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Forward — Looking Statements

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,” “plan,” “anticipate,”
“intend,” “believe,” “estimate,” “predict,” “potential” 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. Risks and uncertainties include the timing, amount and cost of share repurchases; and the ability to execute
and achieve the desired benefits of announced initiatives. These and other important factors, including those discussed
under “Risk Factors” in the Company’'s Form 10-K for the year ended June 27, 2015, as well as the Company’s
subsequent filings with the SEC, 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.



Quality Affordable Healthcare Framework Drives Organic
Growth

Deep New Product Pipeline

Branded Consumer Healthcare Growth Drivers

Recent Acquisitions Accelerate Growth

2016 Adjusted EPS Update
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Every second of every day,
somewhere in the world,
nearly 1,750 people use a
Perrigo product



Consumer — Facing Portfolio Net Sales — 75%

Expanding Diversified Franchises™

Perrigo

Rx, 19%

Other CHC, 6%

Gastrointestinal, 7%
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*Fiscal yearended June 27, 2015; includes trailing twelve months of Omega; total net sales of ~$5.4B at
constant currency of €1:$1.09



Unique Sustainable Competitive Position

v

v
v
v

Quality excellence across
>30 global sites

Strong customer partnerships

Critical mass — +50B dosages
per year

Mass customization — 11,000
unique formulas plus 26,000 SKUs

No. 1 position:

Consumer (SB)

Infant formula (SB)
Extended topicals (GRx)
Animal health (SB)

New product pipeline / innovation —
160 filings awaiting approval

Disciplined M&A / integration

Vertical integration capabilities

Global sourcing

Competitive tax rate



Megatrend Framework Drives Organic Growth

Organic Growth Rate
Contribution

Q Population & Demographics Drive Growth

v Population growth, aging population and fewer people to 2 —-3%
fund healthcare increase the need for greater efficiency
and value

@ Move from National Brand to Store Brand Drives Growth

v" The store brand value proposition further enhances OTC’s
efficiency and value 2—-—3%

v Economics will drive consumers from national brands to
store brands

a New Products & Rx to OTC Switches Drive Growth o
v' Led by more products switching from Rx-to-OTC status 1-5%

Implied Consumer OTC Organic Growth Rate: 5-10%




Long History of Delivering Strong Adjusted
EPS Growth

Adjusted EPS*

$8.00

$7.00

$6.00

$5.00

$4.00

$3.00

$2.00

FY 6/2010

i on of non-GAAP to

FY 6/2011

GAAP EPS. FY refers to fiscal years ended June and all amounts based on continuing operation

FY 6/2012

FY 6/2013

FY 6/2014

Perrigo

FY 6/2015
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Expect >$1.2B in Consolidated New Product

Sales 2016 — 2018 Perrigo

v Expect ~70% of 2016 — 2018 New Product Sales to be Consumer Facing
v' Expect to Launch >$400M in New Products Across all Segments in CY16
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Consumer Healthcare Growth

v' Expect CHC Segment to Comprise >40% of CY16 New Product Sales

MucmexDM MucinexD

GOOmgg ri in & 60 mg pseudoephedrine HCI
ed release bi-layer tablets

EXPECTORANT & NASAL DECONGESTANT

Mggl

n & 60 gd vmhph n HBr
release bi-layer tablets

EXPECTORANT & COUGH SUPPRESSANT

2 .W,r T
v Controls Cough

v Thins And Loosens Mucus
v/ Relieves Chest Congestion

@rnmomvﬁnu 6 BI-LAYER TABLET:

v Thins And Loosens Mucus s < ‘I'Mns And Loosens Mucus

CY16 Pipeline Highlights Expected Launch Date F — q
S e : e i Nicorette
Nasacort a2l t‘

Allergy24HR | SB Version of Flonase® CY16
Full launch of SB Version of Nasacort® CY16

SB version of Mucinex® DM 1200mg CY16

SB version of Mucinex® DM 600mg CY16

Mg SB version of Mucinex® ER 1200mg CY16

* e Omeprazole Wildberry Late CY15 Launch

: / SB Version of Nicorette® Mint Lozenge CY16

i SB Version of Advil® Sodium CY16




Greater Than $29B Market Opportunity in
Potential Rx-to-OTC Switches*

All Others

GRx : L5 N
Sun;:t;ptan 21% “‘C)xybutynin
2 C19%
Migraines Overactive Bladder Erectile Dysfunction
(Triptan Category) (All Strengths/Forms) (Oral Dosage Forms)
$4.3B $3.3B $3.4B

GRXx
Tamsulosin

65%

Finasteride
15%

Fluticasone
ProAir*HFA 67%

37%

BPH Ophthalmics Asthma Nasals
(All Strengths/Forms) (Drops/Liquid Dosage (Inhalants Only) $4.3B
$6.0B Forms) $4.5B
$3.5B

14 *Source: WKH Data, CY13 TRx Dollars, except data on Nasals which is sourcedfrom IMS 2015, Wolters Kluwer Health 2006, IRIMULO 2015



New Products Drive Rx Portfolio Growth

« 25 ANDAs Pending FDA Approval
5 Paragraph IV Litigations
* 6 Projects in Clinical Studies

CY16 - CY18

New Product

Brand Value Opportunities
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AndroGel

*Note: Brand Value per Symphony Health at WAC

Perrigo
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Branded Consumer Strategic Focus

Growing our Portfolio of Market-Leading Brands

Perrigo

v Top 5 OTC company in Europe
v" One of the fastest growing OTC companies in Europe
v Well positioned for M&A in additional countries

Large segments Unmet needs due to Niche segments with
with unique concepts / | lifestyle or #1 potential
claims demographic evolution
=Cough & Cold =\Veight Control = Mosquito Repellents
= Allergy = Smoking Cessation =Lice
= Analgesics = Cholesterol =\Warts
=\/MS =Sleep
= Gastro-intestinal = Urologicals
= Medicated Skincare = Pet

= Sport
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Expect >$200M New Product Sales in Branded

Consumer Healthcare 2016 — 2018

DD A 0 JE D
0 New Proa ew Proa 0 New Proa ew Froa ew Froa
VMS Cough & cold Skin care Weight Management Head lice
BITINER - XLSMEDICAL
- (L OLDREX ¥, U
C /\CO Yokebe. PARANIX

Natural health

9
DaviGamon

-
Vitamins # -

(bioversg

# 1

Natural health

Cold & flu/ General health

PHYSIOMER

Natural decongestant  #1

\PHYTOSUN
i ms

Natural health products #1 ‘ )

Prevalin

allergy

BECONASE

Allergenic and non-allergenic rhinitis

broncho
stop

Cough treatment

Bronchenolo

4
Daily skin and beauty care #1 -

Biodermal

Long-term weight management #1 ‘

Smoking Cessation

Medicated skin care

@

Eczema, psoriasis and rosacea

PenciViR

Cold Sore Brands

Head lice treatment #1 b

Insect repellents

Urologicals

GRANU FINK

Urological product #1 =

Sleep Management

Intimate hygiene

@ Silence

AP
Snoring / Sleep management #1 3*5

FORMULA

A
Insect repellent #1 +q >

Wart treatments

LACTACYD

Pregnancy Testing

Predictor’

Sport Analgesics
General Pet Health
/ So lpa deine’ W(panodii intimate feminine hygiene  #1 @) | D
(= 7). 9. | PARAVET
specializad sports nutritian O Minor pet health issues  #1

WARTNER
#1@

Wart treatment




NiQuitin® (GSK) Acquisition — Strategy for
Accelerating Growth

NiQuitin) | NiQuitin) (Tropical Fruit\

chewing gum

New * Mini lozenges
PI‘Od ucts citrus &
orange

LY #

Extra Fresh Mint  Tropical Fruit

TR T o

Full Market _I_
Roll Out 2 TS

o X
_ o m / Shopper research & PR
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Recent Acquisitions Accelerate Growth
Additions of Entocort® EC and Tretinoin Portfolio Enhance Margins

0 Acquisitions further Rx “Extended Topicals”
strategy of high barrier to entry, difficult to
manufacture products

0 Adds attractive financial profile highlighted by
expected combined net sales of greater
than $150 million and adjusted EPS
accretion of more than $0.55 within first 12
months post-close

0 Expected to immediately exceed ROIC
threshold and enhance margins

21

Tretinoin Cream, | )}/

For Topical Uss Only. Dosaae.Seepadagelnsert

ZNPERRIGO

NDC 45802-361-02

Tretinoin Gream, 0.05%

For Topical Use Only. Dosage: See package insert.
9 rnina: Keen nut of reach of child,

:@‘FEHHIGH N

NDC 45802-182-02

Tretinoin 0’88’".,

For Topical Use Only. Dosage: See packabe insert
Store below 80°F. Warning: Keep out of reach of children.
NETWT 20 g B Only

Entocort EC

esonide) Czpsukes
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Accelerating Shareholder Value Perrico
Expecting $175 million in Full-Year Run Rate Benefits

0 Supply Chain Globalization Full Year Run
Rate: $105
v' Consolidate and optimize in Ireland million

0 Organizational Enhancements Full Year Run

v Streamline structure and realize benefits of Rat_e:_ $35
shared services model million

Full Year Run

v Optimize portfolio through strategic divestitures Rate: $35
and acquisitions million

0 Strategic Portfolio Refinement

Majority Implemented in 2016, with $0.38 additional accretion to
adjusted EPS expected by 2018




Industry — Leading Earnings Profile
Further Enhanced by Strategic M&A and Share Repurchase

Adjusted EPS

Adj. EPS
$11.00
Growth over
2015:
$10.50 5 - 2909
Adi. EPS 24 -29%
Growth over
$10.00 2015: —_ —I — - $10.10/sh
19 - 22%
$9.50 $9.50/sh
$9.00
$8.50
$8.00
$7.50
$7.00
10/22/15 2016 Expected Specialty Sciences Benefit of Announced Expected Expected
Guidance of $9.30  Impact of FX ' Forecast Update Completed Entocort EC® Tretinoin Accretion? 2016

$500MM Buyback2 Accretion EPS Pro Forma

Accelerating Shareholder Value

as of the end of December, 2015
stock repurchase completed in Q4, 2015
5, 2016 close of Tretinoin acquisition

1) Exchange rates
2) $500MM of the
24 3) Assumes Marc
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Growth Drivers — 2016 & Beyond

Omega integration and continue solid execution on
branded OTC strategy in Europe

v Drive revenue and supply chain synergy opportunities

0 Strong new product launches: >$1.2B in 2016 — 2018

v' Store and value brand versions of Mucinex®

v/ Store brand version of Flonase®

v" Full lanuch of store brand version of Nasacort®
v GRx version of ProAir®

@) Disciplined M&A Strategy

v' Geographic platform expansion
v' Adjacent OTC categories
v' Manufacturing and technological competencies

Q Actions to accelerate shareholder value

v Additional $0.38 accretion to adjusted EPS by 2018
v" $1.5 billion in share repurchase targeted over next 24 — 36 months
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Questions?

Contacts

Arthur J. Shannon

Vice President

Investor Relations and Global
Communications

(269) 686-1709
ajshannon@perrigo.com

Bradley Joseph

Director

Investor Relations and Global
Communications

(269) 686-3373
bradley.joseph@perrigo.com

Perrigo



Table |

A P P E N D IX PERRIG(Ci; %cimignv PLC

(unaudited)
FY 2010" FY 2011* FY 2012* FY 2013 FY 2014 FY 2015
Consolidated
Reported net income $ 2244 % 3406 % 3930 % 4419 $ 2053 % 128.0
Acquisition and other integration-related costs (1) 78 20 59 58 2922 127.7
Acquisition-related amortization (1) 18.1 321 492 63.1 2204 3751
Paﬁments made in connection with an R&D collaborative arrangement and
an R&D agreement (1)
— — — — — 246
Consulting and legal fees associated with Mylan defense (1) — — — — — 134
Goodwill impairment (1) — — — — — 6.8
Losses on derivatives associated with foreign-currency-denominated
acquisitions (1) — — — — — 2599
Impact of acquisitions on deferred tax balances — — — — — 465
Inventory step-ups (1) 69 — 170 72 — 108
Restructuring charges (1) 93 07 57 y B 4 45 19
Losses on equity method investments (1) — — — — — 10.1
Transfer of rights agreement (1) — — — — — (12.5)
Losses on terminated interest rate swaps (1) — — — — — 36
Litigation settlement (1) — — — — 129 13
Write-offs and sales of in-process R&D (1) 146 — (1.4) 56 i —
Other adjustments (1) — — — 44 (0.9) 41
Adjusted net income $ 2811 $ 3754 % 4694 % 529.7 $ 7395 $ 1,001.3
Diluted earnings per share
Reported $ 242  §% 364 % 418  $ 468 $ 157/ A 0.92
Adjusted $ 303 % 401 $ 499 % 561 $ 639 $ 728
Diluted weighted average shares outstanding 928 935 941 945 1156 139.8
Weighted average effect of 6.8 million shares issued on November 26, 2014 to
finance the Omega acquisition (2.3)
Adjusted diluted weighted average shares outstanding 1375

(1) Net of taxes
*All information based on continuing operations.

FY 10 - FY 15 Adjusted diluted EPS CAGR
EY 15: $7.28 . (1/5) - 1 = 19.2%
FY 10: $3.03



