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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 C o mp a nfutudesfinancial 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 i ma yi,wo i ¢ 9 Wil wWilq WhH d h 0 Wilek,pee c
Apl @m@nad i ciiipnatt &eb do] Ofieevset,ioma t e digpott ,e or btheadoraparable 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 Co mp a ncgnéad. These and other
important factors, including those discussed under i Ri S&kc t ovthe € o mp a nFgrid 40-K for the
year ended June 27, 2009, as well as the Co mp a nsub@egjuent 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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Perrigo Financial Performance - From Continuing Operations

$2,400 A Top line growth fueled by
both organic and
$2,000 - Inorganic activities
5 5| 10AFYO6 10 expect ec
= $1,600 1 growth of 12%-13%
[m)
£ +10%
$800 - A Generated $258 million in
cash from operations
$400 - during FYO0O09,;
forecasted to be $270-
$0 $300 million

2005 2006 2007 2008 2009 2010 YTD

Adjusted 4 Year Net Income CAGR = 30%*

*Includes discontinued operations. Reconciliation to GAAP results provided at www.perrigo.com/investor. @m
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Multi-Business Portfolio

Revenue Contribution by Segment Revenue by Country

3%

7% 9%

-82%

B Consumer Healthcare D Rx OAPI B PDI B US Olsrael OUK @ Mexico @ ROW

Fiscal Year 2009 Revenues >$2 Billion
NPERRIGD
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Broad Manufacturing Scale

Facilities Solid dose Liquids Semi-Solids API
11 Plants b
North 39 Billion Tablets 235 Million Units 80 Million Units
America )
. /\/ 'V é ¢ :
W g
= ’\ ) \ \L.
2 Plants s \l N,
Elligee 4 Billion Tablets T 65 Million Units
J,
4 Plants
Middle/ .- . - .
1 Billion Tablets 10 Million Units 10 Million Units 3.6 tons
Far East
Total: 44 Billion Tablets 245 Million Units 155 Million Units 3.6 tons
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Consumer Healthcare

Gl obal Sales of over $1.6 Billion and
Revenue  OUARTERLY PERFORMANCE KEY GROWTH DRIVERS
S Mil) A Leader Rx to OTC switches
3500 1 A1I5ANDAGS in pip
$450 A
5400 - Polyethylene Glycol
$350 - A Miconazole i awaiting
$300 - oo | approval
$250 7 o |A Recent acquisitions of
$200 111 Fro | Orion Laboratories and
$150 1 PBM Holdings
$100 1T . .

_ A Further international
$50 T . .
) expansion being explored
O .
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Consumer Healthcare Market & Share Growth

2009
1990
Averaged one
percentage point market
share increase per year

B National Brand O Store Brand B National Brand O Store Brand

2008 Total OTC Sales Value at Retail ~ $23 Billion
Source: IRl and Perrigo Company Estimates @M[M
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PBM Acquisition

A Headquartered in Gordonsville, Virginia with manufacturing operations in Vermont and Ohio

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

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

Global pediatric nutrition industry sales ($bn)
Pediatric nutrition sales are expected “Chil dr ends n dtinfanttnutetion
to grow at a CAGR of 9% through
2012 o
E)= 8.5%
= (2007—2012%)
CAG $28.1

2003 2004 2005 2006 2007 2008E 2009E 2010E  2011E 2012E
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http://www.parentschoiceformula.com/added-rice-baby-formula.aspx

E Nicorette
.'> 0@'
u 52y
$71.59 Retail Price
$14.32 $ Profit
20% % Profit

Consumer Savings

Big Dollar Profit for Retailers
ZBPERAIGD
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Store Brands Drive Retailer Profit

Contri buti on of Store Brand t
O Sales ($) B Vol (Units) B Profit ($)

o

Percent

Analgesics Cough/Cold Vitamins Smoking

Cessation
) ZBPERRIGO
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Magic of Store Brands

Perrigo has saved consumers >$10 billion
during the last 15 years

Savings to the Consumer

$1,600 -
$1,400 A
$1,200 -
$1,000 -
$800 A
$600 A
$400
$200 T
$0 -

in USD millions

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

What Shoppers Will Do When the Recession Ends

Shoppers Who Will
Keep Buying Store
Brands
91%

All Other Shoppers
9%

PERRIGO
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New Products Drive Growth

: .
, Treals Frogquen —
”ﬁ,’{, voare ~  CENTURY

Brand
O UMR B R AND

Omeprazole

delayed release lablets 20mq
acid reducer

-
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Glucosa
Chondro n

C OMPE FX
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Cocnplete ‘
u1 Reducer r:‘,’\l__(;_).,',.{r"\nf_!v'f
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CHGARTTTY WITHIN
) AMINTTES o8
WWAKING Ly

1) BalThi™ wmamen & 34|
4 mg each
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Omeprazole: How to Successfully Gain Share
Against an Established Brand

Background i

APrilosec OTC® was an established brand selling $750M
annually
I 2003: Goes over the counter, with marketing by Procter & Gamble
I 2004: #1 OTC Heartburn Medicine
I 2005: #1 Recommended doctor recommended acid reducer

I 2006: #1 Recommended OTC by pharmacist recommended heartburn
medicine

Frllosec
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Perrigo Omeprazole: A >$325M Retail Brand

Perrigo Store Brand Omeprazole Volume Share - FDMx
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Source: IRl 4 Week Data Ending 4/11/10; FDM @Wm
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Power of Perrigod The Cetirizine Launch

On-shelf
Bonus & Economy signage  \\/ith over 7 OTC approvals,
Perrigo has 80% Store
Brand Market Share

Sizes Pharmacy
Introduction Kits

Brand Promotion Drives
Store Brand Awareness

Print Ads

[ Perrigo @ Other
Off-shelf

Displays
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