
2Q FY2011  
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April �± September 2010  April �± September 2011  

Results  % Results  % YOY 

Net Sales  412.3 100.0 331.0 100.0 80 

  Cost of Sales  84.1 20.4 85.7 25.9 102 

Gross Profit  328.2 79.6 245.3 74.1 75 

  R&D Expenses  73.8 17.9 62.9 19.0 85 

  SG&A Expenses  187.1 45.4 132.0 39.9 71 

Operating Income
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Sales of Aricept and Pariet/AcipHex  
Steady growth in East Asia region  



4 

0%

50%

100%

1H FY2010 1H FY2011 Plan
"HAYABUSA"

47% 

32% 29% 

1% 

2% 9% 

10% 

14% 

22% 

20% 

22% 

12% 

2% 
4% 

6% 

16% 
20% 

18% 

5% 7% 3% 

Neuroscience Epilepsy

Oncology GI/Liver

Immunology/Allergy Other branded products

Other businesses

Sales of Oncology Franchise Products  
Acceleration of transformation to oncology franchise  

(Billion Yen, %) 

�z Oncology-related products grew by 30% on a local 
currency basis, accounting for 14.0% of total sales 
(9.6% in the same period last year) 

Apr. -Sep. 

2010 

April -September  

2011 

Results  Results  YOY 

Halaven

2010
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Profit by Segment  
Rapid growth in East Asia led to secure the same level of 

reporting segment profit ratio as the previous year  

(Billion Yen, %) 

*Segment profit from U.S. Pharmaceuticals Business in local currency was calculated based on average exchange rate 
*Pharmaceuticals Businesses of East Asia, U.S., Europe, and New Markets and ASEAN 

April �± September 2010  April �± September 2011  

Results  % 
% on 
Sales  

Results  % 
% on 
Sales  

YOY 

Difference 
from 

previous 
year 

East Asia* 
[Japan] 

75.6 
[72.3] 

52.0 
[49.8] 

40.8 
[42.3] 

84.1 
[80.9] 

71.7 
[69.0] 

42.2 
[43.6] 

111 
[112] 

8.6 
[8.6] 

U.S.*  
[$ million] 

57.2 
[643] 

39.4 31.5 
18.3 

[229] 
15.6 22.3 

32 
[36] 

(38.9) 
(414) 

Europe* 2.8 1.9 12.6 3.9 3.3 16.2 138 1.1 

New Markets & 
ASEAN* 0.6 0.4 17.8 0.5 0.5 14.8 87 (0.1) 

Reporting Segment Total 136.2 93.7 34.7 106.9 91.1 34.6 78 (29.3) 

Others 9.1 6.3 46.0 10.5 8.9 48.0 116 1.4 

R&D expenses & Non-
allocated SG&A 
expenses 

(78.1) (66.9) 86 11.2 

Consolidated Operating 
Profit 67.2 16.3 50.4 15.2 75 (16.7) 
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�z �*�U�R�Z�W�K���V�F�H�Q�D�U�L�R���E�\���S�U�R�J�U�H�V�V�L�Q�J���W�K�H���S�O�D�Q���³HAYABUSA� ́
Rapid growth of new products 
Expanding oncology franchise 
Enriching epilepsy franchise 
East Asia to win in the era of mega-competition 

�z Lean & efficient operations to maintain profitability 
Reduction in alliance fees  

Organizational streamlining effects 
Strategic adaptation to environmental changes in the U.S. 

�z ROE management and confidence in securing annual 
dividend 

 
 

   Growth by Overcoming the Impact of 
Aricept LOE in the U.S.  
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U.S
. 

Halaven  - Characteristics of Global Marketing  
Developing optimal marketing for each region  

*1 : IntelliView data from IntrinsiQ, LLC. Research, Market Share Data: 2010-2011;  
Information on proprietary and non-published data is available at www.intrinsiq.com; Accessed October 2011 
*2: 31 countries: EU, EEA, and Switzerland 

�‡ Approx. 120 oncology medical reps to promote oncology franchise portfolio including Aloxi, 
Dacogen, Fragmin, and others 

�‡ Market share at 10 months post launch (August 2011): 
- Captured 5% market share in third-line treatment for metastatic breast cancer*1 

     (Target share: 10%+ in the end of FY2011) 
- Captured 14% market share in fourth-line+ treatments, which are later     
     expected to advance to third-line (Target share: 15%+ in the end of FY2011) 

�‡ Halaven has the highest monotherapy agent share in third-line+ treatments 

EU 

JP
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Beyond FY2015 

Target $2B-level sales 

Up to FY2015 

Target $1B-level sales 

Refractory recurrent, 
metastatic breast 

cancer 
(previously treated 

with standard therapy) 

Breast cancer 
with fewer prior 

treatments 
(2nd line)  

�z Breast cancer 2nd line 
 - Patient enrollment is complete (approx. 1,100  

     patients); studies are ongoing  

 - Study areas: U.S. and Europe;  
     Control group: capecitabine;  
     Primary endpoint: overall survival 

 - Target submission in FY2012 (U.S. and Europe) 
Size of global market for breast cancer (2015) 

 2nd line: approx. $2.4B* 

 3rd line+: approx. $2.6B* 

Sarcoma 

NSCLC 

Breast cancer 
1st line 

Breast cancer 
adjuvant/ 

neo-adjuvant 

Combination 
therapy with 
�(�L�V�D�L�¶�V���D�Q�G��
other anti-

cancer agents 

Liposomal 
formulation 

Halaven Value Maximization S



Three Characteristics of Eisai Oncology  
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Diversified product creation activities 

�&�R�P�P�L�W�P�H�Q�W���W�R���Z�R�P�H�Q�¶�V���R�Q�F�R�O�R�J�\ 

Emphasis on East Asia 
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Strategic Collaborations in Development 
of Anticancer Agents  

Accelerate the clinical development of  innovative drugs by 
leveraging external resources based on collaboration to 

simultaneously progress diverse projects  

�z Under the collaborative development 
agreement, clinical studies are 
continuously conducted by Eisai 

�z External study costs are wholly funded by 
SFJ 

�z When compound is approved, Eisai will 
make payment to SFJ as consideration 

�z The companies share development costs and 
�4�X�L�Q�W�L�O�H�V�¶�V���V�S�H�F�L�D�O���W�H�D�P���I�R�U���W�K�H���G�H�Y�H�O�R�S�P�H�Q�W��
of anticancer agents conducts POC studies 
following the basic plan determined at 
Executive Oversight Committee comprised of 
members from both companies  

�z Milestone payment to be made to Quintiles 
when the agreed-upon POC is demonstrated 

Strategic collaboration with SFJ* to 
conduct phase III studies to evaluate the 
efficacy of lenvatinib in thyroid cancer 
(September 2011) 

Strategic collaboration with Quintiles  
to develop six anticancer compounds  
for eleven indications  
(October 2009) 
 

*SFJ Pharma Ltd. 



14 



Enriching Epilepsy Franchise with  
Focus on perampanel  

15 

�‡





Pariet  FY2011 target sales: 60 billion yen 
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Rapid Expansion of Business in China  

New administration under locally-hired president and  
knowledge exchange in East Asia 
Improved employee turnover ratio by 7 points from 23% to 16% (Apr. - Sep. 2010/2011) 

Under stable organization 
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Lean & efficient 
operations to maintain 

profitability  
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1H FY2011  
Analysis of alliance fees and  

organizational streamlining effects  

2H FY2011  
Analysis of alliance fee and  

organizational streamlining effects  

A
lliance fees 

Alliance fees  
Difference from the previous year 

 
Alliance fees  
YOY 

Approx. 
-45 billion 

yen 
 

Approx. 
45% 

Alliance fees  
Difference from the previous year 

 
Alliance fees  
YOY 

Approx.  
-10 billion 

yen 
 

Approx. 
80% 

O
rganizational 
stream

lining 

Reduction in personnel 
8 0 %



Paradigm shift to adaptive-to-change commercial structure 
�z Total MRs from approx. 920 in FY2010 to approx. 370 (reduction of approx. 550) 

- Primary Care & Specialty MRs: from approx. 440 



Leading the Shareholder Value Creation  
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FY2010 FY2011 

Results  % Forecast  % YOY 

Sales 768.9 100.0 654.0 100.0 85 

  Cost of Sales 167.8 21.8 173.0 26.5 103 

Gross Profit 601.1 78.2 481.0 73.5 80 

 R&D Expenses 145.0 18.9 123.5 18.9 85 

 SG&A Expenses 343.0 44.6 257.5 39.4 75  

Operating Income 113.1 14.7 100.0 15.3 88 

Ordinary Income 105.2 13.7 94.0 

39.4
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(Billion yen, %) 

Performance of East Asia  
Pharmaceuticals Business  
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[$ million] 

Performance of U.S.  
Pharmaceuticals Business  

April �± September 2010  April �± September 2011  

Results  % Results  % YOY 

Sales 2,043 100.0 1,027 100.0 50 

 Aricept  1,192 58.4 92*1 8.9 8 

 AcipHex  382 18.7 358 34.8 94 

 
 

Halaven  �|  64 �|  

Aloxi  195 229 118 

Dacogen  94 106 113 

Total MGI  307 352 115 

Fragmin  96 91 94 

  Total oncology -related products  435 21.3 534 52.0 123 

Segment Profit * 2 643 31.5 229 22.3 36 
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(Billion yen, %) 

Performance of Europe and New Market 
ASEAN Pharmaceuticals Business  


