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Forward Looking Statements

Certain statements in this presentation are “forward-looking statements.” These statements relate to future events or the Company’s future 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 “may,” “will,” “could,” “would,” “should,” “expect,” “forecast,” “plan,” “anticipate,” “intend,” “believe,” “estimate,” “predict,” “potential” or the negative of those terms or 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 Company’s control, including: the timing, amount and cost of any share repurchases; future impairment charges; the
success of management transition; customer acceptance of new products; competition from other industry participants, some of whom have greater marketing resources or
larger market shares in certain product categories than the Company does; pricing pressures from customers and consumers; resolution of uncertain tax positions, including
the Company’s appeal of the Notice of Assessment (the “NoA”) issued by the Irish tax authority and the Notice of Proposed Assessment (“NOPA”) issued by the U.S. Internal
Revenue Service and the impact that an adverse result in such proceedings would have on operating results, cash flows, and liquidity; potential third-party claims and
litigation, including litigation relating to the Company’s restatement of previously-filed financial information and litigation relating to uncertain tax positions, including the NoA
and the NOPA; potential impacts of ongoing or future government investigations and regulatory initiatives; the impact of tax reform legislation and healthcare policy; general
economic conditions; fluctuations in currency exchange rates and interest rates; the consummation of announced acquisitions or dispositions and the success of such
transactions, and the Company’s ability to realize the desired benefits thereof; and the Company’s ability to execute and achieve the desired benefits of announced cost-
reduction efforts and strategic and other initiatives. Statements regarding the separation of the RX business, including the expected benefits, anticipated timing, form of any
such separation and whether the separation ultimately occurs, are all subject to various risks and uncertainties, including future financial and operating results, our ability to
separate the business, the effect of existing interdependencies with our manufacturing and shared service operations, and the tax consequences of the planned separation to
the Company or its shareholders. Furthermore, the Company may incur additional tax liabilities in respect of 2016 and prior years or be found to have breached certain
provisions of Irish company law in connection with the Company’s restatement of previously-filed financial statements, which may result in additional expenses and penalties.
These and other important factors, including those discussed under “Risk Factors” in the Company’s Form 10-K for the year ended December 31, 2018, as well as the
Company’s subsequent filings with the United States 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.

Non-GAAP Measures: This presentation contains Non-GAAP measures. The reconciliation of those measures to the most comparable GAAP measures are included at the
end of this presentation. A copy of this presentation, including the reconciliations, is available on the Company’s website at www.perrigo.com.
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The Perrigo Company today

Revenue Adjusted 
Operating Income

$4.7B $897M

Note: 2018 financials4 (1) See attached Appendix for reconciliation of adjusted (non-GAAP) to reported (GAAP) financial measures
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A company that originated the OTC category

Founded by Luther 
Perrigo to package 

and distribute 
patented 

medicines and 
household goods 

Introduction of
“private label”

Company focus shifts to 
healthcare products 

Liquid bright-stock
manufacturing begins 

Rx-to-OTC business begins 
with generic ibuprofen 

approval 

1887 1921 1940 1980 1984 1997 2004 2015

Omega 
acquisition

Quifa marks the beginning of 
global acquisitions, which 

continue into the 2000s

Rx business 
established
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The Perrigo FormulaSuperior manufacturing 
and scale

Rx-to-OTC switchesValue-seeking consumers

And capitalized on multiple factors that helped the company grow  

Ex
te

rn
al

In
te

rn
al

Aging population

Great talent base with a 
high-level of continuity

Excellent customer 
service

Percentage of US population 
over age 65

~35 market switches 
since 2000

First to market

Commitment to delivering 
quality products and services

Store brand OTC penetration

Maintained consistent 
and high service levels

5-10x SKU count vs.
National Brands

Note: Margin to Perrigo reflects FY2018 Adjusted Gross Margin; (1) CSCA specific adjusted margin; See attached Appendix for reconciliation of adjusted (non-GAAP) to reported (GAAP) financial measures
Source: IRI Private Label Trends Report Q3 2018; US Census Bureau; UBS Q-Series Global Consumer Report July 11 2017; The Nielsen Company

Growing category

~30% discount to NB at retail

Retailer margin higher than 
NB ($ and %)

~35% adjusted
margin to Perrigo(1)

OTC category sales 
growth from 1992 - 2017

1990
10%

2016
33%

1950
8%

2016
15% 3x
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And grow we did for many years

$5B

$750M

Source: Capital IQ 
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The market rewarded our growth 

Note: Forward P/E ratio represents the ratio of share price to analyst consensus on estimated next twelve month EPS at such time and is not based on Perrigo results, either historical or prospective
Source: Capital IQ

‘15

Perrigo

S&P
Pharma

S&P
Consumer

‘01 ‘02 ‘03 ‘04 ‘05 ‘06 ‘07 ‘08 ‘09 ‘10 ‘11 ‘12 ‘13 ‘14

Perrigo 
Forward 
P / E 

23.6x 17.6x 18.2x 20.6x 16.9x 18.8x 20.1x 18.6x 14.5x 18.7x 19.7x 20.1x 19.5x 21.3x 22.0x

22.5x
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But since 2015, we have not grown

Note: Revenue, CAGRs reflect constant currency and exclude exited businesses (VMS, API and certain CSCI distribution); 2015 includes annualized impact of Omega and other product acquisitions
See attached Appendix for reconciliation of adjusted (non-GAAP) to reported (GAAP) financial measures; Forward P/E ratio represents the ratio of share price to analyst consensus on estimated next twelve month EPS
at such time and is not based on Perrigo results, either historical or prospective
Source: Forward P/E-Capital IQ (figures before 2017 include Tysabri®); Perrigo Internal Data

Forward P / E 22.0x 12.7x 15.2x 14.8x
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And the stock has suffered

$145
2015

$87
2017

$83
2016

Note: Share price numbers displayed on graph shown reflect year end close of respective year, figures before 2017 include Tysabri®
Forward P/E ratio represents the ratio of share price to analyst consensus on estimated next twelve month EPS at such time and is not based on Perrigo results, either historical or prospective
Source: Capital IQ; FactSet

$49
Today

Forward P / E 22.0x 12.7x 15.2x 11.5x
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While above our internal plan and consensus, our Q1 results 
continue to reflect a challenged business

Net Sales $1,174M (-1%*)

Adjusted 
Operating 

Income
$203M (-17%*)

Adjusted 
Diluted 

EPS
$1.07

Consolidated Q1 Results

Consensus
EPS $0.93

Q1 Business Segment Results 

CSCA
• Net Sales: $582M (-3%*)

• Adj OI: $106M (-21%*)

CSCI
• Net Sales: $351M (+2%*)

• Adj OI: $54M (-8%*)

Rx 
• Net Sales: $242M (+2%*)

• Adj OI: $82M (-3%*)

Note: Constant Currency Growth Metrics; *Compared to one year ago (Q1 2018); See attached Appendix for reconciliation of adjusted (non-GAAP) to reported (GAAP) financial measures
Source: FactSet; Perrigo data; Internal estimates
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But today we change that and begin the Perrigo Transformation to 
a consumer self-care company

Reconfigure the  
portfolio

Reconfigure the  
portfolio

Achieve base planAchieve base plan

Invest in repeatable 
growth platforms

Invest in repeatable 
growth platforms

Fund growth 
sustainably

Fund growth 
sustainably

Drive organization 
effectiveness and build 

capabilities

Drive organization 
effectiveness and build 

capabilities

Deliver consistent and 
sustainable results

Deliver consistent and 
sustainable results

Capital allocationCapital allocation

1

2

3

45

6

7

To make lives better by 
bringing Quality, Affordable 
Self-Care Products™ that 

consumers trust 
everywhere they are sold
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Our starting point is a 2019 projection for total Perrigo as it exists 
today

2018 Adjusted Diluted EPS(1) $4.55

Business performance (0.13)-0.17

Consumer Transformation Investments (0.29)

Rx Pipeline Investments (0.05)

Foreign Exchange (0.06)

Tax Rate Change (18 to 22.5%) (0.20)

Compensation plans back to 100% (0.17)

2018 Share buyback impact 0.06

Animal Health moved to ‘Held for Sale’ (0.06)

2019 Adjusted Diluted EPS Guidance $3.65-3.95

(1) See attached Appendix for reconciliation of adjusted (non-GAAP) to reported (GAAP) financial measures
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There is potential upside to our 2019 Adjusted Diluted EPS 
guidance

Upside factor 2019 Potential Impact

Generic ProAir® Approval 
(not in current guidance) + 0 - 20 cents (+10 cents per quarter)

Incremental Cost Savings Initiative + 0 - 5 cents

Accretion for Ranir Acquisition + 10 cents (assuming close during Q3)

Total + 10 - 35 cents
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2019 guidance does not include the impact of net dilution from 
exiting Rx

Rx Business Divestiture Process Update

• We are currently in the process of divesting our Rx business and are in active discussions with 
interested parties

• Net dilution from sale (estimated): $1.05-$1.15

• Net dilution from spin (estimated): $1.40-$1.50, which does 
not include the benefit to shareholders of equity in Spin Co

• Targeting late 2019 or 2020, depending on transaction

• If spin, we will provide a more detailed Rx strategic plan 
plus equity distribution
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Separation enables long-term value creation for shareholders

Strong ability to win in respective categories: 

Greater emphasis on consumer marketing and innovation for
Consumer

Science and Regulatory emphasis for Rx

Stronger customer execution

Increased investment in relevant capabilities

More focused organizations

Even though Rx is performing well again, we remain committed to the 
separation to enable improved focus for both our Consumer and Rx businesses
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Pivot to a consumer focused company designed to unlock 
significant value 

Source: FactSet as of May 2, 2019
Forward P/E ratio represents the ratio of share price to analyst consensus on estimated next twelve month EPS as of May 2, 2019 and is not based on Perrigo results, either historical or prospective
(1) Peers include Amneal, Endo, Mylan, and Teva
(2) Reflects Perrigo WholeCo
(3) Peers include Beiersdorf, Church & Dwight, The Clorox Company, Colgate-Palmolive, Edgewell, Helen of Troy, Kimberly-Clark, 

Prestige Consumer Healthcare, Procter & Gamble, Reckitt Benckiser, B&G Foods, Lancaster Colony Corporation, TreeHouse Foods

(1)

today

Peer multiples
Forward P / E

(2) (3)
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As announced, we are also selling our Animal Health business as 
this does not fit our self-care vision

Transaction 
Terms

Financial 
Impact

Reporting

• $185M transaction value

• Net cash proceeds of $185M to help fund 
Ranir acquisition 

• Animal Health business will be reported as 
Held for Sale starting in Q2 2019

Animal Health Business Divestiture Details
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National
brand ~34%

Store brand
~66%

International
38%

Americas
62%

After portfolio reconfiguration, Perrigo will be a $3.7B global consumer 
company with the opportunity for significant growth and value creation 

Americas: $2.3B
International: $1.4B

Store-Brand: $2.5B
National Brand: $1.2B

Perrigo Adjusted Revenue: $3.7B Perrigo Adjusted Revenue: $3.7B

Note: Excludes Held for Sale business and announced Ranir acquisition; See attached Appendix for reconciliation of adjusted (non-GAAP) to reported (GAAP) financial measures
Source: Perrigo Internal Data
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Leadership in 
key categories

Strong operating 
cash flow30+ countries

The New Perrigo is being built on a financially and operationally 
strong foundation

Trusted 
manufacturing 

and reliable 
supply chain

Global
reach

Market
strength

Financial
strength

Operational
strength
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$3.7B $578M

The New Perrigo consumer company

21 Note: 2018 financials, Adjusted Revenue and Operating Income exclude Held for Sale businesses and announced Ranir 
acquisition; See attached Appendix for reconciliation of adjusted (non-GAAP) to reported (GAAP) financial measures

Adjusted 
Revenue

Adjusted 
Operating Income
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Becoming a high-performing consumer company (3/5/7) is key to 
unlocking value

Perrigo Historical(1)

(2015-2018)
CPG Peer Guidance Avg.

(2019E-2021E)
Consumer adjusted revenue 
growth 0% 3%
Consumer adjusted operating
income growth -2% 5%

Adjusted EPS growth -7% 7%

Gross Leverage (2018) 3.3x 2.5x

Forward P / E* 11.5x 21.1x

Source: *FactSet as of May 2, 2019 and Perrigo internal figures, rounded
Note: 0% revenue growth reflects constant currency and exclude exited businesses (VMS, API and certain CSCI distribution); 2015 includes annualized impact of Omega and other product acquisitions
CPG peers include Beiersdorf, Church & Dwight, The Clorox Company, Colgate-Palmolive, Edgewell, Helen of Troy, Kimberly-Clark, Prestige Consumer Healthcare, Procter & Gamble, Reckitt Benckiser, B&G Foods, Lancaster Colony 
Corporation, TreeHouse Foods; Forward P/E ratio represents the ratio of share price to analyst consensus on estimated next twelve month EPS as of May 2, 2019 and is not based on Perrigo results, either historical or prospective
(1) See attached Appendix for reconciliation of adjusted (non-GAAP) to reported (GAAP) financial measures
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CSCA is majority 
of adjusted 

operating income

Improving Perrigo’s Consumer Americas business is job #1

Revenue growth 
has slowed

And adjusted 
gross margin 
has declined

70% 
(2018)

0%
(’15 – ’18 CAGR)

-160 bps
(’15 – ’18)

23
Note: Adjusted Operating Income excludes Corporate Unallocated costs; See attached Appendix for reconciliation of adjusted (non-GAAP) to reported (GAAP) financial measures
0% revenue growth reflects constant currency and exclude exited businesses (VMS, API and certain CSCI distribution); 2015 includes annualized impact of Omega and other product acquisitions
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From 2009 to 2015, Perrigo Consumer Americas grew from three 
key sources, offsetting headwinds in the base business 

Rx-to-OTC Switches Base Business

2009 – 2015 Consumer Americas adjusted revenue growth: ~$940M (9% CAGR) 

9%

$90M

Acquisitions

63%

$590M

42%

$395M

Innovation

-14%

-$135M

We had The Perrigo Advantage!
Note: The trademarks, trade names, trade dress, product names, and/or logos associated with the products pictured on this slide are the property of their respective owners.
Excludes VMS business; See attached Appendix for reconciliation of adjusted (non-GAAP) to reported (GAAP) financial measures
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Perrigo 
store-brand 

market 
share

This led to market leadership in our key categories

65%

Cough, Cold

40%

70%

90%

Infant Formula

90%

Gastrointestinal

Analgesics Smoking Cessation

Source: IRI MULO 2018 25
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But since 2015, revenues have been flat as bolt-ons slowed and 
innovation has not offset leakage in the base business

Rx-to-OTC Switches Base Business

2015 – 2018 Consumer Americas adjusted revenue growth: ~$20M (0% CAGR)

Acquisitions Innovation

Continued headwinds

$105M$30M $55M -$170M

Reduction in medium-large 
acquisitions

Three outsized switches (Flonase, 
Nasacort, Nexium) account for 95% Reduced output for R&D spend 

Driving revenue growth is key to recapturing The Perrigo Advantage

Note: The trademarks, trade names, trade dress, product names, and/or logos associated with the products pictured on this slide are the property of their respective owners.
Excludes VMS business; See attached Appendix for reconciliation of adjusted (non-GAAP) to reported (GAAP) financial measures
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Despite the fact that the categories we compete in are still 
growing and on trend

Note: 2018 CSCA sales
Source: IRI MULO POS data (OTC - custom categories)
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OTC would be the largest category and store brand category overall if 
included in Goldman Sachs’ recent Brand Disruption report

Category ’18 POS Sales ($B) SB share ’18 SB POS Sales ($B)

OTC 26.0 29% 7.6
Cheese 18.7 39% 7.3
Meat and Seafood Frozen 11.3 40% 4.5
Frozen Vegetables 10.2 37% 3.8
Vitamins and Supplements 8.5 27% 2.3
Bath Tissue 8.8 24% 2.1
Dog Food (incl. treats) 10.3 15% 1.5
Cookies 8.1 17% 1.4
Juices and Drink - Shelf Stable 8 14% 1.1
Dog Food 7.1 13% 0.9
Oral Hygiene 8.7 8% 0.7
RTE Cereal 8.3 7% 0.6
Potato Chip 7.9 7% 0.6
Yogurt 7.3 9% 0.6
Dinner and Entree Frozen 8.7 6% 0.5
Confection 6.7 5% 0.4
Crackers 6.3 7% 0.4
Chocolate 13.8 2% 0.2
Liquid laundry 8.1 2% 0.1

Source: IRI MULO POS data (OTC – selected categories); Brand Disruptions Next Phase – The Goldman Sachs Group, Inc.

Goldman Sachs – Brand Disruption Report (April 2019)

29%

Store brand share of 
OTC MULO POS Sales

(2018)

2.7%
Store brand OTC POS 

MULO Growth 

CAGR (’15 – ’18)
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Conversely, Perrigo Consumer International is performing better 
than most analysts realize

Cough/Cold/
Allergy Lifestyle Personal Care & 

Dermatology 
Vitamins, Minerals, 

& Dietary 
Supplements 

Anti-Parasite

Key 
Brands 

CSCI: $1.35B portfolio
Note: The trademarks, trade names, trade dress, product names, and/or logos associated with the products pictured on this slide are the property of their respective owners.
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International is poised for growth like the Americas; unlocking 
bigger opportunities is key

Cash out as a 
percent of total (%) 22 10 4

# SKUs 15,000 10,000 5,000

# Countries       
(excl. export) 32 32 28

# Employees (CSCI) 3,873 3,559 3,506

Core revenue 
growth NA -0.2% +2.5%

Adj. Operating 
margin (CSCI) 11.6% 15.3% 16.3%

Revenue from new 
products 4.8% 5.5% 6.2%

1Excludes Non-branded/Other net sales in the International Segment representing ~15% of the total net sales ; *Core excludes pruned products; See attached Appendix for reconciliation of adjusted (non-
GAAP) to reported (GAAP) financial measures
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Takeaways

1

3

4

Perrigo is exiting Rx and Animal Health to become a consumer focused 
self-care company; separation enables focus and value creation from both

To unlock superior shareholder value, New Perrigo must perform like a 
high-performing CPG company (3/5/7)

To do this, our first priority will be fixing the Consumer Americas 
business

2 The New Perrigo will be a $3.7B(1) global consumer company –
building on our U.S. store brand core

Note: Excludes Held for Sale businesses and announced Ranir acquisition
(1) See attached Appendix for reconciliation of adjusted (non-GAAP) to reported (GAAP) financial measures
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Agenda
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Invest in Repeatable Growth Platforms – Innovation Jim Dillard
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Summary Murray Kessler
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32
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Our new self-care vision is designed to open up significant growth 
for Perrigo globally 

33
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How our vision impacts our strategy

To make lives better • Social impact – gives our employees purpose and pride

By bringing • Emphasis on superior supply chain performance

Quality, affordable • Links us to our heritage and recognizes we are the value leader

Self-care • Gives us freedom to pursue big close-in adjacencies 

Products • Defines us as a consumer products company, not a services company

That consumers trust • Places a huge responsibility on us to deliver safe, effective, and socially 
responsible products

Everywhere they are sold • Plays to the expanding global nature of the company and challenges us 
to capitalize on new and expanding channels
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Why self-care?  

A confluence of factors is driving the trend towards self-care

Rise of Millennials and empowered consumers focused on wellness

New technologies and changing retail dynamics

Rising healthcare costs

Perrigo is a self-care company
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How we define 
self-care

Actions that individuals take to promote their health 
and wellness to:

–Prevent or treat acute or chronic conditions that can be 
self-monitored and managed without the need for direct 
physician oversight

–Utilize products providing therapeutic benefits

–Actively pursue a lifestyle that allows individuals to stay 
free of disease

–Empower themselves to proactively direct their own care

36
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Consumers are seeking to improve their lifestyle through self-care

Consumers want to be 
active in their own care…

88%

of individuals see self-care as 
an important part of their lives

… and direct their own 
treatment

of Millennials make every effort 
to avoid visiting the doctor

And this behavior is 
increasing

Across a spectrum of use 
cases

47%
Chronic/self-managed 
ailments

Minor ailments

Long-term conditions

Acute conditions

33%
of consumers 
have increased 
self-care 
behavior in the 
last year

+250%

increase in 
Google 
searches for the 
term “self-care” 
in the past 8 
years

Apple’s App 
Store named 
self-care the 
breakout trend 
for 2018

Source: Self-care Roadmap Global Market Development 
Center

Source: IRI, Taking Charge: Consumers Grabbing Hold 
of Their Health and Wellness Drives $450-Billion 
Opportunity, November 2018; Google search history

Source: Self-care Roadmap Global Market Development 
Center

Source: IRI, Taking Charge: Consumers Grabbing Hold 
of Their Health and Wellness Drives $450-Billion 
Opportunity, November 2018 

Note: The trademarks, trade names, trade dress, product names, and/or logos associated with the products pictured on this slide are the property of their respective owners.
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…supported by premium & bespoke products 
(especially in VMS and sports nutrition)…

Millennials are changing self-care expectations

Consumer preferences as a whole are changing to reflect Millennial priorities

Source: IRI Self-Care POV (Nov 2018); Nutraingredients-USA.com

A greater focus on health & fitness…

…at the best value (not just the lowest price) 

…with natural active ingredients…
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And are using new interactive technology platforms that are 
emerging to help support self-care

Remote consultation and diagnosis 
from a live dermatologist

Remote diagnosis and medications 
shipped right to consumer’s door

Voice-activated at-home device to 
manage wellness

Note: The trademarks, trade names, trade dress, product names, and/or logos associated with the products pictured on this slide are the property of their respective owners.
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Retail has an opportunity to take a larger role in self-care

…and they are open to retailers helping fill that void
Consumers are seeking support outside the traditional 
healthcare market…

out of 10 consumers want retailers to be 
more involved in their personal wellness

Trust in Healthcare Declines
Percentage/loyalty in the healthcare system (Change from 2017 – 2018)

Neutral Trust

-9 -12 -2

Source: Self-Care roadmap Global Market Development Center

9

46% of consumers have visited a retail clinic 
in the past year
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Traditional retailers are adapting to play a larger role in self-care

41 Note: The trademarks, trade names, trade dress, product names, and/or logos associated with the products pictured on this slide are the property of their respective owners.
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Self-care also helps offset rising healthcare costs

0

5

10

15

$20K

Annual healthcare expenditure per capita

2011 2018E 2027P

3.7% CAGR

4.8% CAGR

3.7% CAGR

4.8% CAGR

Healthcare costs are rising significantly Prevention minimizes costs

Source: Centers for Medicare & Medicaid Services, Gallup research; Self-care roadmap Global Market Development Center

Every $1 spent on OTC meds

Saves $7 for the U.S. healthcare 
system
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Pursuing self-care is not a major change for Perrigo

Perrigo’s commitment to quality, 
affordable healthcare products

To make lives better by bringing 
Quality, Affordable Self-Care 

Products™ that consumers trust 
everywhere they are sold.

We’re building on our roots And bringing our values and skills to more categories

Primarily treatments Treatments AND wellness
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The New Perrigo already is a self-care company

Perrigo 
categories

Self-
care

Allergy and sinus

Analgesics

Cough and cold

Diagnostics (e.g.,
diabetes)

Drinks (e.g., liquid
supplements, 
nutrition)

While we are mostly focused on treatment products today – going forward, we have the 
opportunity to expand into wellness and prevention

Skin care (medicated)

Sleeping remedies

Sun products (e.g.,
sunscreens, lotions)

Vitamins and herbals

Weight control

Feminine needs (e.g., 
lubricants) 

First aid treatment

Foot care products

GI

Hemorrhoid remedies

Home health care/kits

Health remedies (e.g., 
lice, ear care, wart)

Infant nutrition

NRT

Scar products
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And it is big business

The opportunity is massive
We’re maintaining our focus on categories 
that fit

• Self-care adjacencies must be attractive and 
growing

• Adjacencies must fit with our business 
strategy

• We only enter adjacencies where we have the 
right to win

• We only enter when it meets the Perrigo 
formula

Source: IRI, Taking Charge: Consumers Grabbing Hold of Their Health and Wellness Drives $450-Billion Opportunity, November 2018

$450B
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Our new vision opens up a number of significant close-in 
adjacencies where Perrigo has the right to win

Note: Category growth calculated p.a. over ’15-’18; The trademarks, trade names, trade dress, product names, and/or logos associated with the products pictured on this slide are the property of their respective owners.
Source: IRI POS MULO data; Euromonitor; Haywood Securities

CBD

~$2B 
(2022 projection)

50% CAGR

VMS

~$8B
3.9% CAGR

3.9% SB CAGR

Probiotics

~$1B
9.5% CAGR

10.9% SB CAGR

Oral CareNutritional 
Drinks

~$8B
1.5% CAGR

4.4% SB CAGR

~$3B
6.6% CAGR

7.6% SB CAGR

Examples
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Takeaways

1

2

3

Self-care is on-trend and here to stay, and the opportunity is massive

Perrigo already is a self-care company

Going forward, Perrigo will expand into wellness and prevention
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Lessons learned from our history inform how we will capitalize on 
the self-care opportunity

• Perrigo has and will continue to face headwinds; more emphasis on innovation will offset this 
pressure

• Perrigo has and can successfully participate in close-in adjacent profit pools through organic entry 
and bolt-on acquisitions to accelerate growth

• The breadth of our product portfolio will continue to be a competitive advantage; we will simplify 
the organization to truly recapture The Perrigo Advantage

• In this new environment, capabilities will be added and investments will be made in order to take 
advantage of lessons learned

1

2

3

4
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Perrigo has and will continue 
to face headwinds; more 

emphasis on innovation will 
offset this pressure

LESSON #1:

Recent innovation has not sufficiently offset market headwinds

But Perrigo knows how to drive growth through innovation

We must and will invest in innovation to drive new growth vectors, both 
in the Americas and Internationally

KEY INSIGHTS:

50
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As stated, recent innovation has not sufficiently offset market 
headwinds

Source: Forbes; Perrigo Internal Data

..but that innovation is no longer outpacing headwinds
Recognized as a leading innovator 
just a few years ago…

From 2009-2015 we covered 
headwinds by 150%

Note: The trademarks, trade names, trade dress, product names, and/or logos associated with the items pictured on this slide are the property of their respective owners.
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But Perrigo knows how to drive growth through innovation

Rx-to-OTC SwitchesLine Extensions/Value Adds

2018 Revenue: ~$140M
(displayed products)

NRT mini mint 
lozenges

Minoxidil men’s 
foam

NRT cherry 
lozenges

Omeprazole 
wildberry

Omeprazole 
ODT

Strong Int’l Consumer Brands

Flonase Allegra

Prevacid

Nexium Nasacort

XLS Physiomer

Solpadeine

ACO Davitamon

2018 Revenue: ~$160M
(displayed products)

2018 Revenue: ~$280M
(displayed products)

Note: The trademarks, trade names, trade dress, product names, and/or logos associated with the products pictured on this slide are the property of their respective owners.
Source: Perrigo Internal Data 
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It’s not a question of funding, it’s a question of yield

We have continued to invest in R&D
But declining opportunity in our base business is 
reducing yields

Source: Perrigo Internal Data

4%

2010 - 2012 2013 - 2015 2016 - 2018

Consumer Americas OTC R&D spend
(as % of net sales)
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Additional pathsAdditional paths

Which will be addressed by opening new vectors of innovation 
beyond what has worked in the past

To achieve this, we will maintain our robust ~$130M in global R&D spend for 2019To achieve this, we will maintain our robust ~$130M in global R&D spend for 2019

Source: Perrigo Internal Data

Traditional innovation pathTraditional innovation path

Monographs

ANDAs

Perrigo National 
Brand Better 

Perrigo led switches ‘Across the ocean’ 
innovation

Joint Ventures and 
Licensing
(Naturals)
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And increased marketing support in 2019 for organic innovation 
by $25M 

New Innovation
CSCA ANDAs and Monographs:

CSCA and CSCI 
innovation supported 
by media advertising 

spend

CSCI Branded Innovation: Invest to Win:

Note: The trademarks, trade names, trade dress, product names, and/or logos associated with the products pictured on this slide are the property of their respective owners.
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Adjacencies have been a growth accelerator in the past

NRT (organic) and infant formula (bolt-on) are two examples of this and 
still represent significant growth potential

Perrigo should and will pursue additional adjacencies going forward

Perrigo has and can 
successfully participate in 

close-in adjacent profit pools 
through organic entry and 

bolt-on acquisitions to 
accelerate growth

LESSON #2: KEY INSIGHTS:
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Adjacencies have been a growth accelerator in the past

We pursued adjacencies across multiple vectors This helped us win

• Adjacencies are a proven and 
repeatable model

• We have been able to enter 
adjacencies both organically 
and inorganically

• Adjacencies can accelerate 
growth in the core business

New channel
(eCommerce)

New price point
(Premium branded)

New geography
(Mexico)

New categories
(NRT and Formula)

Proprietary products
(ODT)

New technologies
(Foams)

Note: The trademarks, trade names, trade dress, product names, and/or logos associated with the products pictured on this slide are the property of their respective owners.
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Organic launch example – we successfully entered NRT via 
partnership

2018 revenue: ~$290M CAGR (’10 – ’18): 8.6%

• Entered partnership agreement in 2005 

• We created the store brand market, and today have 
90% share of store brand and ~55% of total 
category

• Launched first store brand version of the Nicorette 
Mini Lozenge in 2013

• We have also innovated outside of national brand 
guardrails with new flavors

Source: Perrigo Internal Data
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Suspensions / liquids

Topicals

Chewables

Orally dissolving tablets

NRT is an organic platform that we have grown, but still has lots of 
running room

We are currently evaluating new 
formulations, flavors, and delivery 

to break paradigms and offset 
new competition

NRT Lozenge 
Example

• 70%+ of growth 
came from new 
variants

• Demonstrated 
consumer demand 
for variations of core 
products

• The pipeline is full, 
with new ideas tested 
and validated with 
research

Source: Perrigo Internal Data; IRI POS data

We have experience growing 
categories with new formulations

Vapor

$95B

$1B
Smoking US Revenue

NRT US Revenue
NRT lozenge net sales
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New channel example – we have seen significant growth in our 
eCommerce business and have only scratched the surface

2014 2018

CSCA eCommerce net sales

Perrigo’s eCommerce sales have grown tremendously Perrigo launched Basic Care® on Amazon in 2017

CAGR: ~30%

The trademarks, trade names, trade dress, product names, and/or logos associated with the products pictured on this slide are the property of their respective owners.
Source: Perrigo Internal Data
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Bolt-on example – we entered infant formula inorganically and 
continuously grew it until the business became capacity constrained

• Acquired business in 2010 for $808M
• Enabled entry into an adjacent category 
• Capacity utilization at 85%+ since 2017

Source: Perrigo Internal Data

2018 revenue: ~$350M CAGR (’14 – ’18): 6.2%
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We are investing $200M+ in capacity over the next 4 years to open up significant 
infant formula growth opportunities, plus another $50M in tablet capacity

We’re investing in critical areas

Secure external formula 
supply to bridge gap

1 Incremental drying and 
packaging capacity

New facility and 
dryer/process train

2

3

Investments will unlock significant sales growth
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As announced this morning, Perrigo is acquiring Ranir, the leading global 
supplier of private label oral self-care products, for $750M

We’re entering the Oral Self-Care category It fits with our formula

Oral Care
Ranir’s Category Store 

Brand CAGR 7.6%

• Attractive and growing category

• Global reach and presence

• Fits with our self-care business 
strategy and private label model

• Right to win based on our strong 
history of store brand excellence

Note: Category growth calculated p.a. over ’15-’18 in MULO; The trademarks, trade names, trade dress, product names, and/or logos associated with the products pictured on this slide are the property of their respective owners.
Source: IRI POS data 
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Ranir is the store brand market leader in a large, attractive, and 
adjacent self-care category and offers serious growth potential

Strong 2018 sales Significant US runway High growth International presence

$287M 7.5% ~9% ~30%

Net sales
(2018)

Ranir’s categories 
store brand penetration

(2018)

Net sales growth
(2014-2018 CAGR)

Sales outside 
the Americas

(2018)

64 Source: Perrigo and Ranir Internal Data; IRI 
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The breadth of our product 
portfolio will continue to be a 

competitive advantage; we 
will simplify the organization 

to truly recapture 
The Perrigo Advantage

The store brand advantage: We offer and manage a wider assortment of 
SKUs than our national brand counterparts 

Internationally, we offer a wide array of local hero brands

The ability to handle this product complexity is a competitive advantage 

There is significant opportunity to simplify the organization

LESSON #3: KEY INSIGHTS:
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The Perrigo Advantage: A full array of products and services

• Experienced player in the OTC 
space 

• Market leadership in FDA 
approvals

• Strong product innovation

R&D and Regulatory Sourcing and Mfg. EfficiencyQuality

Distribution and Service Sales and Marketing

• Global sourcing and 
manufacturing

• Mass customization model

• Capabilities across almost all OTC 
dosage forms

• High quality products across a 
variety of product segments

• High supplier quality standards

• High volumes drive economies of 
scale 

• Central distribution model 

• Historically high service levels

• Robust portfolio

• Sales expertise in OTC SB 
segments

• Late stage differentiation is a core 
competency
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Insert Ron 
Janish data

 Liquids

 Powders

 Lozenges

Dosage Forms
 Creams/ointments

 Gums

 Tablets

 Capsules

 Suspensions

 Nasal Sprays

26 Manufacturing & Packaging Facilities

~49 Billion Solid Doses/Year 

~17 Billion Liquid Doses/Year

~3,000 Formulations 

~13,000 SKUs

In fact, Perrigo’s ability to handle product complexity is a 
significant competitive advantage

67
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Our customers value our broad portfolio, and it must be fully 
leveraged

Source: Customer interviews

“Grocers have fewer resources dedicated to merchandizing OTC; a supplier who can 
provide a broad variety of products will be able to influence which products hit 
the shelves.”

Buyer, Grocery Chain

“We value suppliers who can innovate beyond national brands; we also like to 
offer exclusive SKUs as a competitive advantage.”

Buyer, Drug Chain

“Demonstrating the value of store brand via larger count SKUs is key; 
consumers really understand that value proposition if the product is larger and 
less expensive.”

Buyer, Mass Merchandise Chain

“We value suppliers who can innovate beyond national brands; we also like to 
offer exclusive SKUs as a competitive advantage.”

Buyer, Drug Chain

“Demonstrating the value of store brand via larger count SKUs is key; 
consumers really understand that value proposition if the product is larger and 
less expensive.”

Buyer, Mass Merchandise Chain
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We have a wide array of ‘local hero’ brands in Europe, which also 
provides a competitive advantage

~225 total 
brands

SW/NOR

#1 Dermatology

POL/IT/NOR/NL/BE/
SWE/GRE/SP/POR/SW

#1 Personal Care

FR

#1 Cough/Cold/Allergy

BE/IT/GRE

#1 Cough/Cold/Allergy

SWE/NOR/UK/FR/IT/SP/
POR/CEE/TUR

#1 Anti-Parasite

FR/IT/BE/UK/SP/NOR/NL

#1 Weight Loss

UK/IR/FR/POL/BE
NL/SP/POR

#3 Lifestyle

UK/SP/NL

#1 Anti-Parasite

Netherlands

#1 VMS
#2 VMS

Germany

Note: The trademarks, trade names, trade dress, product names, and/or logos associated with the products pictured on this slide are the property of their respective owners.
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There is opportunity to better manage our inherent complexity

Technology Countries Key capabilities

30+ 
ERPs

37+ Decentralized

70
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Improvements to Supply Chain represent real money, which can and will be 
recaptured along with Project Momentum ($100M+ cost savings over 3 years)

We must bring back this value by recapturing our advantage

Missed business, lost revenue, service-related fines

$40M+
Annualized Value
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To accommodate growth, Perrigo must invest to improve our  
capabilities and technologies

We also need to make up for delayed investment in key enablers of our 
business

In this new environment, 
capabilities will be added 
and investments will be 
made in order to take 

advantage of lessons learned

LESSON #4: KEY INSIGHTS:

72
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We identified areas of investment needed which are being  
addressed to recapture The Perrigo Advantage

Need for holistic business 
intelligence to mine financial 

and consumer insights

Siloed R&D, Purchasing, and 
“CPG” innovation capabilities

Limited consumer focused 
marketing with minimal 

research investment
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President CSCI President CSCA President Rx Chief Financial 
Officer*

Chief 
Information 

Officer
Chief Scientific 

Officer*
Chief Human 
Resources 

Officer
General 
Counsel

Chief 
Transformation 
Officer, Ops & 
Supply Chain

Chief Medical 
Officer SVP Innovation*

VP Growth & 
Business 

Intelligence*
Sr Director 
CSCI HR

VP Scientific 
Affairs & Quality, 

Nutrition*

VP Consumer 
Insights

SVP & GM 
Infant Nutrition

SVP & GM 
Infant Nutrition

SVP CSCA 
OTC Business

SVP CSCA 
OTC Business

SVP CSCA 
Sales

SVP CSCA 
Sales

VP eCommerce/ 
GM Netherlands 
VP eCommerce/ 
GM Netherlands 

VP Sales 
Excellence
VP Sales 

Excellence

VP GM DACH*VP GM DACH*

SVP & 
Corporate 
Controller

SVP & 
Corporate 
Controller

VP Corporate 
Treasurer & 
Corporate 

Development

VP Corporate 
Treasurer & 
Corporate 

Development

SVP 
Transformation 

Office

SVP 
Transformation 

Office

SVP Global 
Procurement*
SVP Global 

Procurement*

SVP Global 
Operations
SVP Global 
Operations

Associate 
Director 

Innovation*

New in Role
*External Hire
New in Role

*External Hire

Senior Director 
New Product 

Innovation

Sr Director 
Transformation

Sr Director 
Transformation

Director IT 
Security

Director IT 
Security

Head of 
Diversity & 
Inclusion

Head of 
Diversity & 
Inclusion

VP CSCI 
Operations
VP CSCI 

Operations

Sr Director 
CSCO Global 
Patient Safety

Sr Director 
CSCO Global 
Patient Safety

Director –
eCommerce 
Commercial 

Strategy & Op*

Director –
eCommerce 
Commercial 

Strategy & Op*

Sr Director 
Commercial 
Solutions & 

Services

Sr Director 
Commercial 
Solutions & 

Services

VP & GM 
France

VP & GM 
France

Project Manager 
CSCI

VP & MD PUK

Chief Business 
Officer

Sr Director 
CSCI Business 
Development

VP & General 
Director Mexico

VP Tax

VP Global 
Investor 

Relations

VP Global 
Internal Audit

VP Commercial 
Operations

VP Customer 
Supply Chain

VP CSCA 
Regulatory 

Affairs

VP Quality

VP US CSC 
R&D

Head of Corporate 
Social 

Responsibility

VP Global 
Infrastructure

Sr. Director, 
Office of CIO

Director Stage 
Gate

VP International 
Quality

VP CSCI 
Regulatory 

Affairs

Sr. Director 
CSCI R&D

Sr Director 
CSCA & Supply 

Chain HR 

Director HR 
Corporate & 

Global Functions

VP Global Total 
Rewards

VP Talent 
Management & 
HR Technology

VP Global 
Talent 

Acquisition

Sr. Director 
Clinical Affairs

Sr. Director 
Clinical Affairs

Head of Call 
Center

Head of Call 
CenterVP Legal, RxVP Legal, Rx

VP Legal Global 
Labor & 

Employment

VP Legal Global 
Labor & 

Employment

VP LegalVP Legal

VP LegalVP Legal

VP Assistant 
General 
Counsel

VP Assistant 
General 
Counsel

Sr Director 
Compliance & 

Privacy

Sr Director 
Compliance & 

Privacy

Sr Director 
Compliance & 

Privacy

Sr Director 
Compliance & 

Privacy

Associate 
Director Global 
Patient Safety

Associate 
Director Global 
Patient Safety

VP Corporate 
Quality

VP Corporate 
Quality

VP Global 
Applications

VP Rx 
Operations & 
Supply Chain

VP Rx 
Operations & 
Supply Chain

CFOCFO

President & Chief Executive Officer*

We now have the team in place – ~40%+ new or new in position

Ranir leadership will further strengthen the team
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A good example – investing in Business Intelligence to match our 
CPG peers

Source: Adapted from Competing on Analytics by Davenport and Harris & the International Institute of Analytics with an external assessment of Perrigo’s business intelligence capabilities

“Analytical Nirvana” 

Assessment of Business Intelligence Capabilities

“Analytically Impaired” 
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We are investing $5M+ in key enablers of our business

We are investing in key business enablers And have hired key leadership to support

Integration of our global ERPs

Formation of master data repository

Ensuring we have the right organization 
capabilities (e.g., SI&OP)

Joe Nuzzolo
VP Growth and 

Business Intelligence
Hired: 11/18
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Takeaways – Perrigo is committing over $1 Billion starting in 2019 
for acquisitions and organic growth

Ramping up innovation on the core1

2

4

5

Expanding adjacently – with focus on Oral Health, Nutrition, NRT, Naturals, 
and CBD

Streamlining our organization

Investing in capacity, technology, and capabilities

3 Ranir acquisition provides both immediate and sustained growth
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• Sale or spin of Rx and sale of Animal Health 
focuses Perrigo on self-care

The plan to recapture The Perrigo Advantage is in place

• Significant bolt-on acquisition; 
investment in new technology 
and a licensing agreement to 
enter Naturals

• $25M in marketing for future 
brand launches

• New (40%+) highly seasoned team

• Established Transformation Office, 
centralized R&D, Purchasing, and 
Quality; created Innovation team

• $100M+ cost savings plan

• Rx and Animal Health 
proceeds and cash 
on hand to be 
redeployed

• Plan to perform in line 
with consumer peers

Reconfigure the  
portfolio

Reconfigure the  
portfolio

Achieve base planAchieve base plan

Invest in repeatable 
growth platforms

Invest in repeatable 
growth platforms

Fund growth 
sustainably

Fund growth 
sustainably

Drive organization 
effectiveness and 
build capabilities

Drive organization 
effectiveness and 
build capabilities

Deliver
consistent and 

sustainable results

Deliver
consistent and 

sustainable results

Capital allocationCapital allocation

1

2

3

45

6

7
• Investing $200M+ in base plan to 

Infant Nutrition and $50M to tablet 
capacity, plus launching new 
products

To make lives better by 
bringing Quality, 

Affordable Self-Care 
Products™ that 
consumers trust 

everywhere they are sold
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We estimate 2-3 years to fully transform Perrigo into a 
high-performing consumer company

Our transformation will allow us to deliver outsized growth at first

EPS ($)

2019 Guidance Transformation (2-3 years)

Long Term 
Growth Targets

3% Revenue
5% Adj. OI
7% Adj. EPS

Longer term we expect to perform in line 
with our peers

Rx

New 
Perrigo

New 
Perrigo

+40%

Post Transformation (3+ years)

Note: Rx dilution estimate assumes midpoint of sale scenario
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Make lives better by bringing 
Quality, Affordable Self-Care
Products™ that consumers 
trust everywhere they are 

sold

The New Perrigo will



PERRIGO COMPANY PLC
RECONCILIATION OF NON-GAAP MEASURES 

PART I
(in millions $ unless otherwise indicated)

(unaudited)

1

All data provided in this deck is based on our new reporting segments.  As disclosed in its Press Release dated May 8, 2019, Perrigo Company plc ("the 
Company") changed the composition of its operating and reporting segments. We moved our Israeli diagnostic business from the Consumer Self-Care 
International segment to the Prescription Pharmaceuticals segment and we made certain adjustments to our allocations between segments. These changes were 
made to reflect changes in the way in which management makes operating decisions, allocates resources, and manages the growth and profitability of the 
Company.

 Our new reporting and operating segments are as follows: 

• Consumer Self-Care Americas ("CSCA"), formerly Consumer Healthcare Americas, comprises our consumer self-care business (OTC, contract 
manufacturing, infant formula and animal health categories) in the U.S., Mexico and Canada. 

• Consumer Self-Care International ("CSCI"), formerly Consumer Healthcare International, comprises our branded consumer self-care business primarily 
in Europe, our consumer-focused business in the United Kingdom and Australia, and our liquid licensed products business in the United Kingdom.

• Prescription Pharmaceuticals ("RX"), comprises our Prescription Pharmaceuticals business in the U.S. and our diagnostic business in Israel, which was 
previously in our CSCI segment.



PERRIGO COMPANY PLC
RECONCILIATION OF NON-GAAP MEASURES 

PART I
(in millions $ unless otherwise indicated)

(unaudited)

2

Twelve Months Ended December 31, 2018

Consolidated
Net 

Sales
Gross 
Profit

R&D 
Expense

DSG&A 
Expense

Restructuring, 
Impairment 

Charges, and 
Other 

Operating 
Income

Operating 
Income

Interest, 
Other, and 
Change in 
Financial 
Assets

Income 
Tax 

Expense
Net 

Income

Diluted 
Earnings 
per Share

Reported $4,731.7 $ 1,831.5 $ 218.6 $ 1,125.8 $ 250.6 $ 236.5 $ (54.1) $ 159.6 $ 131.0 $ 0.95
As a % of reported net sales 38.7% 4.6% 23.8% 5.0% (1.1)% 3.4% 2.8%
Effective tax rate 54.9%
Adjustments:

Amortization expense related primarily to 
acquired intangible assets $ 206.7 $ (1.0) $ (130.9) $ — $ 338.6 $ — $ — $ 338.6 $ 2.44
Acquisition and integration-related charges and
contingent consideration adjustments — (50.0) — (6.6) 56.6 — — 56.6 0.41
Restructuring charges and other termination 
benefits — — (7.4) (21.0) 28.4 — — 28.4 0.21
Gain/Loss on divestitures — — 3.6 1.4 (5.0) (2.7) — (2.3) (0.02)
Milestone income related to royalty rights — — — — — 3.0 — (3.0) (0.02)
Change in financial assets — — — — — 188.7 — (188.7) (1.36)
Unusual litigation — — (3.2) — 3.2 — — 3.2 0.02
Separation and reorganization expense — — (13.9) — 13.9 — — 13.9 0.10
Impairment charges — — — (224.4) 224.4 — — 224.4 1.62
Losses on investment securities — — — — — (9.3) — 9.3 0.07
Non-GAAP tax adjustments* — — — — — — (17.5) 17.5 0.13

Adjusted $ 2,038.2 $ 167.6 $ 974.0 $ — $ 896.6 $ 125.6 $ 142.1 $ 628.9 $ 4.55
As a % of reported net sales 43.1% 3.5% 20.6% 18.9% 2.7% 3.0% 13.3%
Effective tax rate 18.4%

Diluted weighted average shares outstanding
Reported 138.3

*The non-GAAP tax adjustments include the following: (1) $(42.5) million net impact related to valuation allowances on deferred tax assets commensurate with non-GAAP pre-tax measures and (2) 
$25.0 million of tax effects of pretax non-GAAP adjustments.



PERRIGO COMPANY PLC
RECONCILIATION OF NON-GAAP MEASURES 

PART I
(in millions $ unless otherwise indicated)

(unaudited)

3

Twelve Months Ended December 31, 2018

CSCA
Net

Sales
Gross
Profit

Gross
Margin

Reported $ 2,411.6 $ 789.0 32.7%
Adjustments:

Amortization expense primarily related to acquired intangible assets 37.2
Adjusted $ 826.2 34.3%



PERRIGO COMPANY PLC
RECONCILIATION OF NON-GAAP MEASURES 

PART I
(in millions $ unless otherwise indicated)

(unaudited)

4

Three Months Ended March 30, 2019

Consolidated
Net 

Sales
Gross 
Profit

R&D 
Expense

DSG&A 
Expense

Restructuring, 
Impairment 

Charges, and 
Other Operating 

Income
Operating 

Income

Interest, 
Other, and 
Change in 
Financial 
Assets

Income 
Tax 

Expense
Net 

Income

Diluted 
Earnings 
per Share

Reported $ 1,174.5 $ 448.8 $ 40.2 $ 297.0 $ 9.3 $ 102.3 $ 21.4 $ 17.0 $ 63.9 $ 0.47
As a % of reported net sales 38.2% 3.4% 25.3% 8.7% 1.8% 1.5% 5.4%
Effective tax rate 21.1%
Adjustments:

Amortization expense related primarily 
to acquired intangible assets $ 47.4 $ (0.1) $ (29.0) $ — $ 76.5 $ — $ — $ 76.5 $ 0.57
Impairment charges — — — (4.1) 4.1 — — 4.1 0.03
Gain/loss on divestitures — — — 1.3 (1.3) — — (1.3) (0.01)
Unusual litigation — — (9.1) — 9.1 — — 9.1 0.07
Restructuring charges and other 
termination benefits — — — (9.3) 9.3 — — 9.3 0.07
Change in financial assets — — — — — 10.4 — (10.4) (0.08)
Acquisition and integration-related
charges and contingent
   consideration adjustments — — — 2.8 (2.8) — — (2.8) (0.02)
Loss on investment securities — — — — — (6.1) — 6.1 0.04
Separation and reorganization 
expense — — (5.8) — 5.8 — — 5.8 0.04
Non-GAAP tax adjustments* — — — — — — 14.7 (14.7) (0.11)

Adjusted $ 496.2 $ 40.1 $ 253.1 $ — $ 203.0 $ 25.7 $ 31.7 $ 145.6 $ 1.07
As a % of reported net sales 42.3% 3.4% 21.6% 17.3% 2.2% 2.7% 12.4%
Effective tax rate 17.9%

Diluted weighted average shares outstanding
Reported 136.2

*The non-GAAP tax adjustments are due to tax effects of pretax non-GAAP adjustments that are calculated based upon the specific rate of the applicable jurisdiction of the pretax items.



PERRIGO COMPANY PLC
RECONCILIATION OF NON-GAAP MEASURES 

PART I
(in millions $ unless otherwise indicated)

(unaudited)

5

Three Months Ended March 31, 2018

Consolidated
Net 

Sales
Gross 
Profit

R&D 
Expense

DSG&A 
Expense

Restructuring, 
Impairment 

Charges, and 
Other 

Operating 
Income

Operating 
Income

Interest, 
Other, and 
Change in 
Financial 
Assets

Income 
Tax 

Expense
Net 

Income

Diluted 
Earnings 
per Share

Reported $ 1,217.0 $ 492.7 $ 38.4 $ 293.6 $ 4.4 $ 156.3 $ 45.8 $ 29.7 $ 80.8 $ 0.57
As a % of reported net sales 40.5% 3.2% 24.1% 12.8% 3.8% 2.4% 6.6%
Effective tax rate 26.9%
Adjustments:

Amortization expense primarily related to 
acquired intangible assets $ 53.9 $ (0.3) $ (34.3) $ — $ 88.5 $ — $ — $ 88.5 $ 0.62
Change in financial assets — — — — — (9.6) — 9.6 0.07
Acquisition and integration-related charges
and contingent consideration adjustments — — — (4.2) 4.2 — — 4.2 0.03
Gain/loss on divestitures — — — 1.3 (1.3) — — (1.3) (0.01)
Losses on investment securities — — — — — (4.4) — 4.4 0.03
Restructuring charges and other termination 
benefits — — (4.0) (1.5) 5.5 — — 5.5 0.04
Non-GAAP tax adjustments* — — — — — — 13.4 (13.4) (0.09)

Adjusted $ 546.6 $ 38.1 $ 255.3 $ — $ 253.2 $ 31.8 $ 43.1 $ 178.3 $ 1.26
As a % of reported net sales 44.9% 3.1% 21.0% 20.8% 2.6% 3.5% 14.6%
Effective tax rate 19.5%

Diluted weighted average shares outstanding
Reported 141.4

*The non-GAAP tax adjustments include (1) $21.1 million of tax effects of pretax non-GAAP adjustments that are calculated based upon the specific rate of the applicable
jurisdiction of the pretax item, and (2) $(7.7) million net impact related to valuation allowances on deferred tax assets commensurate with non-GAAP pre-tax measures.
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Three Months Ended Three Months Ended
March 30, 2019 March 31, 2018

CSCA
Net 

Sales
Gross 
Profit

R&D 
Expense

DSG&A 
Expense

Operating 
Income

Net 
Sales

Gross 
Profit

R&D 
Expense

DSG&A 
Expense

Operating 
Income 

Reported $ 581.8 $ 184.0 $ 15.6 $ 73.3 $ 94.2 $ 601.6 $ 205.9 $ 15.2 $ 71.5 $ 118.6
As a % of reported net sales 31.6% 2.7% 12.6% 16.2% 34.2% 2.5% 11.9% 19.7%
Adjustments:

Amortization expense primarily related to 
acquired intangible assets $ 5.4 $ (4.7) $ 10.1 $ 10.5 $ (4.7) $ 15.2
Unusual litigation — (1.2) 1.2 — — —
Impairment charges — — 4.1 — — —
Restructuring charges and other termination 
benefits — — 0.8 — — 0.4
Acquisition and integration-related charges
and contingent consideration adjustments — — (4.1) — — 0.1

Adjusted $ 189.4 $ 67.4 $ 106.3 $ 216.4 $ 66.8 $ 134.3
As a % of reported net sales 32.5% 11.6% 18.3% 36.0% 11.1% 22.3%

Three Months Ended Three Months Ended
March 30, 2019 March 31, 2018

CSCI
Net 

Sales
Gross 
Profit

R&D 
Expense

DSG&A 
Expense

Operating 
Income 

Net 
Sales

Gross 
Profit

R&D 
Expense

DSG&A 
Expense

Operating 
Income

Reported $ 350.8 $ 168.4 $ 10.3 $ 149.4 $ 8.1 $ 377.8 $ 185.9 $ 10.6 $ 162.4 $ 12.3
As a % of reported net sales 48.0% 2.9% 42.6% 2.3% 49.2% 2.8% 43.0% 3.3%
Adjustments:

Amortization expense primarily related to 
acquired intangible assets $ 20.8 $ (0.1) $ (24.2) $ 45.1 $ 22.5 $ (0.3) $ (29.7) $ 52.5
Impairment charges — — — — — — — —
Restructuring charges and other termination 
benefits — — — 0.6 — — — 0.6
Unusual litigation — — (0.3) 0.3 — — — —

Adjusted $ 189.2 $ 10.2 $ 124.9 $ 54.1 $ 208.4 $ 10.3 $ 132.7 $ 65.4
As a % of reported net sales 53.9% 2.9% 35.6% 15.4% 55.2% 2.7% 35.1% 17.3%
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Three Months Ended Three Months Ended
March 30, 2019 March 31, 2018

RX
Net 

Sales
Gross 
Profit

R&D 
Expense

DSG&A 
Expense

Operating 
Income 

Net 
Sales

Gross 
Profit

R&D 
Expense

DSG&A 
Expense

Operating 
Income

Reported $ 241.9 $ 96.4 $ 14.3 $ 21.6 $ 60.6 $ 237.6 $ 100.9 $ 12.6 $ 24.1 $ 61.2
As a % of reported net sales 39.9% 5.9% 8.9% 25.1% 42.5% 5.3% 10.1% 25.8%
Adjustments:

Amortization expense primarily related to 
acquired intangible assets $ 21.2 $ (0.1) $ 21.3 $ 20.9 $ — $ 20.9
Gain/loss on divestitures — — (1.3) — — (1.2)
Restructuring charges and other termination 
benefits — — — — — 0.2
Acquisition and integration-related charges
and contingent consideration adjustments — — 1.3 — — 4.0

Adjusted $ 117.6 $ 21.5 $ 81.9 $ 121.8 $ 24.1 $ 85.1
As a % of reported net sales 48.6% 8.9% 33.9% 51.2% 10.1% 35.8%

Three Months Ended

March 30,
2019

March 31,
2018

Total 
Change

FX 
Change

Constant 
Currency 
Change

Net sales
Consolidated $ 1,174.5 $ 1,217.0 (3.5)% 2.9% (0.6)%
CSCA $ 581.8 $ 601.6 (3.3)% 0.1% (3.2)%
CSCI $ 350.8 $ 377.8 (7.1)% 8.8% 1.7%
RX $ 241.9 $ 237.6 1.8% 0.6% 2.4%

Adjusted operating income
Consolidated $ 203.0 $ 253.2 (19.8)% 2.8% (17.0)%
CSCA $ 106.3 $ 134.3 (20.8)% (0.2)% (21.0)%
CSCI $ 54.1 $ 65.4 (17.3)% 9.3% (8.0)%
RX $ 81.9 $ 85.1 (3.8)% 6.8% 3.0%
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Full Year
Total Perrigo 2019 EPS Guidance(1)

Reported(2) $1.24 - $1.54
Amortization expense related primarily to acquired intangible assets 2.18
Separation and reorganization expense 0.38
Unusual litigation 0.20
Restructuring charges and other termination benefits 0.07
Losses on investment securities 0.04
Impairment charges 0.03
Gain/loss on divestitures (0.01)
Acquisition-related charges and contingent consideration adjustments (0.01)
Change in financial assets (0.08)
Tax effect of non-GAAP adjustments (0.39)

Adjusted $3.65 - $3.95

(1) Guidance table includes Q1 actual results for all reconciling line items, plus estimated amortization expense, 
separation and reorganization expense, unusual litigation and the corresponding tax effect for Q2-Q4.
(2) Guidance excludes Q2-Q4 impact related to the Royalty Pharma contingent milestone payments.

Twelve Months Ended December 31, 2018
CSCA Total Perrigo

Net Sales
Reported $ 2,411.6 $ 4,731.7

Less RX — (920.8)
Less Animal Health (93.9) (93.9)

Adjusted $ 2,317.7 $ 3,717.0

Twelve Months Ended
December 31, 2018

Net Sales National Brand
Reported $ 1,320.4

Less Animal Health (93.9)
Adjusted $ 1,226.5
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Twelve Months Ended
December 31, 2018

Net Sales
Operating

Income
Consolidated Reported $ 4,731.7 $ 236.5
Adjustments:

Less Reported RX $ (920.8) $ (214.6)
Less Reported Animal Health (93.9) 221.5
Amortization expense related primarily to acquired intangible assets — 232.9
Acquisition and integration-related charges and contingent
   consideration adjustments — 48.6
Restructuring charges and other termination benefits — 28.2
Gain/Loss on divestitures — (3.6)
Unusual litigation — 3.2
Separation and reorganization expense — 13.9
Impairment charges — 11.2

Adjusted excluding RX and Animal Health $ 3,717.0 $ 577.8
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Organic Net Sales - Constant Currency
Twelve Months Ended

December 31,
2015

December 31,
2016

December 31,
2017

December 31,
2018

2015 - 2018
Change

Organic Constant
Currency 2015 - 2018

CAGR
CSCA
Reported $ 2,554 2,507 2,430 $ 2,412 (142) (2)%

Sales related to held-for-sale business (VMS) (162) (110) —
FX impact(1) (9) (1) (3)

Adjusted Organic Constant Currency $ 2,383 2,396 2,427 29 —%

CSCI
Reported $ 1,291 1,580 1,406 $ 1,399 108 3%

Sales related to exited businesses(1) (229) (242) (32)
Pro-forma Omega(1)(2) 260 — —
Pro-forma other acquisition(1)(3) 86 — —
FX impact(1) 20 39 36

Adjusted Organic Constant Currency $ 1,428 1,377 1,410 (29) (1)%

RX
Reported $ 1,072 1,115 1,054 $ 921 (151) (5)%

Consolidated
Reported $ 5,015 5,281 4,946 $ 4,732 (283) (2)%

Sales related to held-for-sale business (VMS) (162) (110) —
Sales related to exited CSCI businesses(1) (229) (242) —
Pro-forma Omega(1)(2) 260 — —
Pro-forma other acquisitions(1)(3) 86 — —
Sales related to exited API business (98) (79) (56)
FX impact(1) 11 38 33

Adjusted Organic Constant Currency $ 4,883 4,888 4,923 (151) (1)%

(1) Converted 2015-2017 and organic adjustments made in currencies other than USD at 2018 average FX rate for comparable presentation to 2018

(2) Omega acquired 3/31/15; annualized 2015 for comparable presentation to 2018

(3) Includes GlaxoSmithKline Consumer Healthcare (“GSK”) product portfolio and Naturwohl Pharma GmbH ("Naturwohl") acquired in September 2015; annualized 2015 for comparable
presentation to 2018
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Organic Net Sales - Constant Currency
Twelve Months Ended

December 31,
2015

December 31,
2016

December 31,
2017

December 31,
2018

2015 - 2018
Change

Organic Constant
Currency 2015 - 2018

CAGR

Consumer (CSCA + CSCI)
Reported $ 3,845 $ 4,087 $ 3,836 $ 3,811 (34) —%

Sales related to held-for-sale business (VMS) (162) (110) —
Sales related to exited CSCI businesses(1) (229) (242) (32)
Pro-forma Omega(1)(2) 260 — —
Pro-forma other acquisitions(1)(3) 86 — —
FX impact(1) 11 38 33

Adjusted Organic Constant Currency $ 3,811 3,773 3,837 — —%
(1) Converted 2015-2017 and organic adjustments made in currencies other than USD at 2018 average FX rate for comparable presentation to 2018
(2) Omega acquired 3/31/15; annualized 2015 for comparable presentation to 2018
(3) Includes GlaxoSmithKline Consumer Healthcare (“GSK”) product portfolio and Naturwohl Pharma GmbH ("Naturwohl") acquired in September 2015; annualized 2015 for comparable
presentation to 2018
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Operating Income (Loss)
Twelve Months Ended

December 31, 2015 December 31, 2018 CAGR
CSCA
Reported $ 465.8 $ 174.4

Amortization expense primarily related to acquired intangible assets 64.4 56.0
Impairment charges 8.3 222.6
Unusual litigation 0.3 —
Restructuring charges and other termination benefits 15.4 0.4
Acquisition and integration-related charges and contingent consideration adjustments (0.5) 48.6

Adjusted $ 553.7 $ 502.0

CSCI
Reported $ (126.6) $ 6.8

Amortization expense primarily related to acquired intangible assets 128.3 198.9
Impairment charges 183.1 1.8
Unusual litigation — 3.2
Acquisition and integration-related charges and contingent consideration adjustments 3.3 —
Restructuring charges and other termination benefits 0.7 17.4

Adjusted $ 188.8 $ 228.1

Corporate(1)

Reported $ (244.0) $ (159.3)
Restructuring charges and other termination benefits 9.5 10.6
Legal and consulting fees related to Mylan defense 100.3 —
Unusual litigation — —
Acquisition and integration-related charges and contingent consideration adjustments 29.0 —
Gain/loss on divestitures — (3.6)
Separation and reorganization expense — 13.9

Adjusted $ (105.2) $ (138.4)
—

Consumer (CSCA + CSCI + Corporate)
Reported $ 95.2 $ 21.9 (39)%

Amortization expense primarily related to acquired intangible assets 192.7 254.9
Impairment charges 191.4 224.4
Restructuring charges and other termination benefits 25.6 28.4
Gain/Loss on divestitures — (3.6)
Separation and reorganization expense — 13.9
Acquisition and integration-related charges and contingent consideration adjustments 31.8 48.6
Legal and consulting fees related to Mylan defense 100.3 —
Unusual litigation 0.3 3.2

Adjusted $ 637.3 $ 591.7 (2)%

(1) Corporate includes Specialty Sciences in 2015
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Diluted Earnings (Loss) per Share
Twelve Months Ended

December 31,
2015

December 31,
2018 CAGR

Consolidated
Reported $ (0.01) $ 0.95 NM

Amortization expense related primarily to acquired intangible assets 1.76 2.44
Loss on acquisition-related foreign currency hedges 1.87 —
Acquisition and integration-related charges and contingent consideration
adjustments 0.25 0.41
R&D payment made in connection with a collaborative agreement 0.13 —
Restructuring charges and other termination benefits 0.20 0.21
Gain/Loss on divestitures — (0.02)
Milestone income related to royalty rights — (0.02)
Change in financial assets (0.62) (1.36)
Loss on debt extinguishment 0.14 —
Unusual litigation 0.70 0.02
Separation and reorganization expense — 0.10
Impairment charges 1.64 1.62
Losses on investment securities 0.07 0.07
Non-GAAP tax adjustments* (0.56) 0.13

Adjusted $ 5.57 $ 4.55 (7)%

NM = Not meaningful
*2018: The non-GAAP tax adjustments include the following: (1) $(42.5) million net impact related to valuation allowances on deferred tax assets 
commensurate with non-GAAP pre-tax measures and (2) $25.0 million of tax effects of pretax non-GAAP adjustments. 

*2015: The non-GAAP tax adjustment includes the following: (1) $(135.5) million of tax effects of pretax non-GAAP adjustments that are calculated 
based upon the specific rate of the applicable jurisdiction of the pretax item; (2) a $2.5 million effect on non-GAAP income taxes related to the interim 
tax accounting requirements within ASC 740, Income Taxes; and (3) $53.4 million of discrete income tax adjustments related to debt restructuring for 
the acquisition of Omega. The GAAP tax benefit recorded in the current quarter related to these items has been excluded from non-GAAP net income. 
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Twelve Months Ended December 31, 2018

Gross Debt Net Income

Less:
Income
Taxes

Less:
Interest,

Other, and
Change in
Financial
Assets

Less:
Depreciation

Less:
Amortization EBITDA

Leverage
Ratio (Gross

Debt /
EBITDA)

Reported $ 3,217.8 $ 131.0 $ 159.6 $ (54.1) $ 90.0 $ 333.7 $ 660.2 4.9
Adjustments:
Amortization expense related primarily to acquired
intangible assets 338.6 — — (4.9) (333.7) —
Separation and reorganization expense 13.9 — — — — 13.9
Restructuring charges and other termination benefits 28.4 — — — — 28.4
Unusual litigation 3.2 — — — — 3.2
Impairment charges 224.4 — — — — 224.4
Gain/loss on divestitures (2.3) — (2.7) — — (5.0)
Acquisition and integration-related charges and
contingent consideration adjustments 56.6 — — — — 56.6
Milestone income related to royalty rights (3.0) — 3.0 — — —
Change in financial assets (188.7) — 188.7 — — —
Losses on investment securities 9.3 — (9.3) — — —
Non-GAAP tax adjustments* 17.5 (17.5) — — — —
Adjusted $ 628.9 $ 142.1 $ 125.6 $ 85.1 $ — $ 981.7 3.3

*The non-GAAP tax adjustments include the following: (1) $(42.5) million net impact related to valuation allowances on deferred tax assets commensurate with non-GAAP pre-tax 
measures and (2) $25.0 million of tax effects of pretax non-GAAP adjustments.
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Twelve Months Ended December 31, 2018
CSCA CSCI CSCA + CSCI

Operating Income
Reported $ 174.4 $ 6.8 $ 181.2
Adjustments:

Amortization expense related primarily to acquired intangible assets $ 56.0 $ 198.9 254.9
Acquisition and integration-related charges and contingent
   consideration adjustments 48.6 — 48.6
Restructuring charges and other termination benefits 0.4 17.4 17.8
Unusual litigation — 3.2 3.2
Impairment charges 222.6 1.8 224.4

Adjusted $ 502.0 $ 228.1 $ 730.1
% of Total ~70% ~30% 100%

CSCA
Twelve Months Ended

December 31, 2015 December 31, 2018

Net
Sales

Gross
Profit

Gross
Margin

Net
Sales

Gross
Profit

Gross
Margin

Gross
Margin
Change

Reported $ 2,554.2 $ 872.7 34.2% $ 2,411.6 $ 789.0 32.7% (150) bps
Amortization expense primarily related to acquired intangible assets 43.0 37.2

Adjusted $ 915.7 35.9% $ 826.2 34.3% (160) bps
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Twelve Months Ended
December 31,

2009
December 31,

2015
2009 - 2015

Change CAGR

CSCA net sales
Reported $ 1,637 $ 2,554 $917 8%

Sales related to held-for sale business (VMS) (188) (162)
Adjusted $ 1,449 $ 2,392 $943 9%

Twelve Months Ended
December 31,

2015
December 31,

2018
2015 - 2018

Change CAGR
CSCA net sales
Reported $ 2,554 $ 2,412 142 (2)%

Sales related to held-for sale business (VMS) (162)
Adjusted $ 2,392 20 —%

Twelve Months Ended
December 31, 2016 December 31, 2017 December 31, 2018

CSCI
Net

Sales
Operating

Income
Operating

Margin
Net

Sales
Operating

Income
Operating

Margin
Net

Sales
Operating

Income
Operating

Margin
Reported $ 1,579.8 $ (2,084.4) (131.9)% $ 1,406.2 $ (2.7) (0.2)% $ 1,399.3 $ 6.8 0.5%

Amortization expense primarily related to acquired 
intangible assets

— 183.9
198.1 198.9

Impairment charges — 2,042.4 4.8 1.8
Operating results attributable to held-for-sale business
(European Sports Brand)

(0.3) 17.9
0.5 —

Acquisition and integration-related charges and
contingent consideration adjustments

— 1.9
(1.4) —

Unusual litigation — — — 3.2
Restructuring charges and other termination benefits — 20.9 16.4 17.4

Adjusted $ 1,579.5 $ 182.6 11.6 % $ 215.7 15.3 % $ 228.1 16.3%
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