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NON-DURABLE

Many of Miami-Luken 
Inc.’s competitors are not 
able to compete on a national 

level and stay close to their customers, 
but the Springboro, Ohio-based compa-
ny manages to do both, Vice President of 
Sales and Marketing Todd Hawkins says. 
That way, “We’re able to react quickly to 
[customers’ needs],” he states.
 For instance, when customers call 
Miami-Luken’s offices, they are imme-
diately connected to a person and not 

an automated system. “They’re going 
to deal with your problem,” Hawkins 
says. “We make sure our customers get 
what they need.”
 Miami-Luken provides wholesale 
services to independent pharmacies 
with an extensive inventory of branded 
pharmaceuticals and generics, as well as 
over-the-counter items and private-la-
bel products. Founder Robert Mastan-
drea started the company in 1962.
 Today, Miami-Luken serves custom-

ers in Ohio, Indiana, Kentucky, Tennes-
see, West Virginia, western Pennsyl-
vania and southern Michigan. “We’ve 
got about 500 employees throughout 
the entire organization,” Hawkins says, 
noting that its clients also include hos-
pitals and physicians’ offices.
 In addition to serving pharmacies, 
Miami-Luken’s wholly owned subsidi-
ary REM Corp. operates pharmacies in 
Ohio and Indiana. “Most of them are in 
very rural [locations],” he says.

MIAMI-LUKEN INC.

Game Changer
Miami-Luken is planning to change its market through its partnership with 

Asteres Inc., as well as to grow its reach and effi ciency. BY ALAN DORICH

www.miamiluken.com / 2013 sales: $200 million / Headquarters: Springboro, Ohio / Employees: 500 / Specialty: Wholesale pharmaceutical services 

/ Todd Hawkins, vice president of sales and marketing: “We make sure our customers get what they need.”  

Miami-Luken serves customers in seven 
states and employs 500 workers.
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THE RIGHT APPROACH
Hawkins joined Miami-Luken two years ago after working 
for Standard Register, a Dayton, Ohio-based company that 
manages the workflow of information to hospitals. Although 
Miami-Luken’s business was different, “I was very familiar 
with the industry,” he says.
 “It’s been fun,” Hawkins continues, noting that he has 
helped people look at things differently at the company. “To 
me, that’s what is exciting – changing how we do business. 
 “When I started, we had four sales reps, and now we have 
nine,” he says. “The company had been kind of stagnant, and 
we’ve grown [it] quite a bit.” 
 During Hawkins’ tenure, Miami-Luken also has strived to 
be innovative, instead of following the traditional role of a 
wholesaler. “As we sell into these independent pharmacies 
and hospitals, the questions are not can we save you a penny, 
but how can we grow your business,” he says. 
 Additionally, “Customers aren’t used to wholesalers ask-
ing these questions,” Hawkins says. “That’s been a good ap-
proach for us.”

A VIABLE SOLUTION
Miami-Luken’s current business strategy includes creating 
services that meet the unique needs of customers, Hawkins 
says. That has led it to form a three-year partnership with 
Asteres Inc., a San Diego-based firm that provides business 
and technology products for retail, hospital, work site and 
military locations.
 Miami-Luken will provide Asteres’ premier kiosk, Script-
Center, to hospitals. Hospital employees can pick up their 
prescriptions and retail items at the kiosks when pharma-
cies are closed. 
 Hawkins explains that Miami-Luken first encountered 
the ScriptCenter more than a year ago at a hospital in north-
west Ohio. Its employees were using the kiosk because their 
work schedules did not allow them time to visit pharmacies. 
“[We] really saw it as an interesting solution to offer our 
customers,” he says.
 After determining there was a need for the kiosk in the 
medical community in Dayton, Ohio, Miami-Luken pursued 
it. “It allows us to go into the acute care market [with] a vi-
able solution,” he says. “We have [exclusivity] in our sev-
en-state area to sell the product.”

HELPING OUT
Hawkins sees a strong future for Miami-Luken with the As-
teres’ ScriptCenter kiosk. “That’s going to be a game-chang-
er for the marketplace,” he predicts. “We’ve only hit the tip 
of the iceberg.”
 He also wants to grow Miami-Luken to other states and 

make its supply chain more efficient. “[We want to] make 
sure they get their scripts at the right time,” he says. “That’s 
where we’re focused. 
 “We’re carving out a niche and being more of a solutions 
provider because [clients] need help with their business 
to really stay viable in the marketplace,” he says. “We can 
help with that.” 

MIAMI-LUKEN INC.

Miami-Luken’s current business strategy includes creating 
services that meet the unique needs of customers.
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