.J. 

“Lighting, windows, new paint, refurbished signs, 

billboards removed, new windows everywhere, addi-

tional sign on the second story, and a senior-friendly 

railing at the entrance. Congratulations to you. Your 

new look says, ‘We are not just surviving; we are 

thriving! Come on in!’ This took guts!” –Gabe Trahan

After

Before

one of the darkest evening corners on 
Haddon Ave. While the original Bell 
Rexall Drugs neon sign could not be 
replaced due to zoning restrictions, a 
newly fabricated replica was installed 
on the second story, around the 
center window. The renovations were 
completed in May 2021, a “labor of 
love,” as Tony says. 

Tony says he and his family consider 
themselves stewards of the city and 
independent pharmacy.

“Our mission is to see that this 
connection between past, present 
and future endures,” he says. “There 
are precious few places left where 
a great grandparent can visit ‘their’ 
place with their great grandchildren 
to show them the way it was; where 
they can enjoy the same experience 
in 2022 as they did in 1951.”
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Fast Facts: Avant Pharmacy and Wellness Center

ESTABLISHED: 2009 (formerly Rx Clinic Pharmacy)
MANAGEMENT: Amina Abubaker, owner
PRODUCTS & SERVICES: Includes standard retail prescriptions; education/
disease management; preventative care; patient compliance packaging; durable 
medical equipment; free delivery; wellness center with various wellness packages 
and services including weight loss and IV hydration; and COVID-19 testing, 
antibody treatment and vaccinations.
NCPA MEMBER SINCE: 2010

When Amina Abubakar opened 
Rx Clinic and Wellness in 2009, it 
provided services for specific types 
of patients, mostly underserved and 
primarily on Medicaid. In the ensu-
ing years, Rx Clinic became more 
innovative, offering services that 
were increasingly cutting edge and 
futuristic, such as genetic testing and 
screenings for various disease states. 
Eventually it became apparent that 
the pharmacy needed more space 
to continue expanding into clinical 
offerings. 

“We thought that where we were, we 
couldn’t target those areas,” Amina 
says. ““There was a need to be there 
for more than one population. We 
weren’t saying we were going to 
stop taking care of the underserved 
population anymore, but we wanted 
to have a place where everyone found 
what they were looking for. To do so 
we needed to move.” 

When looking for locations to move, 
Amina says she caught a break. 
There was a Rite-Aid that had closed. 
The lease would be too expensive for 
the pharmacy to handle on its own, 
but she knew if she bought it, she 
could subdivide it. Amina says she 
has good relationships with different 

physician providers, so she talked 
to several and found some who 
were interested. The purchase was 
completed in the summer of 2020 
and renovations began in early 2021. 
The new space, now known as Avant 
Pharmacy and Wellness Center, 
opened in August 2021. The building 
is 11,500 square feet, divided between 
the pharmacy and medical offices. 

“We are blessed to have not only 
a brand-new building but also a 
completely redesigned blueprint that 
features not only a front end that has 
increased 2-1/2 times, but also a va-
riety of service rooms that afford our 

clinical pharmacists the opportunity 
to practice at the top of their license,” 
Amina says.

Amina says that OTC sales have 
improved significantly, and that 
segment has a new concierge station 
with a full-time dedicated technician. 
Its wellness programs have seen 
substantial activity with both its IV 
hydration room and wellness room 
generating well over $2,000 and 
$3,000 respectively since August. 

Being a focal point in the community 
had always been Amina’s goal. 

“We kept saying we were a hidden 
gem in Charlotte, and we just needed 
a physical location that matched our 
vision and ideas and all of our ser-
vices,” she says. “Everything we ever 
envisioned, it’s now a reality.”

Avant Pharmacy and Wellness Center, 
Charlotte, N.C.

BEST INTERNAL 
MODIFICATION 

“There are those who are both for-

ward-thinking and forward-doing. A big 

thank you to the visionary team at Avant 

for giving us a clear look into the future.” 

–Gabe Trahan

After

Before
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Fast Facts: Table Rock Pharmacy

ESTABLISHED: 2019 (purchased 
from Jessi Stout’s parents, who 
previously owned the pharmacy for 
30 years)
MANAGEMENT: Michael Stout and 
Jessi Stout, owners
PRODUCTS & SERVICES: 
Includes standard retail 
prescriptions, medication 
synchronization, adherence 
packaging, compounding, 
immunizations, durable medical 
equipment, travel consultations, 
comprehensive medication reviews, 
monthly educational classes, 
delivery, blood pressure and sugar 
testing, diabetes support and 
education, and flu and strep testing.
NCPA MEMBER SINCE: 2020

Michael Stout, who owns Table Rock 
Pharmacy with wife Jessi, thought 
that using the pharmacy’s delivery 
vehicle to promote the business was 
a no-brainer, especially in a small 
town of about 16,000.

“It’s such an easy mobile advertise-
ment that’s always running around 
3-4 hours during peak times during 
the day,” he says. “To not advertise 
on it is kind of an injustice to mar-
keting.” 

Michael says the pharmacy decided 
to wrap the delivery car (a 2012 Toy-
ota Prius hybrid) at the beginning of 
2021. The wrap job was coupled with 
in-store signage and Facebook ad 
campaigns to boost delivery service 
awareness. He says the cost of the 
wrap was just shy of $2,300 but be-

ing an advertising vehicle (literally) 
has been worth it when people see it 
driving around town.

Michael played a big role in de-
signing the wrap. While his wife is 
a pharmacist, his background is 
in graphic design, and as he says, 
“Since it is kind of in my wheel-
house, it was easy to execute.” 

Michael says he wanted to focus 
on something that was kind of 
eye-catching, conveying the service 
message the pharmacy wants to 
promote. He says on average the 
car does about 10-15 deliveries daily, 
covering 80 miles on some days, but 
usually between 50-60 miles. Deliver-
ies are free in town and a small fee 
is charged for out-of-town deliveries 
in the surrounding county (Burke). 
Michael says the car gets 30-40 
miles per gallon in town, and 60 on 

the highway. “It gets great mileage; 
it sips gas,” he says. “And it’s low 
maintenance.”

Previously the deliveries were made 
by technicians, but Michael says 
it was stressful being down a staff 
person several hours a day during 
peak periods. Eventually the phar-
macy hired a local retiree to do the 
deliveries. 

Michael says the pharmacy is not 
making money doing deliveries, so 
even if it’s a bit of a loss leader, he’s 
confident the investment is worth it. 

“It’s good advertising,” he says. 
“It’s such good publicity and it gets 
your name out there. I hope to get 
it to where I need another delivery 
car and delivery driver. It would be 
nice to have a fleet out there on the 
roads.”

Table Rock Pharmacy, Morganton, N.C. 

BEST DELIVERY
VEHICLE

“What an eye-catching car! I especially like the back of the car where you have your 

website (twice), phone number, compounding logo, and a mention of free local deliv-

ery. This vehicle will work to promote your location while it’s parked and while it is 

heading down the road. This car can’t go unnoticed. Hybrid, nice ride!” –Gabe Trahan
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Fast Facts: Tomahawk 

Pharmacy

ESTABLISHED: 2014 
MANAGEMENT: Tyler Stevenson, 
Kayci Stevenson, owners
PRODUCTS & SERVICES: 
Includes standard retail 
prescriptions, diabetes footwear, 
greeting cards, automatic 
refills, RefillRx mobile app, 
text notifications, vaccinations, 
vitamins, immunizations, unit dose 
packaging, prescription shipping, 
and patient resources.
NCPA MEMBER SINCE: 2016

The probiotic market took off several 
years ago as consumers recognized 
that overall good health is synon-
ymous with gut health. When the 
pandemic started two years ago, 
probiotics became more popular as 
people wanted their immune system 
to be in tip-top shape as a line of de-
fense against COVID-19. Tomahawk 
Pharmacy has been offering prod-
ucts from Pharmed Wellness, its own 
private line of probiotic supplements 
created by owner Tyler Stevenson. 

Acacia Flory, Tomahawk Pharmacy’s 
retail development specialist, says, 
“We have had great success mar-
keting our adult and feminine care 
probiotics. We found that a probiotic 
was a super easy sell.”

Acacia says the one challenge the 
pharmacy faced initially was market-
ing the probiotics to kids. She says 
she grew up in the 1980s, and like mil-
lions of other kids, took Flintstones 
chewable vitamins. Tomahawk sort 

of harkened back to that with a 
berry-flavored chewable. Acacia says 
one reason for resistance might have 
been that while parents might be 
inclined to use probiotics, they see 
kids as the epitome of health.

“The Good Bugs is the latest cam-
paign we've run to get kids educated 
about the benefits of probiotics,” 
she says. “We created colorful ads 
featuring probiotic microbes and a 
back-to-school theme for the early 
fall. We then brought in some books 
and plush (toys) that fit the probiotic 
campaign to create an eye-catching 
end-cap with merchandise that is 
easily bundled into a sale.”

Acacia says the pharmacy’s margins 
on its private label probiotics are big 
enough that it was able do a back-to-
school promo – “Buy a book and a 
plush toy, take a bottle of Good Bugs 

Tomahawk Pharmacy, Tomahawk, Wis.

BEST MARKETING
PROMOTION

“You did it! You didn’t leave out one in-

gredient … You have compelling colorful 

signage, inventive and witty merchandis-

ing and a nice profit margin, along with 

a private line of a hot category. Genius! 

I can’t wait to see what you do next.” –

Gabe Trahan

home today!” – and still maintain 
a 40 percent margin on the sale 
bundle. “It worked well!” she says. 
(Plushes are stuffed toys resembling 
microbes.)

Acacia says with parents concerned 
about their kids’ health going back to 
school in a pandemic, Tomahawk was 
able to highlight its probiotic products 
to promote their immune health.

“We marketed it as a great way for 
your kids to start the day,” she says. 
“It was really helpful to our communi-
ty. They were coming in and check-
ing it out and talking to us more and 
figuring what else we could do for 
them.”


