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Introduction

CVS Health: A Company Portrait offers a comprehensive look at one of America’s most
influential health solutions companies. From its modest beginnings as a small chain of
retail stores in Massachusetts, CVS Health has evolved into a multifaceted
organization that spans the entire healthcare continuum—touching the lives of millions
every day. In these pages, readers will find an in-depth analysis that goes beyond the
pharmacy counters into the executive suites, innovation centers, community
programs, and boardrooms that shape CVS Health’s trajectory.

The journey of CVS Health is a revealing study in adaptability and ambition. Together,
the Goldstein brothers and Ralph Hoagland laid the foundations in 1963 with a vision
to create accessible and affordable health and beauty retail experiences. What
followed was an era of rapid expansion powered by strategic acquisitions, a pioneering
spirit, and an unwavering commitment to reinvention. Crucial milestones, such as its
transformation from a retail chain to a health-focused corporation and the industry-
shifting merger with Caremark, reflect its willingness to challenge established norms
and pursue new opportunities in healthcare.

Throughout its history, CVS Health has faced both acclaim and controversy. The
company’s bold moves—Ilike removing tobacco products from its shelves and
acquiring the major insurance provider Aetna—have sparked intense industry
discussion and positioned CVS Health as a driver of healthcare integration. At the
same time, allegations of deceptive practices, regulatory scrutiny, and complex
challenges associated with merging multiple business segments have tested its
leadership and resilience.

Yet, CVS Health is not only defined by its business maneuvers or market share. Its
social impact initiatives, community-focused programs, and commitment to corporate
responsibility underscore its broader mission to improve health outcomes for all.
Initiatives such as the Transform Health 2030 strategy, access to affordable medicines
and care, and environmental sustainability demonstrate how the company endeavors
to leverage its resources for the greater good.

As this book unfolds, readers will gain insights into the executives who steered CVS
Health’s growth, the forces that have shaped its path, its financial evolution, and its
ongoing quest for innovation in an ever-changing healthcare landscape. This portrait
aims to provide not just a chronology of events, but a thoughtful exploration of how
CVS Health continues to redefine what it means to deliver care in America—and
possibly, the world.
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CHAPTER ONE: Origins: The Founding of CVS

Every story of corporate scale begins with a single idea, a spark of ambition, often
nurtured in circumstances far removed from the boardrooms and stock exchanges
where its future will eventually unfold. The saga of CVS Health, a company now
synonymous with American healthcare, is no different. Its roots are not in grand
pharmaceutical laboratories or insurance conglomerates, but in the humble
aspirations of three entrepreneurs who saw an opportunity in the changing retail
landscape of early 1960s America. This chapter delves into that genesis, exploring the
confluence of time, place, and personality that brought the first Consumer Value Store
into existence.

The year 1963 pulsed with the vibrant, if sometimes turbulent, energy of post-war
America. The nation was still riding a wave of economic prosperity, fueling a
burgeoning consumer culture. Suburbs were sprawling, families were growing, and the
appetite for new products and convenient shopping experiences was insatiable. The
retail world was a dynamic arena, with traditional department stores holding court as
downtown institutions, while the disruptive whispers of discount retailing were
beginning to grow into a discernible murmur. Companies like Kmart and Woolco were
pioneering new models, challenging the old guard with promises of lower prices and
wider selections. It was a time of optimism, innovation, and for those with a keen eye
and a strong constitution, immense opportunity.

Within this evolving marketplace, the sale of health and beauty aids—the myriad
lotions, potions, soaps, and aspirins that filled American medicine cabinets and vanity
tables—was fragmented. Independent drugstores, often fixtures of local communities,
were the primary purveyors, their pharmacists serving as trusted advisors.

Department stores featured cosmetic counters gleaming with prestige brands, and
increasingly, supermarkets were dedicating aisle space to everyday toiletries and over-
the-counter remedies. Yet, the idea of a store dedicated solely to health and beauty
products, operating on a value-driven, high-volume model, was still a relatively novel
concept.

Into this environment stepped three men: brothers Stanley and Sidney Goldstein, and
their partner, Ralph Hoagland. They were not titans of industry, nor were they scions
of established retail dynasties. Instead, they possessed a blend of entrepreneurial
spirit, a pragmatic understanding of consumer needs, and a willingness to take a
calculated risk. Stanley Goldstein, often seen as the driving force, brought a sharp
business intellect and a restless energy to the partnership. He had cut his teeth in the
wholesale business, gaining valuable experience in sourcing, distribution, and the
often-unforgiving realities of profit margins. This background provided him with a
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ground-level view of product flow and market demand, insights that would prove
invaluable.

Sidney Goldstein, Stanley’s brother, complemented his sibling's drive with his own set
of skills and a shared commitment to the venture. The dynamic between brothers in
business can be complex, a potent mix of familial loyalty and professional ambition. In
the Goldsteins' case, it appears to have been a source of strength, allowing for a
division of labor and a mutual sounding board for ideas and anxieties. While historical
records may not always detail the precise contributions of each individual in a
founding team, the enduring success of their early efforts speaks to a functional and
synergistic partnership.

The trio was completed by Ralph Hoagland, whose involvement brought another
dimension to the founding team. Partnerships in new ventures are often forged
through a combination of shared vision and complementary expertise. Hoagland's
role, alongside the Goldstein brothers, helped solidify the initial concept and provided
the collective manpower and intellectual capital needed to transform an idea into a
tangible business. Together, they looked at the retail landscape and saw a niche
waiting to be filled. They envisioned stores that would offer a focused selection of
health and beauty products at prices that genuinely represented value to the
everyday consumer.

The name they chose for their fledgling enterprise was direct and descriptive:
Consumer Value Stores. In an era before elaborate branding exercises and a focus on
evocative but often opaque corporate monikers, "Consumer Value Stores" laid out
their mission statement with admirable clarity. It was a promise to the shopper: here,
you will find the products you need, and you will find them at a good price. This name,
soon to be abbreviated to the ubiquitous "CVS," encapsulated the core principle upon
which their business would be built. It wasn’t about luxury or exclusivity; it was about
accessibility and affordability for the masses.

Their ambition might not have initially stretched to the global healthcare giant CVS
Health would become, but the drive to succeed, to build something lasting, was
undoubtedly present. Like all entrepreneurs, they faced the inherent gamble of
starting something new. There were no guarantees of success, only the conviction of
their idea and the willingness to pour their time, energy, and resources into making it
a reality. They were venturing into a competitive field, prepared to match wits and
work ethic against established players and emerging discounters alike.

For the birthplace of their first Consumer Value Store, the founders selected Lowell,
Massachusetts. Opened in 1963, this choice was significant. Lowell, a historic mill town
on the Merrimack River, had been one of the cradles of the American Industrial
Revolution. By the early 1960s, like many New England manufacturing centers, it was
navigating a period of economic transition. The textile mills that had once employed
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thousands were in decline, and the city was working to redefine its economic base.
Starting their business in a community known for its hardworking, value-conscious
population seemed a logical, if not inspired, choice.

The first store was unlikely to have been a grand affair. More plausibly, it was a
modest retail space, perhaps leased in a busy commercial district or a burgeoning
shopping plaza. The focus would have been on functionality and efficiency, designed
to facilitate a straightforward shopping experience. The shelves would have been
stocked not with pharmaceuticals - a crucial distinction in these very early days - but
exclusively with health and beauty products. Think aisles of shampoos, conditioners,
hairsprays, toothpaste, shaving cream, band-aids, vitamins, cosmetics, and other
personal care items. These were the staples of the American bathroom and dressing
table.

The initial product assortment would have been carefully curated. The founders,
drawing on Stanley Goldstein's wholesale background, would have sought out popular
brands and essential items, aiming for a comprehensive selection within their chosen
niche. The key was to offer variety without overwhelming the customer, and to ensure
that the products were those that people used and replenished regularly. This focus on
everyday necessities, sold at competitive prices, was central to the "Consumer Value"
proposition. It was a departure from the general merchandise approach of department
stores or the broader grocery focus of supermarkets.

The early days were almost certainly characterized by the direct, hands-on
involvement of the founders. Stanley, Sidney, and Ralph would have been deeply
immersed in every aspect of the operation, from stocking shelves and running the
cash register to negotiating with suppliers and sweeping the floors. This is the classic
narrative of entrepreneurial endeavor: long hours, lean operations, and a personal
commitment to making the venture work. There would have been no large corporate
hierarchy, no layers of management, just the founders and perhaps a small team of
early employees, all working towards a common goal.

Attracting customers to this new type of store would have required a grassroots effort.
In 1963, marketing channels were more limited. Local newspaper advertisements,
flyers, and perhaps some in-store promotions would have been the primary tools. But
most importantly, word-of-mouth, driven by positive shopping experiences and
genuine value, would have been critical for building a loyal customer base in Lowell.
The reception from the local community would have been the first true test of their
concept. Did the people of Lowell embrace this new store dedicated to health and
beauty bargains? The subsequent growth of the company suggests they did.

The decision to initially omit a pharmacy department was a deliberate one. At the

time, operating a pharmacy involved a different layer of regulatory complexity,
specialized staffing, and a distinct business model. By focusing solely on health and

Sample from MixCache.com - The Online eBook Marketplace



SHARING STRICTLY PROHIBITED - For personal use of the licensed account only - See MixCache.com Terms of Use.

beauty aids (often abbreviated as HBA in the retail trade), Consumer Value Stores
could streamline its operations, keep overheads lower, and concentrate on perfecting
its high-volume, low-margin retail formula. This lean approach allowed them to
compete effectively on price, which was central to their brand identity.

This intense focus on the HBA category enabled the founders to become specialists.
They learned the rhythms of demand for different products, honed their
merchandising strategies, and built strong relationships with suppliers in the health
and beauty industry. They could react quickly to changing consumer preferences and
new product introductions within their niche, a nimbleness that larger, more
diversified retailers might have lacked. The guiding principle remained constant: offer
a wide array of health and beauty products that consumers wanted, at prices that
reinforced the "value" in Consumer Value Stores.

Their pricing strategy was likely a cornerstone of their appeal. In an era where Fair
Trade laws (which allowed manufacturers to set minimum retail prices) were
beginning to erode, the opportunity for discount- Pcentered retailing was expanding.
Consumer Value Stores would have aimed to position itself as a place where shoppers
could reliably save money on their regular health and beauty purchases. This didn't
necessarily mean being the cheapest on every single item, but rather offering a
consistently better overall value proposition than traditional drugstores or department
store cosmetic counters.

Customer service, even in a value-driven format, would have played a role. While not
offering the personalized consultation of a neighborhood pharmacist, a friendly
checkout experience, well-stocked shelves, and a clean, organized store environment
would have contributed to customer satisfaction and repeat business. In a small
community like Lowell, the personal touch of the founders and their early staff could
also have fostered a sense of connection with their customers.

The period from 1963 to roughly 1966 was one of consolidation and learning. The
primary objective would have been to make the Lowell store a success, to prove that
the Consumer Value Stores concept was viable. This involved refining the product mix,
optimizing store layout, managing inventory efficiently, and building a sustainable
cash flow. It was a time for observing customer behavior, understanding which
products moved quickly, and which promotions resonated most effectively. These
formative years were crucial for ironing out the operational kinks and building a solid
foundation.

It's likely the founders weren’t content to rest on the laurels of a single successful
store, however. The entrepreneurial spirit that drove them to open the first Consumer
Value Store would naturally have led them to consider future possibilities. They would
have been keenly aware of trends in the retail industry and the evolving needs of
consumers. The challenges were undoubtedly numerous - competition from other
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retailers, the financial pressures of a new business, the sheer hard work involved in
retail. But each sale, each satisfied customer, would have reinforced their belief in
their model.

During these initial years, the internal dynamics of the founding partnership continued
to evolve. Shared experiences, both successes and setbacks, can forge strong bonds
or expose fault lines. The fact that the Goldstein brothers and Ralph Hoagland
navigated these early challenges and laid the groundwork for future expansion
suggests a resilient and effective collaboration. They were learning not just how to run
a store, but how to run a business together.

The American retail landscape was a cauldron of change, and the health and beauty
sector was no exception. While Consumer Value Stores had established itself with its
HBA-focused model, the founders would have been watching the broader market.
Traditional pharmacies, with their prescription services, remained a vital part of the
healthcare ecosystem. The convenience of one-stop shopping was also a growing
trend, with consumers increasingly seeking retailers that could meet multiple needs
under one roof.

As the mid-1960s progressed, the initial HBA-only strategy, while successful in its own
right, may have started to present its own limitations for growth. The founders, having
mastered the art of health and beauty retail, perhaps began to eye the logical
adjacency: the pharmacy counter. Integrating pharmacy services would significantly
broaden their appeal, transform their stores into more comprehensive health
destinations, and tap into a much larger, more resilient market. Prescription
medications were, after all, a fundamental health need, less susceptible to economic
downturns than purely discretionary purchases.

The decision to venture into pharmacy services was not one to be taken lightly. It
represented a significant strategic shift, requiring new expertise, additional
investment, and compliance with a host of new regulations. It would mean hiring
licensed pharmacists, redesigning store layouts to accommodate secure dispensaries,
and developing new systems for managing prescription drug inventory and
processing. Yet, the potential rewards—increased customer traffic, higher average
transaction values, and a stronger position in the health marketplace—were
compelling.

And so, by 1967, just four years after the first Consumer Value Store opened its doors
in Lowell, the stage was set for a pivotal evolution. The experience gained in those
initial years, the customer base they had built, and the operational efficiencies they
had achieved with their health and beauty focus, all provided a springboard for this
next ambitious leap. The company, still small but with a proven model, was ready to
add a new, critical dimension to its identity. The first pharmacy departments were not
introduced in their original Massachusetts stores, but rather in new locations, marking
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a geographical expansion as well. The state chosen for this significant step was Rhode
Island, the very place where, decades later, the company would establish its corporate
headquarters. The era of Consumer Value Stores as purely HBA retailers was drawing
to a close, and the journey towards becoming a comprehensive health services
provider was about to begin in earnest.
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