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Walgreens 
Boots 
Alliance 
(“Boots”): 
The Story 
Begins

In 1849, John Boot founded Boots 
as an herbalist store at 6 Goose 
Gate in Nottingham city centre. 
John Boot passed away when his 

son Jessie was ten years old. 

Boots pioneered Price Anchoring. 
Jessie ended up leaving school 

shortly after his dad's death. Jessie 
developed the business into the 

world's first large-scale drug 
discounter. Jessie cut out the 
middle-man purchasing large 
volumes directly from drug 
manufacturers that saved 

customers money and grew his 
empire. 

This PowerPoint will explore how 
Boot's 174 years of traditional 

marketing approaches have 
transitioned into a digital marketing 
powerhouse for the multinational 

BW. 

In two transactions 2012 and 2014, 
Walgreens purchased Boots for 
$17 Billion with over 2,200 UK 

stores and over 55,000 workers. 
BW’s 2022 Net Income was £3.5 

Billion. 



Boots 
Navigates 
Technology 
To Create A 
Digital 
Marketing 
Revolution Both product areas will provide ongoing sustainable growth that has 

been made possible by leveraging technological advances harnessed by 
the power of digital marketing, Walgreens Boots has been able to 

engage and convert new global customers while increasing revenues.

Boots produces and sells business lines focused on A-Z essential daily 
needs, pharmaceutical drugs, and cosmetic products. 

For 174 years, Boots has developed the largest global pharmaceutical 
brand with over 13,000 stores in 25 countries.



1. Product  

The Unique Selling Proposition
The key to a successful digital marketing campaign is identifying and 
relating to the customer’s needs while providing a high-quality low-cost 
product line that is not available elsewhere. The campaign will develop a 
unique selling proposition (USP) that unlocks customer value in the 
Boots products and services differentiating Boots from all the 
competition as best in class. Marketing studies will be used to have 
campaign speak to the target audience.  The key takeaway is how Boots 
digital product offerings provide greater benefits than that of the 
competition. This may involve Boots ability to have a better 
understanding and alignment with the target audience. Boots’ , as 
trusted household name, have consistently provided higher quality 
products at consistently lower price points than its competition. 



 Boots No7 – Nearly 90 Years
                          Analog to digital marketing
   A trusted brand -“Loveliness” and “The Face of Fashion” 
Remain Boots Taglines 

 1935  2023



Boots No7 1935

In 1935, Boots first launched it’s 
No7 skincare line with the pitch: 
“The modern way to loveliness.” 
Shortly there after Boots launched 
its cosmetics line. budgets 
drastically increased.

Boots Pharmacy and Beauty 

2023 Pharmacy and Beauty



Four Boots Video Product Ad’s For No7 Line

1981 – 2023 No7 Product  (Click Below)

•  Video 1 -1981 No7 advertisement

• Video 2 – 1990 All Brand One Stop Shopping

• Video 3 - 2013 Post BW Merger Global Brand 
Independent review

• Video 4 - 2022 No7. Serum Foundations Vs. Estée 
Lauder 

Low Budget – High Budget

The 1981 20 second No7 “The Changing Face Of Fashion”  Make-
up range is basic low-budget ad and does not strike a chord.

1990’s Price Anchoring and Price Skimming Boots brands sold 
next to big brands.

2013 Going Global – First reviews as No7 begins its international 
price competitive appearance in the USA’s difficult market.

2022 -An independent reviewer compares No7 foundation with 
Estée Lauder – No7’s a fraction the price.

https://www.youtube.com/watch?v=KJjGWtM8fyw
https://www.youtube.com/watch?v=djdF87trJsE
https://www.youtube.com/watch?v=VXzn1e9dYiw


2. Price  

Unlocking customer value of digital product offerings

Price of boots product offerings (sales) is the most important driver in the 
Boots business model. The pricing of Boots digital products line determines 
how much money Boots makes per year. The most important aspect of every 
business comes down to total earnings after product costs, expenses, and 
taxes. The measure of health of a business is determined by profitability. In 
fact, the viability and longevity of every business is determined by successful 
pricing of its products to sustain the business. Impactful price-driven digital 
marketing will impact global sales, revenues, and profit margins.  An integral 
part of the digital strategy involves effective pricing for the digital product 
line. Customers need ‘incentives’ to drive purchases. Approaches include 
discounts, ‘special offers’, loyalty programs, and other programs that ensure 
that the digital pricing strategies align with the customers perceived value of 
Boots digital product offerings.



Boots traditional digital marketing 
of low-cost embarrassing adult 
pharmaceutical products @ 
Boots.com



60 Boots high quality 
everyday essentials  at the 
lowest prices in the UK



• Boots YouTube Ad 

SAVE TIME AND MONEY FOR 60 DAY TO DAY PROCUCTS 
HIGHEST QUALITY EVERYDAY ESSENTIALS AT THE LOWEST 
PRICES IN THE UK. BOOTS PRICE LOCK FROZE PRICES ON 1,500 
PRODUCTS (Click below)
• https://www.youtube.com/watch?v=BajJcC-Bs9Y 

https://www.youtube.com/watch?v=BajJcC-Bs9Y


3. Promotion

Develop an effective digital marketing campaign  

Promotion  are the channels and ploys which Boots utilizes to promote it
s digital       products. The overall objective is to improve sales and reven
ues for Boots. The best manner to achieve this is: create a ‘buzz’ around 
brand awareness that drives traffic to    the website. A dynamic digital m
arketing strategy will include bulk emails via Mail    Chimp, targeted audi
ence advertisements  on social media Advanced search engine optimizat
ion (SEO) will be very important. The most critical aspects of the campai
gn is identifying and relating to the needs, wants and desires of custome
rs for Boots' products. The messaging will make or break the campaign. I
t must be short, sweet, compelling and strike a chord that drives sales fo
rward.



Boots online one-day 
20% off promotion 
engages new customers 
to join Boots mailing list 
now!



Boots promotional 
digital loyalty points 
program from your 
android or iPhone



4. Place

Boots sales and marketing platforms used to dazzle 
Boots target audience

In order to successfully manage a digital marketing the place  that Boots 
uses to market and sell their products will be critical to engage the 
target audience for Boots product offerings. This will require a balance 
of marketing tactics and subtle techniques that will relate, engage, 
connect, and convince the target audience to explore the Boots product 
line and eventually convert them into loyal customers of the Boots 
brand.  The social media channels would include Facebook, Instagram, 
Twitter, YouTube and  eCommerce platforms such as Amazon, Etsy, eBay. 
The key takeaway is a total alignment between the Boots brand and the 
customers preferences, behaviours, wants, needs, and desires.



1896 Boots 
Flagship store



Boots 
Chemists 1920’s
• 1920’s Product Marketing 
• “Fully equipped to serve the needs of the 
times.”



The 2023 homepage for Boots digital 
marketing; The London Flagship store



5. People

Align With Boots Target Audience

People are the target audience the campaign needs to connect, engage, 
and empathize with. All successful digital market campaigns have to 
understand, identify with,  and target the specific behaviours of the 
Boots customer base albeit an institution, individual or groups. 
Marketing studies with detailed customer data points must be acquired 
and analysed to determine and understand the dynamics of the target 
audience for the specific range of Boots digital product offerings that 
will increase sales conversion rates. The data will allow psychological 
techniques to be used that addresses the needs, wants and customer 
specific desires. This will ensure that the messaging is clear and 
resonates with what the customer needs to know to make a purchase.  



Boots Managements Team



Boots Employees: 
“Together We 
Can Make Feel 
Good Happen.”



Boots employees 
relate to and 
understand the 
needs of their 
customers



Boots offers a personal touch. The pharmacists’ in the video’s 
below illustrates of how Boots pharmacists’ actuality care and 
bond with the clients forming a superb customer facing experience. 
Boots pharmacists are highly trained employees that providing 
consistent high-quality customer service, which promotes 
customer loyalty and retention at the over 2,200 Boots pharmacies 
across the UK.

Video’s

Meet our pharamisists 

https://www.youtube.com/watch?v=lS_ywo9pZec

Developing trust that boots pharmacists will help your children recover from 
illness. Boots distinguish themselves as trusted provider of pharmaceuticals 
for the entire family- under the compassionate banner of “We Care”  

1980’s Family drug provider”someone cares”
https://www.youtube.com/watch?v=-az-X2M2B3Y

https://www.youtube.com/watch?v=lS_ywo9pZec
https://www.youtube.com/watch?v=lS_ywo9pZec
https://www.youtube.com/watch?v=lS_ywo9pZec
https://www.youtube.com/watch?v=-az-X2M2B3Y
https://www.youtube.com/watch?v=lS_ywo9pZec


Boots has over 174 years experience 
as your Family's Trusted Drug Provider

A trusted provider of pharmaceuticals for the entire 
family.
under the compassionate work epic of “We Care”  

Boots Partners with Macmillan to provide Cancer support 
during difficult life and death medical issues. 

2023 Boots Pharmacists | World Cancer Day | Boots UK
https://www.youtube.com/watch?v=E4_TOKUiB1I

https://www.youtube.com/watch?v=E4_TOKUiB1I


6. Process
  
Managing Digital Marketing Operations

The management process will be critical in determining the overall 
profitability of Boots digital marketing operations. The creation of a 
system that will quantify and provide  feedback that may be used to 
optimize profitability of the digital marketing operations is a critical 
layer in the 7 p’s. Such tasks for evaluation would include: a detailed 
evaluation of the entire process with identification of cost inefficacies 
and areas that need improvement. The improvements could include 
more efficient software, outsourcing work, or automation. Along with 
the creation of advanced metrics the entire digital marketing process 
may be analysed, streamlined, and optimized to cut costs and increase 
Boots bottom line, profitability, so more time, effort, and capital may be 
allocated to better management of cost-effective digital marketing 
campaigns.



Boots Head Of 
Transformation



Boots Sales and After 
Sales Customer 
Service. Online, Email, 
Phone, and Internet



Boots Head Of 
Digital Marketing



7. Physical Evidence

Credibility, Trust , and Confidence 
Bonding with customers with digital marketing 

Providing physical evidence is an extremely important factor in 
developing, nurturing, and building long-term customer loyalty to the 
Boots brand. Boots has been an established household brand for 174 
years! Boots is in the poll position to easily establish credibility, trust and 
confidence in the digital product line that is being marketed. Trust is 
never a give it is always earned. We can document the evidence in the 
form of  case studies, consumer reports, digital testimonials, sterling 
customer reviews, and positive feedback on all of the social media 
channels. All of the physical evidence outlined above clearly proves the 
value proposition added that Boots digital product offerings. The  high 
level of proof that people around the world have benefited for Boots 
product offerings increases brand awareness, credibility, trust, and 
confidence in all Boots digital  product offerings.



Boots 
Physical 
Evidence 
Digital 
Reviews  

Trustpilot – 4,800 
reviews



Boots 
Physical 
Evidence 
Digital 
Reviews  

Glassdoor 6,700 reviews



Boots 
Physical 
Evidence 
Digital 
Reviews  

Reviewcentre Honest Opinions That Matter



Physical Evidence
Decades of Boots Christmas Marketing I of 2

From Dust to Dawn - Videos 1-3

•  Video 1 - 1981 Boots Xmas advertisement
• https://www.youtube.com/watch?v=iZwPXZfgvqI

• Video 2 - 1996 Boots Xmas advertisement
• https://www.youtube.com/watch?v=r0NYtoJzikc

• Video 3 - 2021 Boots Xmas advertisement

• https://www.youtube.com/watch?v=_Qplq2LNDM0

Boots Evolution 

• 1981 –  Thirty seconds of a low budget TV Ad that 
covers nearly all 7 P’s.  Santa has gifts for the entire 
family and even Gives them Boots ‘Gift Vouchers So 
they can choose just what they need.’  Promotional 
focus: People (family), Products (Camera, Boots 
No7 fragrances, costume jewelry, & Boots branded 
travel shaver) Pricing - Impression of discount for 
high quality ‘Boots brand’. The video is flat and 
grainy with tacky, themes, sexual innuendo, and 
Christmas animations. The ‘Boo Boo Boo’ music is 
cheesy for the 3rd year in a row, and the rhymes are 
childish. The message: Christmas with the special 
touch of boots. 

  Grade C-

https://www.youtube.com/watch?v=iZwPXZfgvqI
https://www.youtube.com/watch?v=iZwPXZfgvqI
https://www.youtube.com/watch?v=r0NYtoJzikc
https://www.youtube.com/watch?v=r0NYtoJzikc
https://www.youtube.com/watch?v=_Qplq2LNDM0


Decades of Boots Christmas Marketing II

      Booming 1990’s

•  1996 – 30 second ad. 7P’s covered! The camera pans 
to the old-school happy family scene. A little girl in pj’s 
scrawls a letter to Santa, with a purple Crayola, and her 
teddy bear watches. The snow gently falls outside the 
window as Jimmy Durante belts the classic song Make 
someone happy. A child plays in the snow, and a 1950’s 
family readies its Christmas Turkey. Boots Product line 
touted to young mums, a real Santa, smiling children 
with toys, a shopper with a full Boots shopping bag 
drags a Xmas tree, waves to a friend, Everyone in the 
ad is upbeat, HAPPY and smiling. The message: Merry 
Christmas from Boots The right Chemistry. Boot’s 
theme with Boots customer happiness in focus as the 
Process works.

         Grade B+ 

Diversity, Equity, and, Inclusion

• 2021 - 60-second-high end ad. 7p's all present. A 1981 Hall & 
Oates 'You Make My Dreams Come True’ featured in the 1998 
Wedding Singer has the camera on a London bus pan on a 
Xmas Boots shipping bag, a bus number No7, the Boots Big 
Product brand, and a young lady who sits & finds a pair of 
Boots branded eyeglasses in a monogrammed Boots case with 
the initials S.C. Santa's magical glasses make all of the woman's 
dreams and fantasies come true when she wears them. From a 
party scene on the bus to a woman in a bubble bath 
surrounded by Boots candles. In her lounge, she sees several 
women using Boots No7 cosmetics, lip gloss, eyeliner, and 
perfume, in a limo to a fancy dress party. Back home, she 
checks off her gift list while wrapping branded items such as a 
Dyson hair blower from a Boots shopping bag. Finally, she sees 
all her ecstatic friends and family opening her gifts with HUGE 
smiles. The Boots message: Bring Joy For All This Christmas.

  Grade A+



Final Analysis and Overview Of Boots 
The Evolution of the Boots from 1896 – 2023

Analog to Digital Marketing

In 1896, Jessie Boots pioneered the concept of Price Anchoring while massively 
expanding Boots' imprint across the UK. His insights allowed Boots to garner massive 
competitive advantages in the pharmaceutical marketplace by meeting customer 
needs at a lower price than the competition. 

Boots have come a long way in 174 years. It has incorporated subliminal and digital 
marketing, price anchoring and skimming, and the 7P's: Product, Price, Promotion, 
Place, People, Process, and Physical Evidence to become one of the world's biggest 
pharmaceutical chains in history.

Walgreens Boots Alliance ("WBA"), Inc. is a publicly traded, on the New York Stock 
Exchange, American-British-Swiss holding company headquartered in Illinois. It has 
been attempting to acquire all the retail pharmacy chains globally and has become 
the dominant player. It is a monopoly. In 2015, WBA tried to purchase the Rite Aid 
chain for $17 billion, but federal regulators rejected the sale as WBA was becoming a 
monopoly. Finally, WBA was allowed to buy 50% of Rite Aid for around $5.3 Billion. In 
2017, WBA purchased the remaining shares of Rite Aid, and the regulators allowed 
the transaction. 



Walgreens operates stores in the US and Boots in the UK. In the past few decades of 
global financialization, things have changed, Some good and others not so good. The 
market value of Boots has skyrocketed. Boots. After the £17 Billion merger with 
Walgreens, money was no object, and WBA's global digital marketing budgets saw no 
bounds. On the 2023 website, Boots UK touts its London "Store of the future" where 
"We Care." Price skimming and anchoring are on parade. Boots No7 line competes 
next to the top world brands providing equally high-quality at much lower price 
points.

This digital marketing exercise allowed me to do a deep dive into the inner workings 
of WBA. What I learned amazed me. While learning a lot about the digital marketing 
tactics deployed by Boots UK and how massively these tactics improved the bottom-
line profitability of Boots UK, my slides, specifically the comparative Christmas video 
ads, show the bigger a company gets, the higher the video quality. In the past five

It's a night and day difference how, post buyout buy WBA, Boots UK spent a fortune 
on the recent video, website design, and all of its flagship stores.
It's a phenomenal improvement that will help market the Boots Brand.



Now the bad news. I was shocked to uncover the horrific online feedback, 
testimonials, and reviews regarding Boots UK's "terrible management, low pay and 
revolving door turnaround of the employees" at this global pharmaceutical 
behemoth.

Seventy percent of the employees were appalled, with only around thirty percent 
saying that working at Boots was a positive experience.
The customer service feedback could have been better. Nevertheless, I was stunned 
by these findings.

In the past five years, Walgreens Boots Alliance Inc's share price on the New York 
Stock Exchange has dropped 63%. Something needs to be fixed at WBA. WBA's 
massive financialization and fast growth via buyouts to achieve a monopoly in the 
global big pharmaceutical markets has degraded the customer-facing experience. The 
top executives and shareholders make the profits, and the unhappy workers resent 
the lack of benefits and non-responsive management. A much further and detailed 
examination of the Boots UK WBA business model is necessary to determine what is 
going wrong and develop solutions. Boots UK/WBA has severe unresolved issues with 
the global business.


