TOTAL NET TURNOVER

ADJUSTED EBITDA

€ million € million
Turnoverin 2010 € 3,171 m Adjusted EBITDA In 2010 € 851 M
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NET TURNOVER BY REGION (2010) NET TURNOVER BY PRODUCT AREA (2010)
€ million € million
4793 816.7
+30.5% LC +16.2% LC
Russia / CIS 3329 Regional and
+2.7% LC local Rx
13812 Nycomed US
37135-810/ L -13.2%LC
+15.1% Europe
Latin America P 372.9*
-0.9% LC
OoTC
2498 841 6394
+6.2% LC +13% LC *127%LC
Asia-Pacific, Africa Contract 908.0 Specialty products
and Middle East Manufacturing -27.8% LC

Gastroenterology

409.1
+1.1% LC
North America

LC = local currency
Rx = prescription medicines

1933
-48.1% LC
Out-licensing

100.7
+36.6% LC**
Respiratory

*Not including Calcium OTC (part of Specialty products)
and Pantoprazole OTC (part of Gastroenterology)
** excluding one-time effects

PRODUCT AREAS

Gastroenterology

Portfolio built around Nycomed’s biggest-selling product, pantoprazole (acid-related
gastroenterology disorders)

Specialty products

Products primarily for specialist doctors, including Instanyl® (breakthrough cancer pain),
Calcium D; (osteoporosis), TachoSil® (surgical patch) and Preotact® (osteoporosis)

Respiratory

Products for respiratory and related conditions, such as Alvesco® (asthma), Omnaris®
(allergic rhinitis) and recently launched Daxas® (COPD)

oTC

Broad portfolio of over-the-counter products marketed in Europe and emerging markets

Regional and local Rx

Portfolios adapted to local needs, primarily composed of branded generics

Nycomed US Dermatology products for the US market

Alvesco® Preotact® Xefo® Matrifen®  Omnaris® Daxas®
Asthma Osteoporosis Pain Pain Allergic rhinitis CcopD

€ 70 million € 53 million € 42 million € 35 million € 27 million € 4 million






Nycomed has one of the
highest proportions of sales
from emerging markets
among major pharmaceutical
companies.

Hakan Bjorklund, Chief Executive Officer of Nycomed




Well positioned

Our performance in 2010 demonstrates that
Nycomed is well positioned to gain from major
trends in the pharmaceutical industry. We are
already generating impressive sales and con-
tinuing to expand in emerging markets, which
will be a powerful engine of growth for the
future. Our portfolio of specialty and respiratory
products is achieving double-digit growth, and
we are optimistic about Daxas. European sales
of our leading product, pantoprazole, have
stabilised after patent expiration.

Turnover in 2010 in emerging markets rose
30% over the previous year. Russia/CIS is

our largest market and Brazil has moved into
second position. In 2010, we made a major
acquisition in China and we recently launched a
number of new affiliates in Asia, Latin America
and the Middle East. In total, emerging markets
accounted for 39% of our turnover in 2010.

By 2015, we expect them to make up around
60% of our sales. Nycomed has one of the
highest proportions of sales from emerging
markets among major pharmaceutical com-
panies.

Our specialty and respiratory products con-
tinue to fuel our performance. This portfolio of
established and innovative medicines showed
high growth, particularly from Actovegin,
Calcichew, TachoSil and Instanyl.

Daxas received EU marketing authorisation in
2010, and we are introducing the product to
the markets in September. This medicine has
significant potential, because there is a huge
unmet medical need in COPD across mature
and emerging markets. The Global Initiative
for Chronic Obstructive Lung Disease (GOLD)
has included roflumilast (Daxas) as a new
treatment option in its COPD management
guidelines. In Europe, we are co-promoting

CEO Letter

Daxas with Merck & Co. In the United

States, we are working together with our
partner Forest Laboratories on the FDA ap-
proval. We have made progress in our strategy
to expand our portfolio through partnerships,
notably in Russia/CIS, where we launched a
collaboration with GE Healthcare on imaging
agents, and in-licensed Zenpep, a pancreatic
enzyme, from Eurand. In Mumbai, Zydus Nyco-
med, our joint venture with Zydus Cadila, has
started producing active pharmaceutical ingre-
dients (API) at the newly expanded manufac-
turing facility, enabling us to get high-quality
APIs in Nycomed’s branded generic portfolio
produced at competitive costs.

Our results for 2011 will be impacted by the
continuous strong marketing and sales effort on
launches of Daxas and further implementation
and focus on our operations in the emerging
markets. We experienced the loss of exclusivity
on Protonix in the United States on 19 January
2011 and we expect price pressure to continue
in the mature markets. This will be partly offset
by strong growth in our Key Products portfolio
as well as in emerging markets and especially
with our new activities in China.

Hékan Bjorklund
Chief Executive Officer (CEO)
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Strategy

Our strategy has positioned us to enter
a new phase of growth

Expansion into emerging
markets picks up the
pace in 2010

Partnering increases com-
mercial potential of new
products

Specialty, respiratory and
local products are impor-
tant growth drivers

Nycomed has carved out a successful niche as
a privately-owned, mid-sized pharmaceutical
company with the critical mass to be a global
player while maintaining the agility to react
quickly to business opportunities.

Our approach is based on three strategic
pillars:
a unique geographic profile increasingly
weighted towards emerging markets with
rapid growth
a tradition of partnering with other compa-
nies to complement our internal strengths
a difersived portfolio of products that allows
us to diversify risks and maximise benefits
from fast-growing market segments.

Strong in Europe and emerging markets
The European market remains the backbone of
our company, serving as an international refer-
ence for regulatory approvals and providing
the financial means to expand into emerging
markets. In 2010, we achieved several impor-
tant milestones in Asia. By acquiring a 51.34%
stake in Guangdong Techpool Bio-Pharma and
relaunching our affiliate in China, we signifi-
cantly increased our commercial presence in
this booming pharmaceutical market. We also
established a number of new affiliates in Asia.
This complements our already strong presence
in the emerging markets of Russia/CIS and
Latin America, and builds on momentum to
boost our marketing and sales operations in
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Turkey, the Middle East and Africa. With 39%
of our sales coming from emerging markets

in 2010, Nycomed is already at the forefront
of major pharmaceutical companies in this
important benchmark. By 2015, our objective
is to boost turnover from emerging markets to
around 60% of our total sales.

Partners complement our capabilities
Nycomed’s flexible business model is built on
the concept of partnering with other compa-
nies across the pharmaceutical value chain. In
research and development, we expect most
of our pipeline projects to originate outside
the company, so we are constantly looking for
partners at the cutting edge of science in our
chosen therapeutic areas. Our supply chain is
becoming more competitive by collaborating
with a state-of-the-art manufacturer of active
pharmaceutical ingredients in India. In marke-
ting and sales, we rely on partners to commer-
cialise our products in mature markets such

as the United States and Japan. In Europe,
partnering complements our established
commercial organisation - for example, Merck
& Co. is helping us to maximise the launch
potential of our innovative COPD therapy
Daxas® (roflumilast). In the United States,
where roflumilast is still under review by the
FDA, we are relying on our partner Forest
Laboratories.



Strategy

as Calcium, TachoSil® and Actovegin® are
growing at double-digit rates, primarily due

to strong sales in emerging markets. Regional
and local prescription products acquired or in-
licensed from other companies are helping us
to boost market presence and sales. We have a
broad range of OTC products tailored to local
market demand, as well as globally success-
ful OTC therapies from the Calcium family of
products. Nycomed US is a market leader for
generic and prescription products in dermatol-
ogy and makes an important contribution to

Diversified portfolio of products

Nycomed’s portfolio comprises prescription
medicines, over-the-counter drugs (OTC) and
branded generics. This strategic mix allows us
to adapt to the local needs of each market.
Our key products consist of gastroenterol-
ogy, respiratory and specialty treatments.
Gastroenterology is still our most important
therapeutic area in terms of sales, despite

the patent expiration of our leading product,
pantoprazole. Among our respiratory products,
we expect Daxas® to be a key driver of future

growth. Specialty prescription products such our business.

NYCOMED'S FLEXIBLE BUSINESS MODEL IS BASED ON THREE STRATEGIC PILLARS

DIVERSIFIED
PRODUCT PORTFOLIO

Our diversified product portfolio
allows us to adapt to local demands
and patient needs in each market.

STRONG POSITION IN
EMERGING MARKETS

We are continuing to expand our
already strong presence in fast-
growing emerging markets around
the globe.

PARTNERSHIP
APPROACH

Our expertise in forming strong
partnerships helps us to make

the best use of external resources
and focus on what we do best.
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Global R&D platform reaps benefits
of internal and external innovation

Lean R&D organisation
built on internal expertise
and partnering

Promising pipeline and
life-cycle management
projects

Developing medicines that
matter

Nycomed's engine of innovation is a global
Research and Development (R&D) organisation
with some 1,000 scientists at sites in Europe
and Asia. Together with our partners, we have
built a robust pipeline with drug candidates

in clinical development and life-cycle manage-
ment as well as promising projects in the
pre—clinical phases. Our local regulatory
expertise gives us an edge in both mature

and emerging markets.

Flexible R&D model

At Nycomed, our R&D is based on a flexible
operating model balancing a blend of external
partnering and internal resources. Our in-
house capabilities range from early discovery,
successive phases of clinical development

all the way through registration and life-cycle
management.

At the same time, we expect a large percent-
age of the compounds in our pipeline to come
from in-licensing and co-development projects
with our partners. In this way, Nycomed is in a
better position to reap the benefits of excit-
ing discoveries that are increasingly made by
cutting-edge biotech firms.

Our approach to partnerships is fostered by a
lean, project-driven organisation. Close align-
ment between commercial objectives and
development options leads to quicker decisions
on whether to discontinue projects or redesign
clinical trials. This allows us to make the most
productive use of the 7% of Nycomed’s turno-
ver invested in R&D every year.

Exploiting global synergies

A top R&D priority is to facilitate Nycomed's
strategy of expanding in fast-growing emerg-
ing markets. Our regulatory expertise in Europe
and the United States is an important advan-
tage, because these markets are usually the first
to introduce innovative medicines and they
serve as reference markets for authorities in
emerging markets. Our acquisition of a majority
stake in Guangdong Techpool Bio-Pharma Co.
Ltd. gives us access to innovative products and
development capabilities in China.

PHASE |

PDE4 inhibitor
Inflammation

PDE4 inhibitor

Respiratory

MT203
Inflammation
Partner: Micromet

PHASE Il PHASE llI

Registration

Roflumilast (in US)
COPD
Partner: Forest Laboratories

Ciclesonide HFA nasal
Allergic rhinitis, Partner: Sunovion

(formerly Sepracor)

Our pipeline is built from our own research and through co-developments with partners.

mmm Nycomed development mmm Nycomed development, local out-licensing
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Co-development with partners





