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PFIZER AND ACACIA LIVING
PARTNER TO SUPPORT SENIORS
IN LIVING INDEPENDENTLY,

AGING HEALTHILY

Pfizer Inc. and Acacia Living Inc.
(Acacia) announced they have entered
into a strategic alliance to develop an
innovative holistic technology solution
dedicated to helping seniors age positively
and independently.

Acacia Living is developing an at-
home assisted living connectivity plat-
form to support the ability of a growing
aging population to live independently,
by improving what Acacia calls access to

C.A.R.E.: Community, Activities,
Resources and Education. Acacia is also
being designed to offer family members
and caregivers greater comfort and assur-
ance about the health and safety of their
loved ones and patients. The Acacia plat-
form is expected to support an expanding
community of content, services, e-com-
merce transactions, social collaboration
and engagement tools, as well as com-
prehensive financial, health and wellness

decision-making and support tools.

“At Acacia Living, we recognize that
as the population continues to age, it
faces a growing universe of physical,
economic and medical challenges that
can be difficult to navigate. Our solution
is Acacia, a connectivity platform
intended to improve access to the tools
and resources seniors need to help them
live more productive healthier lives than
they can today,” said Acacia Living’s
Founder and Chief Executive Officer,
Rick Slager, who has provided care and
support services to seniors and their fam-
ilies for nearly 30 years.

Partnering with Acacia Living is one
more step in Pfizer’s long-standing com-
mitment and dedication to wellness and
healthy aging. By enabling Acacia Living
to access Pfizer’s networks, resources
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and expertise in medicines and health
care, Pfizer hopes to play an even greater
role in improving the lives of individuals
and families facing the inevitable chal-
lenges of aging.

“Seniors represent a rapidly growing
population globally whose independence
and complete health and wellness needs
are not fully understood,” said Usama
Malik, Vice President of Worldwide
Innovation at Pfizer. “The Acacia plat-
form is intended to be the first of its kind
to holistically engage and empower sen-
iors, their families and caregivers to
enable seniors to live happier, healthier,
more independent lives. Pfizer is commit-
ted to providing seniors with high quality
and affordable consumer-directed health

Continued on Page 13

Surescripts (Con’t. from p. 1)

their patients’ prescription benefit and pre-
scription history, which helps to improve
safety and enables doctors to prescribe
medications with the lowest out-of-pocket
cost to the patient.

“Our decision to lower prices fulfills
a public promise made when legacy
Surescripts and RxHub were founded,”
said Harry Totonis, President and CEO of
Surescripts. “Three things have enabled
us to keep this promise: Surescripts’
ongoing commitment to its own opera-
tional efficiency, the economies of scale
resulting from the merger of RxHub and
Surescripts, and Surescripts’ success in

working with health care organizations
across the country to create and meet the
growing demand for e-prescribing.

“And stay tuned—we are not done
yet. With this price reduction, we are
focused on the opportunity to connect
even more physicians, pharmacies, pay-
ers and patients. As we add more partici-
pants to the network, this will continue to
drive down the cost of e-prescribing, as
our efficiency, scale and economics
improve. As this occurs, we will again
pass those savings along to the industry.”

Building The Network, Creating A
Market For Paperless Prescriptions
In 2001, the nation’s retail pharmacies

and leading pharmacy benefit managers
embarked on a shared vision—to create a
national network to facilitate the secure
transmission of prescription information
between prescribers, pharmacies and
health plans.

Together they have created the first
and only network to allow an entire seg-
ment of the nation’s health care system—
the $254 billion prescription care seg-
ment—to electronically share clinical
health information on a nationwide basis.
However, these organizations have gone
far beyond building and electronically
linking to a network.

With an eye toward safer, more effi-
cient and lower-cost prescribing, these

organizations have worked closely with
the state governments, medical associa-
tions, technology vendors and various
nongovernmental organizations focused
on standards, health IT adoption, quality,
privacy and security to create a sustain-
able market for e-prescribing. As a result,
more than 150,000 (nearly 25 percent) of
all U.S. office-based physicians, nurse
practitioners and physician assistants use
more than 200 types of e-prescribing and
electronic medical record (EMR) sys-
tems to e-prescribe today.

To learn more about Surescripts,
and to review the 2009 National
Progress Report on E-Prescribing, visit
WWwWw.surescripts.com.
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allowing pharmacies to market them-
selves as environmentally friendly. This
is another example of how we anticipate
the needs of customers and create and
deliver a full package solution that helps
build their business.”

The ovals—available in two, three,

four, six, eight, 12 and 16 ounce
sizes—can be recycled again and again,
further reducing resource consumption
and environmental impact.

Rexam’s recycled ovals meet all
government standards, including U.S.
Pharmacopeia (USP) requirements for
light transmission and moisture perme-
ation, the Consumer Product Safety

Commission’s (CSPC) child-resistant
and senior-friendly protocol require-
ments and FDA resin standards.

Rexam also offers a broad range of
plastic packaging services and solutions
for industries such as food, beverage,
health care and personal care. Rexam
provides a complete line of automated
pharmacy prescriptionware, including
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Wide Mouth Bottles, Argus-Loc®, Quali-
Top® Fine Ribbed and Ultra-Loc™ cus-
tom-imprinted closures for use in mail
order, central processing, unit of use and
repackaging industries.

For more information, visit
www.rexam.com or call their Customer
Care Center at 800-321-3391. They will
be in Cabana 12 for the meeting.

RW3 (Con’t. from p. 1)

when needed is critical and a clear
competitive advantage. Consistent
InStore insights further enable your
team to make merchandising decisions
for the future. Their InSight Group can
help you make sharper and well-
informed decisions through reporting
against your critical KPI Measures.
RW3 solutions enable diverse
merchandising profiles for a variety of
consumer goods customers, including
grocery retailers, convenience stores,

newsstands, mass merchants, kiosks
and airport retailers. RW3 has an
unparalleled level of client retention,
continually helping evolve existing
tools as well as integrating new tech-
nologies and innovation as customer
needs change.

RW3’s value to customers lies
beyond technology. Partnering with cus-
tomers to help them evolve their retail
strategies and the underlying solutions is
a fundamental part of RW3’s value
proposition. “RW3 is not just a software
provider—they take an active role in our

success, challenging us to think about our
retail strategies and processes at a deeper
level,” commented Graham Purdy, V.P.
Sales of National Tobacco Company.
“This mindset drives collaboration to
develop better systems and tools, leading
to enhanced results and a lot of success
for our company.”

RW?3 has long-standing relationships
with many of the world’s top CG manu-
facturers, in many cases, more than a
decade. “These leading global brands are
committed to in-store execution excel-
lence, and as such, draw upon RW3’s

unique value proposition to help them
achieve unparalleled consumer satisfac-
tion at the shelf,” said Bruce Nagle, CEO
and Founder of RW3.

They would welcome the opportunity
to discuss your company needs and help
determine whether RW3’s solutions
would be a good fit for your retail strate-
gies. Please contact RW3 at 800-444-
5793 or e-mail info@rw3.com for more
information about their solutions or to
answer your specific questions as they
relate to your requirements. For more
information, visit www.rw3.com.

CROSSMARK (Con’t. from p. 4)

well it was executed, and what changes
should be implemented next time.
“CROSSMARK helps with the
entire process by working closely with
clients to define their strengths and
opportunities and crafting an effective
plan,” said Yakulis, “and then executing

that plan on time, on strategy and on
budget, and creating a feedback loop for
continual improvement.”

The result is an initiative that truly
serves the shopper.

“If shopper marketing is done right,
the shopper is actually delighted to buy
your brand. It’s not just about location
and differentiation; it’s much more than

that,” said Yakulis. Objectives served by
an effective shopper marketing strategy
include making it easy for the shopper to
find a particular brand, elevating that
brand above its competitors and motivat-
ing the shopper to buy.

“With our data collection and busi-
ness intelligence capabilities, superior
execution and service-oriented culture,

CROSSMARK is well positioned to
implement shopper marketing initia-
tives,” said Yakulis. “You’ll know it
when your brand becomes the rule—not
the exception—at the point of sale.”

For more information, call
469-814-1434, e-mail alex.yakulis@
crossmark.com or visit www
.crossmark.com.

Burt’s Bees (Con’t. from p. 10)

series of sustainable policies to help
improve global health. It is an area she
intends to pursue in her graduate studies
and she relishes the opportunity to learn
more and influence its decision at One
Young World.

Staci Soloway: Staci has a solid

commitment to working for companies
with strong social responsibilities, so
securing a sustainability internship at
Burt’s Bees, leaders in the natural per-
sonal care industry, was a perfect fit.
With an MBA partnered with a Degree
in Environmental Science and Policy,
Staci aspires to make sustainable
changes to the world of CSR and

proposes an 80 percent reduction in
global CO, by 2020.

About Burt’s Bees

Burt’s Bees has been offering distinc-
tive, earth-friendly, natural personal
care products for 25 years. From a bee-
keeper’s backyard in Maine to the
leading edge of natural, Burt’s Bees

knows natural body care solutions
from head to toe. The company creates
products for total skin health that keep
The Greater Good top of mind. Burt’s
Bees has approximately 400 employ-
ees with products available in the
United States and nearly 20 markets
worldwide as well as on its Web site at
www.burtsbees.com.

Pfizer Inc. (Con’t, from p. 11)

and wellness solutions, and this innova-
tive partnership with Acacia Living fur-
ther demonstrates our commitment to
empowering patients and consumers.”

About Pfizer Inc.: Working Together
For A Healthier World

At Pfizer, they apply science and their
global resources to improve health and
well-being at every stage of life. They
strive to set the standard for quality, safety

and value in the discovery, development
and manufacturing of medicines for peo-
ple and animals. Their diversified global
health care portfolio includes human and
animal biologic and small molecule medi-
cines and vaccines, as well as nutritional

products and many of the world’s best-
known consumer products. For more than
150 years, Pfizer has worked to make a
difference for all who rely on them. To
learn more about their commitments,
please visit them at www.pfizer.com.
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growth solutions and
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Generic's New Generation

Cardinal Health works with customers

to find additional ways to add value

to their businesses, Together, we

help identify and capture areas of

Improvement in the extended supply

chiain by applying Lean Six Sigma

principles and processes, The goal - to

Identify areas where mutual value

can be created through supply chaln

optimization. Booth #248
CardinalHealth
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Help the victims of the Haiti earthquake with the most important text message you'll

ever send. Text “Haiti” to 90999 and a $10 donation will be added to your

phone bill? Your contribution helps the Red Cross provide food, water and shelter.
Haiti is calling for help: Answer with a text.

American
Other ways to contribute: Red Cross
Visit redcross.org or call 1-800-RED CROSS

* Stendard message end data rates may spply



With your support, Amneal has become
the fastest growing generic manufacturer in the U.S.’
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