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Good morning or afternoon, depending on where you are in the world. Welcome to the 39th Annual JPMorgan Healthcare Conference. It is with
great pleasure this morning that I have Walgreens Boots Alliance. With us this morning presenting will be Co-Chief Operating Officer, Alex Gourlay;
as well as CFO, James Kehoe. I'm going to turn over the presentation to James. After they make their formal remarks, we will come back and do a
Q&A. So with that, James?

James Kehoe - Walgreens Boots Alliance, Inc. - Executive VP & Global CFO

Good morning, everyone, everybody. Welcome to what we've entitled as Save to invest to Grow: The Next Phase. Turning to our safe harbor
statements, I'll take them as read. And Alex and I will tag team in the presentation this morning.

Some of the messages we'd like you to remember at the end of the presentation, we're not going to go into a repeat of the first quarter results,
except I will highlight we exceeded expectations and are making strong progress against our strategic priorities. We also don't want lost on the
audience that while we did reiterate our fiscal year '21 guidance, we did indicate that the profile is now skewed towards opportunity.

The second topic I will cover is the strategic transaction with Alliance Healthcare and how it unlocks value creation. We will take a follow-up from
the earnings call and talk a little bit more about the allocation of capital and how we will deploy it over the coming years.

We will also highlight we have an attractive portfolio of minority investments that we believe have significant value upside, and we will cover that
briefly. And then we do want to emphasize throughout the presentation that our ambition, whether it's in retail, pharmacy or health care, is to
create an ecosystem of digital and physical assets.

So turning to the next page, please. So I'm on Page 4 for the people on the call. So the right-hand side of the chart, there is nothing new there.
That's what we said last week. The highlight there is the attractive multiple we secured at 12x the 2020 EBITDA or 11.2x the '21 EBITDA. It's a great
deal for WBA shareholders because it allows us to focus on growing our overall retail pharmacy business, and that will lead us to accelerating the
transformation but deploying the proceeds more aggressively to boost health care investments.

Turning now to Page 5. This is what we said the top left of the chart was, we will boost health care investments and pay down debt. I'll get that out
of the way first. That's the first use of the after-tax cash proceeds of $6 billion. There is no change in strategy. We're still targeting investment-grade
rating. Absolutely no change. And based on the EBITDA stream that we have lost, we will probably have to pay down in or around $2.5 billion of
debt. The remaining $3.5 billion will be allocated to boost health care investments.

So looking forward, we see quite a lot of change in the health care market. There's a rapidly changing patient health care needs, and COVID has
driven this even faster. So as we sit here now, we're looking at a new set of opportunities that are probably not the same opportunities that we
were looking at 12 months ago.
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First of all, and Alex will bring it to life later, we have significantly accelerated our core retail pharmacy and digital strategies. He'll talk to you about
omnichannel and personalization capabilities that have been transformed compared to what we were capable of doing 12 months ago. There's 2
topics we will highlight more on the retail front and the consumer front, new business models, and it will be a constant theme in our presentation.
And there's 2 examples here.

One was announced this morning, which is Walgreens is relatively unsophisticated in providing financial services and financial choices to its large
100 million loyalty members. We, this morning, together with Synchrony and Mastercard, we announced a series of financial services initiatives
that will grow and build a significant flow of income over time. This will start probably in the May period with a reloadable debit card, followed by
August-September type period for a launch of both a co-branded credit card with Synchrony and an own brand product as well. We believe we
will bring significant benefits to our consumer base, and the cards will have very much a health care feel to them.

So the second one here is Walgreens Advertising Group. It was an announcement made back at the beginning of December, and we haven't talked
about it very much. And this essentially is many companies are struggling with how do they communicate with and attract consumers to buy their
product, and we have 9,000 locations and extremely relevant first-party data. They don't have the first-party data of their consumers. So we will
offer them choices in how they can access consumers, which should drive mutual benefits in terms of higher revenue for the companies that
participate, higher revenues in our stores, and we will generate income from selling this, call it, advertising-type business.

Now just to put this in perspective, some of the internal estimates here range between $100 million and $150 million of opportunity just on
Walgreens Advertising Group, and credit cards over a longer period is a significantly higher number. And I do want to emphasize we are distinctly
avoiding talking about pilots going forward. We are only announcing initiatives, and these 2 initiatives are accretive from day 1 and will provide
income boost over the coming years. The #1 priority, however, is to boost health care investments and create yet again new sources of long-term
growth. We will do that through a combination of targeted M&A, but we do also see significant internal opportunities.

Moving now to Page 6. This talks more specifically about the M&A, and I don't want to get repetitive here. Alex will bring these to life a little bit
more later. But you did see our acceleration, exciting acceleration of VillageMD which overall was a $1 billion investment. And I think it's particularly
intriguing because it delivers benefits down at the store, it delivers benefit in the intersection between digital and physical. But even more
importantly, it's a 30% stake in a company that we think will have an incredible value if and when it does decide to become publicly listed. So we
think it's a smart financial investment and a smart business investment.

Innovation Associates, Alex will bring it to life more, this is a true innovation in the pharmacy operating model. And we will and we are determined,
and we've said it before, and now this is a strong, strong statement to demonstrate it, we will be the lowest cost producer in pharmacy operations.
And this paves the way, this investment, which is a majority investment, paves the way for moving quickly to develop innovative future pharmacy
operating models.

There are 2 smaller acquisitions we made, but it's quite typical, and both of these together were in the region around $50 million, and these are
both in the space of benefits enrollment. So here again, we're testing new sources of business that have unique synergies with the Walgreens
business and with our stores and with our 100 million loyalty members, and it's the lens we are putting our M&A through. Is it health care or
pharmacy? And secondly, is it highly synergistic and develop a win-win for both the acquisition and for the Walgreens business?

The new news today, and I would call this a teaser, and there will be a lot more information to follow, probably with an official launch sometime
in our fourth -- fiscal Q4. We have established internally a tech-enabled health care start-up, and this is quite a bold move. We haven't spoken about
it. We know that people know what's going on out in the market, so it's not particularly a secret. But we have a team of approximately 200 people,
internal and external, hired from tech, health care, West Coast companies. Their ultimate goal is to develop an integrated digital and physical
consumer-centric health care delivery model. The final outcome and the ultimate outcome is improved health outcomes for patients and lower
overall costs in the health system.

Page 7 gives you -- it's -- and I emphasize this is a teaser, but I'll talk a little bit to the mission. We see an extremely complex health care system in
the U.S., where the patients are confused. Somebody with multiple conditions is getting calls from 3 advisers, their insurance company. Everybody
has a point of view on how they manage their health. We believe that we can, because of our assets, provide a unique interface between the
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patients and partners to create an ecosystem of health care. Ultimately, it will only be a success if it improves health outcomes and enhances the
patient experience and lowers health care cost.

So why do we think we can be successful here? And we've put a tier on the chart builds on incredible assets, and it's not always appreciated in the
market. But the brand equity that Walgreens has and the trust that consumers have in our brand, combined with the neutrality of our company,
we are company agnostic and we will operate -- continue to operate agnostic, and we will work with everybody in a partnership mentality.

The other one I would point out is we have 9,000 locations, proximity last mile, closeness to consumer. And then the other one is we have an
enormous capability in our pharmacists and our pharmacy technicians.

Moving to Page 8. It will all be centered on a consumer-centric, tech-enabled health care platform. And this is a little bit picky, but just to explain
some of the concepts here. This all lies on customer engagement, and it's the interface between digital and physical. We don't believe that digital-only
platform can be successful, and we don't believe that a physical-only platform can be successful. It's the intersection of the 2 and offering every
single patient their choice about how they want to interface on managing their personal health care.

And the second bullet is, that's where it comes home, it's a personalization engine. Ultimately, it's the patient that matters. And then it is -- we will
provide a platform based on a health marketplace that allows each patient to find care, get care and manage care through a series of partnerships.
We won't build everything ourselves, and I'll give you one example here on medical adherence. We have recently signed a contract with MyMeds.
We are looking at best-in-class partners. We are entering into commercial contracts with them, and we will not be doggedly developing internally
something that somebody else already has a better product. And we -- our role will be an integrator of the best that exists and surround the
consumer and make their life easier. So this is the teaser. We are internally taking some quite bold steps. We will set up a company within a company.
We will allow the company a faster pace of movement. We will probably have separate incentives for the company because the health care market
should operate with different incentives for possibly than the WBA entity, and we will treat it and act like a start-up to move quickly in an industry
that's moving incredibly quickly.

So moving to Page 9. Before passing over to Alex, where he'd bring all of this to life, we don't talk about this very much, but this is we have an
attractive portfolio of minority investments. Left-hand side of the chart, health care. Right-hand side of the chart, non-health care. So the first
message is $10 billion to $11 billion are health care investments, $1 billion to $2 billion is a large position in the Chinese market. But look at some
of the investments: a 30% stake in AmerisourceBergen; VillageMD, which we recently accelerated the position; Physicians in Shields; Option Care;
BrightSpring. These are all incredible assets, which provide tremendous value and demonstrate the long-term capabilities of the company.

With that, I will pass it over to Alex. Thank you.

Alexander W. Gourlay - Walgreens Boots Alliance, Inc. - Co-COO

Thanks, James, and good morning, everyone. As James has said, we are moving towards this ecosystem of digital and physical assets. It's really
important to remember that we are a customer- and patient-centric in everything we do. And also important to remember that this ecosystem is
agnostic, as James has already said. We're willing to work with anyone in the marketplace that brings the best solutions at lowest cost and the best
care to low communities in health care.

And the customer really is changing through this pandemic, and also the basis of competition is also shifting as a result. And here are the key areas
that everyone knows to be true that we have been focusing on omnichannel, personalization, speed and agility, of course, the enablers that we've
spoken about a lot before.

So moving on to the next slide. As James has said, we start from a really strong position. The corners of America strategy really gave us over 9,000
of the best corners in communities across America. On top of that, we've been building up platforms, replacing our IT systems, and now we're really
modernizing our IT systems to really put the physical and a deal together in a really clear way that serves Americans and serves all of our business
partners who wanted power of this. And also, as James has said, we've got an incredible health care brand, the Walgreens brand. We know this
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through the pandemic and a way that we've reacted to it, and we know from the feedback we get consistently from patients and customers and
partners in the marketplace.

Next slide, please. So building on this relevance and scale, we have been rapidly scaling. We've moved away from this pilot phase into scaling real
changes in the customer proposition and the customer experience in the past couple of months. In the customer engagement platform, this really
is part of the mass personalization engine. We've worked with Microsoft and more recently with Adobe to move, first of all, the data to the cloud
and to organize it in a really private way with real permission from the trust we get from the brand to make sure that our customers and patients
more and more and more experience personal communication. In our last earnings update, we announced 155 basis points of the sales increase
came from this approach called mass personalization, and we have made great progress here.

Also, in November, we launched myWalgreens, a new replatforming of our loyalty program. And already, in 6 weeks, we have signed up -- 40 million
members have enrolled this program. It really is focused on a digital platform using the personalization engine. It's also importantly focused on
health and wellness, and we will build more and more experiences onto this platform going forward. And of course, we'll drive enrollment on this
platform to give us a scale that's required to really drive efficiency going forward. Lots more to come with myWalgreens.

And really importantly, we've leveraged the convenience of our best corners. We now have got the fastest pickup, we believe, nationwide in
America. Our promises, you can get it in no more than 30 minutes -- sorry, more often in 30 minutes than not, should I say, I apologize. And I can
tell you that we are hitting that target almost consistently across the nation already with 2 million pickups done already, and the NPS scores are
really strong, and we will continue to invest in these key enablers and continue to drive out these experiences here in Walgreens and also in Boots.

Next page, please. This morning, as James has said, we've announced a new partnership with Mastercard and Synchrony. I'm really proud to do
this. This really expands on the financial service we have already, the convenience of the preloaded card and also a differentiation of the credit
card. Also importantly, there'll be great rewards as we put this into the myWalgreens card with Walgreens cash coming back to people. We'll
announce all this detail, as James has said earlier, on this summer and spring. But we're really excited about this. It not only drives accretion, but
we believe it will drive more stickiness and more loyalty and more customers to the Walgreens platform both locally and, of course, the myWalgreens
platform.

And the Walgreens Advertising Group was launched in December. We have a great first-party data. In fact, as you probably noted in the previous
slide, we've actually increased the number of contacts -- doubled the number of contacts in the last period as people are very happy to give us
their contact details. On top of that, we can actually work with third-party assets to make sure that we'll be physical like our stores; digital like our
online platform; or the third-party assets, we can give our partners the access to customers, particularly in convenience categories and missions
and also in health care categories and missions. So we're building alternative profit streams.

Next was the announcement yesterday in terms of the way that we will absolutely empower our new pharmacy operating model. We're delighted
to have become a majority shareholder, owner of Innovations Associates. Their management team will continue to drive the best-in-class process
innovation and software innovation to create micro fulfillment centers, and we intend to release across America in the next couple of years, 2 to 3
years. We're starting in 2 locations, in Arizona and also in Dallas, and they're already well in the ground and well-planned. And the whole idea here
is to have lots of tasks away from the pharmacist to make sure the pharmacists can be truly freed up, to get more and more involved in the
coordination of care in the health care system. I want to stress that this is central fill as a service. It will be owned by Walgreens Boots Alliance, and
Walgreens will become the anchor tenant. So we want to make this available for all pharmacists across the nation. Our logic being, of course, an
open ecosystem, a partnership philosophy where everyone can benefit. But clearly, Walgreens as the first mover will be able to get even more
benefit, we believe, in the short term.

Next slide, please. So as we develop this new pharmacy operating model, this will really free up our pharmacists take all that workload away so
they can do more. It's very obvious with COVID testing. That's happening already. We'll be able to do 100,000 COVID tests a day by the end of next
month, really supporting America in terms of controlling and tracing this incredible virus and this pandemic. COVID vaccines, we, along with CVS,
are in then in 1a. We've been equal partners with Operation Warp Speed and the CDC and HHS, and we are on track. We expect to be able to have
all of the first shots done in the long-term care facilities, particularly the skilled nursing facilities by the 25th of January. And by the end of the
month, we'll be well over a million vaccinations in people's arms already, the most frail and vulnerable in the society. We're also really close to the
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following phases. We have the capacity with almost 50,000 people trained by the end of next month to give the vaccination to make sure that
Walgreens, along with all other pharmacies, can really America up and running again and clear full part as the vaccines become more and more
available, as they will do in the months ahead. We're working closely here, of course, for the states and very close to the federal program that will
kick in, really, what's called 1b.

Also, importantly, we've been driving really the role of pharmacists through many different types of services, working hand in glove with insurance
companies and PBMs and health care systems. We've now got 200 health outcome pharmacists freed up already to be able to take care of this, and
we've done a 40% increase in what we call medication therapy management, a big increase. And it really is starting to drive an alternative way to
actually drive reimbursement in the model, not just being paid for the cost of putting the drugs inside of the bottle, but making sure we also can
take care of the customers, control the medication and fill gaps in care, which obviously lowers health care costs in so many different ways.

And a real example of that, not just how we're getting paid in terms of pay-for-performance contracts is that, of course, our relationship with
UnitedHealth and Med D. But another example of that will be as we increase the scope in pharmacy care is, of course, our deal we have just done
and announced and accelerated with the next -- with VillageMD. With VillageMD, as James already said, we are really delighted with what we've
done here. The 3 ways that we see a major return for this investment for Walgreens is, first of all, obviously, sharing costs, the rental cost to create
a new format; secondly, the halo of having a doctor inside of a pharmacy and obvious convenience that gives to patients to be able to get their
prescriptions and other health care items from that pharmacy location; and third and importantly, working together in condition management,
the coordination of care and the integration of the pharmacist into the health care team both physically and digitally.

There is regulation changes in pharmacy coming through. For example, in Arizona, where, again, the pharmacist will be able to do more mobile
treatments and again be able to be much more involved in that coordination of care, not just in the pharmacy, but in communities through mobile
technology. And we are developing that model with VillageMD as we speak. Just as one example. When people leave hospitals and move into
communities, we'll be able to work with VillageMD and primary care doctors under a collaboration practice agreement to make sure that we can
follow a patient, make sure the medication is understood and is fulfilled and we can keep them healthy and make sure they won't go back in the
hospital. There's many opportunities we see in the future in terms of the integration of the pharmacists digitally and physically and increasing the
scope of care.

So in summary, as James has said, and we also announced last week, we have growing momentum in our core business transformation, not just
performance, but the activity that I've discussed in terms of the initiatives coming forward. The landmark deal really does unlock resources to really
focus on modernizing and accelerating the modernization of our retail pharmacy business. We believe the time is now. The consumer is changing,
competition is shifting materially, and we are ready and accelerating to make sure that we really are able to offer the very best local health care
solutions across America both digitally and physically with a great trusted brand, and we're investing a new and innovative health care models for
sustainable growth. It was a teaser that James gave you a few minutes ago, but it's serious. We have a lot of people working on this, and we're really
excited about the opportunity of combining to create this ecosystem of physical and digital assets.

And with that, I'll pass back to Lisa, and we'll now take your questions.

Q U E S T I O N S  A N D  A N S W E R S

Lisa Christine Gill - JPMorgan Chase & Co, Research Division - MD, Head of U.S. Healthcare Technology & Distribution Equity Research and Senior
Research Analyst

Great. Thank you so much for all the detail. And obviously, there's a lot in the presentation I'm going to want to get into. But I think one of the
underlying themes of this health care conference this year is around the vaccine. And James, I heard you on the last quarterly call talk about the
fact that the vaccine will help to offset incremental shutdowns and costs around COVID-19. But maybe if you could just start by talking about the
role that Walgreens is playing, which I think is incredibly important. Alex just talked about vaccinating the most vulnerable populations. But can
you give us an update on the rollout? Can you also talk to us about how many vaccines do you expect to administer throughout this year?
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Alexander W. Gourlay - Walgreens Boots Alliance, Inc. - Co-COO

Yes. Lisa, I'll take that one. So when do you do the math on this, we expect America will vaccinate around about 300 million vaccines, 150 million
of the population. When you take out people on age of 16, which is about 70 million. When you think of the people that may not want to have the
vaccine, and we get to round about that number during the rest of this fiscal year for us into the autumn. And you think this retail pharmacy has
about a 30% share all of that marketplace. So if we get to 150 million people, 300 million vaccinations, roughly 100 million available to retail
pharmacy. And all pharmacy will take part in this mass vaccination.

So that tells you that the way you think about it, we have the capacity in Walgreens to certainly vaccinate 20 million, 25 million people a month,
but it's unlikely that market will be there for us. So what we're doing is planning to make sure that we're available to vaccinate everyone who needs
to be vaccinated. You can imagine our share of that market will be about 30 million across the summer, we believe. Maybe a bit more, maybe a bit
less, but that's what we're planning to do. But we're ready for more, I can assure you. We're hiring people. We're making sure they're fully trained.
We're getting all the digital capabilities up, so we're going to have the booking done digitally or through telephones. And we're making sure that
everyone is ready to get after this as soon as the vaccines become available in mass, which we believe will be probably March, April in reality.

Lisa Christine Gill - JPMorgan Chase & Co, Research Division - MD, Head of U.S. Healthcare Technology & Distribution Equity Research and Senior
Research Analyst

And as we think about the economic impact of that, our understanding is that you think about the government payment for that. I know there's
incremental cost. You talked about hiring people, the actual administration, but there is no cost of goods as per se around the vaccine. So is it right
to think about the profitability being somewhat similar to what we see with a flu vaccine?

Alexander W. Gourlay - Walgreens Boots Alliance, Inc. - Co-COO

Yes. We're still working through this, to be honest. The start-up costs are significant because this is a very different vaccine from a cold storage
point of view. And remember, in 1a, along with our colleagues at CVS, we have gone into the most vulnerable population, which takes longer, and
we've made sure that we do it right. So we make sure we take care of the most real people. So we have really got -- the start-up costs are high. But
we believe over the period, obviously, this will be a good investment, not just in the U.S.A. society, but also for Walgreens and Walgreens Boots
Alliance and opens up many other things, of course, that pharmacists can do. I think -- I'd like to think it's the same as it's a flu vaccine in the end.

Lisa Christine Gill - JPMorgan Chase & Co, Research Division - MD, Head of U.S. Healthcare Technology & Distribution Equity Research and Senior
Research Analyst

When we think about the announcement that was made last week around Alliance Health, and you talked about a number of things today that
you've been working on but not necessarily have talked to the Street about in the past, and I appreciate that. But can you talk to us about why it
was the right time now to sell Alliance Health?

And then secondly, James, this question, I guess, would also be for you. It would just be around the $150 million of synergies that you and ABC
have discussed. How do we think about the buckets of those synergies?

James Kehoe - Walgreens Boots Alliance, Inc. - Executive VP & Global CFO

Yes. It's not really a question of why was now the right time, it's probably the background, that is we have an extremely close relationship with
ABC, Steve Collis and his leadership team. And there was probably over the course of 12 months, we were exploring how to generate synergies
between the 2 companies on an operational basis. And the more we brainstormed and explored this, the more it became very, very apparent to
both leadership teams that the Alliance Healthcare asset probably was much better suited to ABC as a company. And they could generate tremendous
synergies with their company, and it allows us to refocus on our core assets.
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So we saw it as an incredible thing because it was a win-win. But the original part of this was we were looking for synergies, and I do want to
emphasize one thing is what we said in the press release is that the synergies -- and this is -- these are U.S. synergies between ABC and the U.S.
pharmacy business. What we did say is that it's at least $150 million. So we probably -- you can assume that we probably have a list of initiatives
that on a gross basis are higher and probabilize, we can get to at least $150 million. And Alex was on the steering committee of this, so he knows
much more of the details. But it's pretty obvious stuff like shared transportation, backhauling, how do we coordinate our networks of transportation.
They have certain skills. We have different ones.

And one thing we're exploring now, is there -- are there select things we can buy together? So actually, we go to market, purchase things together.
So it's quite a strategic and thoughtful process. But the deal came out of discussing all these opportunities, the deal also came out of the close
relationship between the 2 teams. It wasn't as if somebody woke up one day and said, "Hey, now is the right time." It was an evolution over a 6- to
12-month period. But we're very excited by it, not just because the asset ends up in the right place and it's a high-quality asset that they've got,
but also the teams will work even closer together to unlock synergies in the core business in the U.S.

Alexander W. Gourlay - Walgreens Boots Alliance, Inc. - Co-COO

And also, Lisa, I would say, it locks in synergies in the past. So when you think of the synergies we all made, wholesale and retail together, both in
Europe and then, of course, in the U.S.A., it locks in these synergies with a partner we trust to trust us and who will move forward to generally even
more synergies in the way that James has described. So I think they're absolutely the right partner for us for both fiscal reasons and also the
relationships that we have created.

Lisa Christine Gill - JPMorgan Chase & Co, Research Division - MD, Head of U.S. Healthcare Technology & Distribution Equity Research and Senior
Research Analyst

So you'll benefit directly, then you'll also benefit from the 30% ownership of ABC as well, right? I mean if I'm thinking about this correctly, that'd
be great.

James Kehoe - Walgreens Boots Alliance, Inc. - Executive VP & Global CFO

Yes.

Alexander W. Gourlay - Walgreens Boots Alliance, Inc. - Co-COO

Exactly, exactly.

Lisa Christine Gill - JPMorgan Chase & Co, Research Division - MD, Head of U.S. Healthcare Technology & Distribution Equity Research and Senior
Research Analyst

So you discussed a number of new initiatives today. And as we think about this ecosystem of digital and physical assets, obviously driven by COVID,
driven by this new consumer-directed initiatives, how can we -- can you give us a real-world example, Alex, as we think about this? How do you
think about the patient? Is this really engaging the consumer? Is this engaging the health plan, the employer, both? And why is WBA the
well-positioned company to deliver this model? I know you talked about the locations, et cetera, but just give us a real-world example of a consumer
or patient and how this would work for them.
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Alexander W. Gourlay - Walgreens Boots Alliance, Inc. - Co-COO

Sure. So again, I go back to health care goes beyond medication. It goes to advice, and it goes to the other products people want in their life to live
a healthier life. So if you think of the myWalgreens app and your ability to really quickly either react to a condition you have and be able to get
exactly what you need when you need it through that app, a real speed consolidated together in one place.

So if you take maybe something like diabetes, which a lot of people speak about, for example, we will be working, for example, in our relationship
going forward with both health insurers and also health systems to control that as part of a coordinated care team. We'll be able to give people
real-time information about how to manage the condition and real solutions, including, of course, where people need more support, the ability
for the pharmacist to take a reading of the blood sugar levels and also make recommendations back digitally to doctors for the right medication
changes. And even as the scope of practice increases in states allow pharmacists to do more to actually designate what that drug should look like
and why it should be taken that way.

These are not sort of things that are way out there in 5 or 10 years as it may have been when we've been speaking about these things in the past.
These things are happening right now. As the pandemic come across America, customers and patients and doctors and pharmacists are getting
much more comfortable using digital assets to really update care programs, to update gaps in care and to really drive through the better coordination.
And I said, I gave that number already. We have a 40% increase this year alone in what we call medication therapy management, which is pharmacists
making recommendations to doctors to change the therapy the customer or the patient is on and have been agreeable to both a payer and the
patient and the doctor. That's a massive increase in the responsibility and the scope of practice of pharmacists.

Lisa Christine Gill - JPMorgan Chase & Co, Research Division - MD, Head of U.S. Healthcare Technology & Distribution Equity Research and Senior
Research Analyst

And do you think that, that was driven because the individuals didn't get to the physician's office because of COVID and therefore had more touch
points with the pharmacist? Or is it that your programs have changed around the touch point with the consumer around their medication? What
were the key drivers around that?

Alexander W. Gourlay - Walgreens Boots Alliance, Inc. - Co-COO

I think all of the above, to be honest, Lisa. I think more and more people are getting used to this, but the use of digital technology when the virus
hits in health care was well documented. And that happened very quickly, and people got comfortable with it.

For example, in VillageMD, this is how we see the patients, many, many patients through digital visits very, very quickly. And at the same point, we
were working on collaborative practice agreements with them for some of the areas that we've been speaking about. So it happened together.

But I think also the scope of pharmacy has been changing for a while. Many states, I would say here are more enlightened than others, have been
allowing pharmacists to do more and more of this work. And more and more of the incentives are aligned to the Medicare Part D programs, in
particular called the Stars, are lined up to Medicaid's adherence and really helping the people understand the role medication can play in keeping
them healthy and keeping them out of more costly facilities for treatments. So I think it's all of the above, but I think I wouldn't underestimate the
impact of the change in behavior of the consumer as a result of this pandemic.

Lisa Christine Gill - JPMorgan Chase & Co, Research Division - MD, Head of U.S. Healthcare Technology & Distribution Equity Research and Senior
Research Analyst

Yes, you talked about digitally the VillageMD physicians having the ability to connect with the member, with the patient. How do you think about
telehealth and telehealth playing into your digital offering? I know over the years, you've had different relationships with different telehealth
providers. Do you feel like you need to have a closer relationship with a single telehealth provider? Are you today offering telehealth on any of
your digital platforms?

9

REFINITIV STREETEVENTS | www.refinitiv.com | Contact Us

©2021 Refinitiv. All rights reserved. Republication or redistribution of Refinitiv content, including by framing or similar means, is prohibited without the prior written
consent of Refinitiv. 'Refinitiv' and the Refinitiv logo are registered trademarks of Refinitiv and its affiliated companies.

JANUARY 13, 2021 / 4:40PM, WBA.OQ - Walgreens Boots Alliance Inc at JPMorgan Healthcare Conference
(Virtual)

https://www.refinitiv.com/
https://www.refinitiv.com/en/contact-us


Alexander W. Gourlay - Walgreens Boots Alliance, Inc. - Co-COO

Yes, we are. We're open -- we are Find Care. Find Care, we said in the recent earnings results, had 19 million visits in a quarter, incredible increase
in number of visits. I can't remember the percentage, but it was huge as many times last year. And we have relationships both locally and nationally
with VillageMD, for example, with MDLIVE and many, many local partnerships with health care systems where they can access doctors online. So
we are already deep in this space with a lot of engagement. And as James has said, we're now really going to accelerate that as we look forward
to how we can create an even more coordinated and even more services, which are very clear under this idea of get -- Find Care, get care and
managed care.

James Kehoe - Walgreens Boots Alliance, Inc. - Executive VP & Global CFO

Yes. And don't rather be lost, Lisa. The ultimate goal, we have to go back to the beginning, is we think the patient needs to be at the center of the
experience.

Alexander W. Gourlay - Walgreens Boots Alliance, Inc. - Co-COO

Yes.

James Kehoe - Walgreens Boots Alliance, Inc. - Executive VP & Global CFO

And it's the example I tried to give earlier. You've got a 55-year old has got 3 conditions. He's got 3 apps. He's got an online thing. He's logging into
4 different systems. He's keying in data into 4 different systems. We want to simplify the experience for the consumer.

And a little bit to answer your question, envisage a platform where we buy access to the best scheduling system. We have MyMeds providing
another service. We assemble a series of world-class providers, including virtual MD online or whatever it is, and we will assemble that in a coherent
platform that the consumers' management is way simpler than it was or is currently. And that's the vision of it.

Now operationalizing and explaining it is quite complex, but our company DNA fits it. We're signing contracts with partners as we speak. We have
a fairly large test ongoing. And ultimately, our job is to convince insurance companies, health systems, providers and everybody that our platform
ultimately reduces the cost of health care in the U.S. compared to other alternative products. And we think the product is unique because of our
ability to marshal a trusted agnostic brand locations, and what we think is a team that we've assembled that actually knows what needs to get
done and is moving at pace. Now time will tell. There's a lot of people doing the same thing. We believe that it is -- to answer your ultimate question
is the consumer is at the center or the patient. And if you get that wrong, none of your products are going to work.

Lisa Christine Gill - JPMorgan Chase & Co, Research Division - MD, Head of U.S. Healthcare Technology & Distribution Equity Research and Senior
Research Analyst

So I understand this correctly. It's your belief that you're going to build out this platform, a consumer will like that platform. And from there, you'll
continue to build health plan relationships. So almost like a push relationship versus a pull relationship where a health plan forces me to use a
platform or what are the 4 platforms that you had previously talked about. Is that the right way to think about that?

James Kehoe - Walgreens Boots Alliance, Inc. - Executive VP & Global CFO

I think it's a combination of both. There's going to be a push and a pull. People will get attracted as you build a network effect. But health care in
the U.S. is incredibly local. And I think many -- much of the initial work over a 12- to 18-month period will be local health care systems, local insurance
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companies, working with them to solve their particular issue. And then building up what you like, a reputation and a network effect that people
see the value in the product over time.

So I don't think you can go out with a big bang and say, "Hey, we're going to do this across the U.S." You got to prove it across patient populations,
probably starting with a fairly small patient population and then getting more and more wins over time until you build up to a sufficiently attractive
population that you get the benefit of a network effect for people who are going to be on the platform.

Lisa Christine Gill - JPMorgan Chase & Co, Research Division - MD, Head of U.S. Healthcare Technology & Distribution Equity Research and Senior
Research Analyst

Yes. I would totally agree with that. I think that's a mistake a lot of companies make, is that they don't always appreciate you can think globally or
nationally, but everything happens in a specific local market.

We're out of time here, but you know I always like to end this session with what to expect over the next 12 months. I'm hopeful that you'll have a
new CEO in place. Well, we're sad to see Stefano retire and move to the new Chairman role. But can you talk about -- when we sit here in 2022,
what would be the top 3 things you hope to achieve, Alex, over the next 12 months?

Alexander W. Gourlay - Walgreens Boots Alliance, Inc. - Co-COO

Yes. Well, I think #1 for sure is the omnichannel engagement. So growing the customer base on our digital assets, in particular, but also seeing a
return of footfall -- sort of physical assets because the pandemic has created a footfall decline in a temporary way for sure for many retailers.
Obviously, some have benefited, but a lot of retailers have not.

Secondly, I think clarity of the vision of where we're taking the business to, it gets really understood. Because, again, I think we've had a lot of
feedback that this will find the way. How are you exciting? How are you doing about it better? And I think you saw today, we are doing real scale
changes in our current model, and we're building new profit streams on top of it. So that's a second thing.

And I think the third thing, many of us, is we want to get back to business as normal. We want to be able to actually organize our work like we did
with all the things we've learned together and get back to maybe San Francisco, Lisa, and to have a really face-to-face meeting with people.

Lisa Christine Gill - JPMorgan Chase & Co, Research Division - MD, Head of U.S. Healthcare Technology & Distribution Equity Research and Senior
Research Analyst

I would agree with that, and I'm looking forward to that, hopefully, in 2022. Thanks, again, for your time. Thank you, everyone, for tuning in. If you
have questions, by all means, please reach out to me and my team or to Gerald and Jay on the WBA team. Thanks, guys. I appreciate it.

James Kehoe - Walgreens Boots Alliance, Inc. - Executive VP & Global CFO

Thank you.

Alexander W. Gourlay - Walgreens Boots Alliance, Inc. - Co-COO

Thank you.
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