
Quality, Affordable Healthcare Products

Goldman Sachs Healthcare Conference
Los Angeles, CA

June 15, 2010



Quality, Affordable Healthcare Products2

Forward Looking Statements

Certain statements in this presentation are forward-looking statements within the meaning of Section

21E of the Securities Exchange Act of 1934, as amended, and are subject to the safe harbor created

thereby. These statements relate to future events or the Companyôsfuture financial performance and

involve known and unknown risks, uncertainties and other factors that may cause the actual results,

levels of activity, performance or achievements of the Company or its industry to be materially different

from those expressed or implied by any forward-looking statements. In some cases, forward-looking

statements can be identified by terminology such as ñmay,òñwill,òñcould,òñwould,òñshould,òñexpect,ò

ñplan,òñanticipate,òñintend,òñbelieve,òñestimate,òñpredict,òñpotentialòor other comparable terminology.

The Company has based these forward-looking statements on its current expectations, assumptions,

estimates and projections. While the Company believes these expectations, assumptions, estimates and

projections are reasonable, such forward-looking statements are only predictions and involve known and

unknown risks and uncertainties, many of which are beyond the Companyôscontrol. These and other

important factors, including those discussed under ñRiskFactorsòin the CompanyôsForm 10-K for the

year ended June 27, 2009, as well as the Companyôssubsequent filings with the Securities and

Exchange Commission, may cause actual results, performance or achievements to differ materially from

those expressed or implied by these forward-looking statements. The forward-looking statements in this

presentation are made only as of the date hereof, and unless otherwise required by applicable securities

laws, the Company disclaims any intention or obligation to update or revise any forward-looking

statements, whether as a result of new information, future events or otherwise.
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ÅTop line growth fueled by 
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inorganic activities

ÅFYô10 expected revenue 
growth of 12%-13%
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+10%

ÅGenerated $258 million in 
cash from operations 
during FYô09; FYô10 
forecasted to be $270-
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Adjusted 4 Year Net Income CAGR = 30%*

*Includes discontinued operations. Reconciliation to GAAP results provided at www.perrigo.com/investor.

Perrigo Financial Performance - From Continuing Operations
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http://www.perrigo.com/investor
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Fiscal Year 2009 Revenues >$2 Billion

Revenue Contribution by Segment
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Revenue by Country
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Multi-Business Portfolio
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Broad Manufacturing Scale

235 Million Units

10 Million Units

80 Million Units

10 Million Units

4 Billion Tablets

39 Billion Tablets

Solid dose Liquids Semi-SolidsFacilities

11 Plants

2 Plants

4 Plants

North

America

Europe

Middle/

Far East

API

3.6 tons

44 Billion Tablets 245 Million Units 155 Million Units 3.6 tons

65 Million Units

Total:

1 Billion Tablets
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Consumer Healthcare
Global Sales of over $1.6 Billion and over 9,400 SKUôs
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QUARTERLY PERFORMANCERevenue
($ Mill) ÅLeader Rx to OTC switches

Å15 ANDAôs in pipeline

ÅPolyethylene Glycol

ÅMiconazole ïawaiting 

approval

ÅRecent acquisitions of 

Orion Laboratories and 

PBM Holdings

ÅFurther international 

expansion being explored

KEY GROWTH DRIVERS
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Averaged one 

percentage point market 

share increase per year

2008 Total OTC Sales Value at Retail ~ $23 Billion

Source: IRI and Perrigo Company Estimates
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Consumer Healthcare Market & Share Growth
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Å Headquartered in Gordonsville, Virginia with manufacturing operations in Vermont and Ohio

Å #1 provider of retailer-branded infant formula in the U.S.

Å One of only four manufacturers with active FDA approvals for infant formula products 

PBM Acquisition

8

Source: Euromonitor

Source: Euromonitor
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Pediatric nutrition sales are expected 

to grow at a CAGR of 9% through 

2012

Childrenôs nutritionInfant nutrition

Global pediatric nutrition industry sales ($bn)

http://www.parentschoiceformula.com/added-rice-baby-formula.aspx
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The Magic of Store BrandséEven More Magical 
Given Our Newer OTC Productsé

$57.27 Cost $23.50

$71.59 Retail Price $52.99

$14.32 $ Profit $29.49

20% % Profit 56%

Consumer Savings 26%

Big Dollar Profit for Retailers 
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Store Brands Drive Retailer Profit
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Perrigo has saved consumers >$10 billion 

during the last 15 years
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Magic of Store Brands

$0

$200

$400

$600

$800

$1,000

$1,200

$1,400

$1,600

1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009

Savings to the Consumer



Quality, Affordable Healthcare Products12

Store Brand Acceptance

Source: ñStore Brands and the Recession: What Happens When the Recovery Kicks In?ò, PLMA Summer 2009

Shoppers Who Will 
Keep Buying Store 

Brands
91%

All Other Shoppers
9%

What Shoppers Will Do When the Recession Ends
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New Products Drive Growth


