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Safe Harbor Statement
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• Forecast or target figures in this material are not official earnings



Overview of the 
Dramatic Leap Plan (DLP)
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Global success of 
Aricept and Pariet/AcipHex

�z Aricept
�z Peak sales: approx. 323B yen (FY2009)

�z Established its market position as a gold standard treatment for mild, 
moderate, and severe Alzheimer's disease

�z Pariet/AcipHex
�z Peak sales: approx. 176B yen (FY2007)

�z Contributed to significant number of patients as one of the few patent-
protected branded PPIs in the U.S. and Europe

�z Gained No.1 share among branded PPI products in the Japanese market

Established global capabilities in all functions 
including manufacturing and commercial

by these two products
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Establishment of oncology franchise

�z Equipped with drug discovery capabilities for both small molecules and 
antibodies

�z Aim for full-fledged product line from chemotherapy agents, molecular-
targeting agents, antibodies, to supportive care agents

�z Established franchise with 3 acquisitions: Ligand products, Morphotek, 
and MGI

�z Success of drug discovery for Halaven

�z Oncology franchise accounts for 10% of global sales

Successfully entered oncology therapeutic area
where largest unmet medical needs exist globally



Proactive M&A with leveraging strategy

• 2006 Acquisition of Ligand products (US$205M) = cash deal 
• 2007 Acquisition of Morphotek (US$325M) = cash deal 
• 2008 Acquisition of MGI (US$3.9B) = debt financing

Funding with pecking order of shareholder value creation,
thereby avoiding dilution and improving capital efficiency

- Significant enhancement of EPS, cash EPS, and ROE
- Net DER to maintain credit rating of A or above by B/S management

• EPS will be reaching 246 yen (FY2010) from 222 yen (FY2005)
• Cash EPS will be increased to 425 yen (FY2010) from 311 yen (FY2005)
• ROE will be improved to 17% (FY2010) from 13% (FY2005)
• Net DER at 0.5 level in FY2010

Realized strategic vision to enter into oncology therapeutic area by M&A

*FY2010 figures are forecasts





Pros and Cons of global partnership
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�z Global partnership greatly contributed to global expansion of Aricept 

and Pariet/AcipHex (R&D, regulatory, manufacturing, and commercial), 

thereby leading to accumulation of knowledge obtained from such 

partners

�z Established own commercial structure and full value chain in the U.S. 

and Europe

Increase of alliance fees in accordance with 
sales expansion



Pros and Cons of Financials
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�z FY2010 net sales will underperform the DLP target due to delays of new 
products (perampanel, Halaven, and eritoran), project termination for Aricept 
pediatric indication in the U.S., foreign exchange impact, and other factors.  
Operating profit will also fall short of the DLP target due to non-achievement of 
targeted sales of new products and the Aricept in the U.S., attributed to the 
amortization of marketing rights, and the increase of COGS

�z Enhanced cash generation capability as a result of success of Aricept and 
Pariet/AcipHex, strategic investment in MGI, and cost efficiency (the 
cumulative cash income, excluding foreign exchange impact from FY2006 
through FY2010, outperformed the DLP target)

Allocating 1/3 of cash income to investment for growth,    
1/3 to shareholder return, and 1/3 to debt repayment             

in the mid-term range
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Adapting to the era of great globalization
Plan “HAYABUSA” to start one year ahead of schedule

More stringent environment and 
stagnant growth in matured markets

Significant growth opportunity in 
emerging markets

�¾ U.S.
�z Healthcare reform (Healthca
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Mid-term Strategic Plan 
“HAYABUSA”

(FY2011-2015)
- Era of Transformation -

Hayabusa:  

Hayabusa has traveled over 6 billion 
kilometers overcoming two major 



Aspiration
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We Will Benefit Millions More Patients in 
the Great Globalization Era, 

Wind Down Japan/US/Europe-Centric 
Relationship with Global Partners, and 
Transform Ourselves into a Global Top-

Tier High-Performing Company
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Enhancing contributions to patients 
in the era of great globalization

500+

FY2011-15FY2006-10

200+



Dawn of great globalization
Entries to all top 20 countries in next 5 years
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(Yen)

*1ROE: Return On Equity
*2EPS: Earnings Per Share

• EPS will increase to nearly 
500 yen by FY2015 (CAGR 15%)

• ROE enhancing from 17% in 
FY2010 to 20%+ in FY2015

• Cumulative cash income during 
FY2006 – 2010 is approx.    
570B yen

Cash income to increase to 
approx. 750B yen level during 

FY2011 - 2015

EPS *2

ROE*1

Toward global top tier (2)
Streams of ROE, EPS, and Cash Income

*3Cash income is the total amount of cash available for investments for growth, business development, dividend payment, and repayment of borrowings, etc.
Cash income = Net income + Depreciation of PP&E and Amortization of intangible assets + In-process R&D + Amortization of goodwill + Loss on impairment 
(including loss on devaluation of investment securities)
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1. Rise of East Asia Region to drive growth of global Eisai 

2. Dawn of the great globalization era: benefiting millions 
more patients with our product line-up including zero-price 
products and entering all of global top 20 markets

3. Efficient and lean commercial structure to create value for 
patients

4. Thrusting into global top 10 in oncology by reaching 
US$2 billion sales through women’s oncology strategy 

5. Evolving towards “focused” medicines to maximize patient 
benefits

Overview of Plan “HAYABUSA”
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FY2010
Forecast

FY2013
Target

FY2011
Target

FY2015
Target

Net sales

Operating
income

Roadmap for the Plan “HAYABUSA”
Resuming growth trajectory from FY2013; record-high level in FY2015

116B yen
(OP margin at 15%)

770B yen

Aim for 800B yen+

OP margin at approx. 22%

Aim for 200B yen+
OP margin at 25%+

Assumed average exchange rates:
FY2010: $1 = 85.6 yen; 1 Euro = 112.0 yen; and 1 GBP = 131.9 yen
FY2010-2015: $1 = 85 yen; 1 Euro = 110 yen; and 1 GBP = 135 yen
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Roadmap supported by key events

Breast cancer -3L 
(EU)
Breast cancer –
2L/3L (JP)

Insomnia (JP)

Chronic hepatitis B
(CN)

Partial Onset 
Seizures (US, EU)
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Transformation of Regional Balance
From U.S. to East Asia and New Markets

Revenue By Region 
(Billion Yen)

• East Asia to lead overall 
growth, especially in Japan 
and China, expanding from 
49% in FY2010 to 63% in 
FY2015 with 6% CAGR (26% 
CAGR in China, 5% CAGR in 
Japan)

• Emerging / New Markets in 
investment period, increasing 
from 1% to 4% and focusing 
on India, Brazil, Russia, 
Canada and ASEAN with 
CAGR of 34%

• Streamlined and refocused 
US and Europe operations, 
shifting to specialty 
businesses such as oncology 
and epilepsy
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Outline of East Asia Region

Concept of East Asia

Ahead of the competition, 
synergy of knowledge sharing,

local talents across East Asia Re gion

• Sharing and expanding hhc knowledge
– Local talents across East Asia to experience 

hhc with Eisai Japan and bring back knowledge 
to East Asia

– Globalization of Eisai Japan
• Sharing business practices (CNS, Oncology, RA, 

GI/Liver) such as KOL exchange
– Aricept: Japan/ China/ South Korea/ Taiwan/ 

HK
– Pariet: Japan/ China/ South Korea/ Taiwan/ HK
– Halaven: Japan/ China/ South Korea / Taiwan 

/HK 
– Humira: Japan/ South Korea/ Taiwan
– Stronger Neo Minophagen C: Japan/ China/ 

Taiwan
• To be led by strong local leadership

– Advancement of the management by local head
– Acceleration of clinical development in East 

Asia with JAC (Japan/Asia Clinical Research 
PCU)

Framework of East Asia

East Asia
Region
Head

Japan

Local top

China

Local top

Korea

Local top

Taiwan

Local top

Hong Kong

Local top

Prescription OTC Diagnostics Generics

Japan 6 µ 6 µ 6 µ 6 µ

China 6µ TBD TBD TBD

Korea 6µ

Taiwan 6 µ 6 µ

Hong
Kong 6 µ 6 µ
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Transformation to efficient and 
lean commercial structure
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Transformation to efficient and 
lean commercial structure

Transform from mass market/co-promotion model 
to independent neuroscience/oncology franchise model

• Optimize smaller cross-functional field teams, including clinical nurse educator team and 
Managed Markets, to reach customers

• Accelerate shift to oncology franchise model by focusing in women’s oncology

• Further enrich neuroscience franchise with addition of epilepsy product line

• Headcounts from under 1,600 to 1,000+
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Transformation of Franchise Portfolio
From Aricept/Pariet to oncology, epilepsy, and liver diseases

Revenue By Franchise 
(Billion Yen)

Aricept
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Liver disease
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Pariet/
Aciphex

Epilepsy, etc.

38%

18%

3%

16%

22%

9%

• Oncology represents significant 
unmet medical needs in both 
matured and emerging markets –
rapid expansion surpassing 
180B+yen in FY2015 to place Eisai 
in top 10 globally (150B yen market 
in women oncology alone)

• Aim for global leadership position 
within neuroscience

- Further enhancement of patient 
values with Aricept (23mg etc.) in the 
$5B+ AD market
Growth in East Asia and emerging 
markets

- Franchise expansion (perampanel, 
Zebinix, Banzel/Inovelon, etc.) 
towards global top3 in $4B+ market 
of epilepsy 

• Maintaining strong presence in 
GI/Liver via Pariet/AcipHex and 
build-up of liver business in 
emerging markets (clevudine, 
Stronger Neo-Minophagen C, Livact, 
etc.)

-15%

18%

-12%

9%

3%

24%
27%

4%

10%

CAGR
(FY2010-15)

29%
7%

22%

Neuroscience



7 Major NMEs expected to be launched 
during the Plan “HAYABUSA”
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Halaven

clevudine

perampanel

lorcaserin

E5501

Microtubule dynamics inhibitor

DNA polymerase inhibitor

AMPA receptor antagonist

5HT2C receptor agonist

Thrombopoietin receptor agonist

Cancer

Hepatitis B

Epilepsy

Obesity

ITP

lenvatinib VEGF receptor multi target tyrosine kinase inhibitor Cancer

farletuzumab Humanized IgG1 Molecular antibody that 
targets folate receptor alpha (FRA) Cancer



Halaven and Perampanel
2 blockbuster candidates





Focus in women’s oncology
Vying for a top 10 oncology spot

28

Halaven      farletuzumab         
Aloxi/netupitant lenvatinib others
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Prospect of women’s oncology
Contributions for patients with breast, ovarian & thyroid cancers and 

endometrial carcinoma with unique pipeline and technological strength

Target

indication

Halaven farletuzumab lenvatinib

Breast cancer Ovarian caner Thyroid cancer
Endometrial carcinoma

2015  global 
market size $11 billion*2 $1.8 billion*3 $500 million*4

chemotherapy



Aim for global top three epilepsy player
Perampanel to drive growth
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Global epilepsy franchise 
sales outlook
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• Extensive epilepsy treatment lineup 



�N

�O�P�N

�P�R�N



- Place top priority on the projects that are highly 
likely to deliver meaningful results by 2015

- Promote development in the areas of AD 
(Alzheimer’s disease) space and Personalized 
Medicine

- Investments to be made for projects that we have 
confidence in significantly enhancing the corporate 
value regardless of Pre-clinical, Translational, or 
Clinical

- We will start no new projects without embedded 
biomarker

Product Creation policy for the

Plan “HAYABUSA”
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Prioritize projects that we are confident will have 
high probability of success during the Plan “HAYABUSA ”

• Commitment in the late clinical stage projects:
– Halaven, perampanel, farletuzumab, lenvatinib, E5501
– Prioritize resources to these projects
– Adhere to development schedule



US

Japan

China

South
Asia
Latin

America

• Position Aricept 23mg as essential drug for 
moderate-to-severe AD

• Rapid uptake of 23mg to achieve $600 
million sales in FY2012

• Realize “AD life-time care” for AD patients 
and caregivers by providing product, services, 
information, and network for disease 
prevention, diagnosis, and treatment

• Maintain approx. 100 billion yen sales 
annually

• Establish Aricept business unit
• Expand market access with business unit 

focused on AD
• Pursue five-fold sales increase from FY2010 

to FY2015

• Expand market access through disease 
awareness programs and affordable pricing

• Increase 10mg contribution for upcoming 
23mg launches

+ 
63%

+
57%

+
117% 

+ 
107% 

+ 
77%

34

AD Space
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E2609 (beta secretase inhibitor)

Alzheimer’s disease: 
Development of disease modifiers

BAN2401 (anti-A ��  protofibril humanized monoclonal antibody)

BLA* 4 submission
(symptomatic)
FY2015-FY2016
Symptomatic data of 
pivotal study

Submission
(DM)
FY2017
Full data of pivotal study

POC*3

Interim to confirm 
symptomatic
then continue to confirm DM

POM*1/POP*2

in patients

Milestone

NDA/MAA
submission
(symptomatic)
FY2016
Symptomatic data of
pivotal study

Ph I
In healthy
volunteers

Milestone

POM*/POP**
in patients

Development of disease modifiers for AD: Two high-priority projects plus biomarker research moving in 
parallel; confirm POC for both symptomatic and disease modification (DM) claims within one study

Response biomarker: imaging 
response; biomarkers in CSF 
and plasma

Pharmacodynamics 
biomarkers: biomarker in 
CSF

Surrogate biomarker: imaging 
response to show 
hippocampal degeneration

Biomarker research

Biomarker research

POM*1: Proof of mechanism   POP*2: Proof of principle   POC*3: Proof of concept   BLA*4: Biologics License Applications

Pharmacodynamics 
biomarkers: biomarker 
in CSF

Response biomarker: imaging 
response; biomarkers in CSF 
and  plasma

Surrogate biomarker: imaging 
response to show 
hippocampal degeneration

POC***
Interim to confirm 
symptomatic
then continue to confirm DM

Submission
(DM)
FY2017
Full data of
pivotal study



From generalized production creation 
to focused product creation

Generalized Product Creation

Focused Product Creation

Target
Validation 

Candidate
Selection

Clinical 
Development

Lead
Compound 

Patients

Pharmacodynamic Biomarkers

Pharmacodynamics / Response / Stratification Biomarkers

Phase I/II
-Safety
-POM
-Patient selectivity
-POP/POCGenetically/

Epigenetically
Target-disease 
Defined Target 

Therapeutic area
Focused & DOS Comp
Library
(Increase efficiency)

(Shorten development time)

Phase III
- Objective
-Stratified patient 
population
- Small

Disease model reflecting clinical
pathological condition

(Increase POS)

Validation for the clarification
of Disease-Target relationship

(Open innovation)

General disease modelLimited target
Validation

Phase I
- Safety

Phase II
- Classical POC

Phase III
- Subjective
- Large

Biologically/
Biochemically 
Defined Target

Chemically-Defined
Large
Conventional Comp
Library
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Evolving towards “Focused” Medicines 
to Maximize Patient Benefits

Focused Drug Discovery Biomarker-driven Product Creation
• Identification of target-pathologically relevant/root 

cause of disease:
– Genetic / physiological / pathological information from 

patients; application of advanced bioinformatics

• Assays-relevant to function of target:
– Phenotypic screens reflecting pathology of diseases 

using ES/iPS technology 

– Unique cell-based screening system, e.g. protein-
protein-interaction 

• Compound Libraries:
– Therapeutic area specific compound libraries

– DOS libraries

• In-vivo Models:
– Disease models: well characterized disease-target 

relationship

– Non-human disease models

• Pharmacodynamics and Response Biomarkers:
– Establish POM and POP in Phase I/II

– Increase of probability of success and evidence of 
efficacy in Phase II

• Stratification Biomarkers :
– Phase III study focusing on appropriate patient 

populations 

• Integrative Biomarker Technologies:
– Tissue bank, immunohistochemistry (IHC), 

bioinformatics, imaging (SPECT, PET, MRI), 
integrative omics, diagnostics

At least 50% of new projects during the Plan “HAYABUSA” 
are specific to single target;
Enabling  “Focused” medicines

New projects should have biomarker strategy 



H3 Biomedicine: Realization of personalized medicine 
Higher efficacy and better safety profile for selected patient 
population

38

Target
Identification



Transformation of production management system
From Japan-led to global management
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Technology
Strategy Unit

Logistics
Strategy Unit

Procurement
Strategy Unit

Hatfield, UK

Vizag, India RTP, US

Change in 
Global Leadership

Enhancement of Strategic 
Planning and 

Implementation Capability

Increase in Global-Base 
Patient Contribution 

Commitment to Absolute Quality
Uninterrupted Supply

Realization of Affordable Pricing
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Enhancing cash allocation for repatriation to 
shareholders, debt repayment, 
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Investment for growth

Case

1. Objectives of  M&A and business 
development (BD):

– Accelerating growth in East Asia

– Establish new business model in new 
markets

– Enhance CNS product portfolio

– Enrich the product line-up in the area of 
women’s oncology

2. Technology platform:

-Investment for transforming to “focused” 

medicine

3. Strategic CAPEX:

– Production of monoclonal antibody

– Expansion of manufacturing facility in 
India

Cash income

FY2006-2010
Forecast

750B yen level

FY2011-2015
Target

Debt 
repayment
25-30%

Shareholder 
return

30%+

approx. 
300B yen
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�z ROE: 20�u or more

- Positioned as top priority indicator for 

shareholder value creation

- Far exceeding Cost of Equity

- Aim at world-class 15% of Equity-Spread*1

- Enhance capital efficiency by reducing cross-
shareholdings and other means

�z DOE: 8% or more

- Intend to reimburse Cost of Equity 

with actual cash dividend



Robust increase of cash income
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Strategic 
investment

Debt 
repayment

Dividends

Aim at cash income of 170B+ yen


