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No change from the past:
Health remains a basic need of mankind
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"Healthcare events'" dominate or at least influence the life of most people




Drivers of the Future
Four key areas influencing our strategy

Consumer
Demographics
Growing, ageing, wealthier

Consumer

Empowerment
More knowledgeable and
demanding consumers

Consumer-Focussed
Offers

Convenient points of care, bundling
of offers

Payment and Funding Pressures
Continued pressure on healthcare margins

New Competitive Participation
Blurring of boundaries between traditional healthcare
sectors

No change from the past:

Continued Innovation
Momentum of healthcare
innovation is maintained

Personalised Healthcare
Solutions customised to genetic
profiles and sub-groups

Integrated Health

Information
Information Management plays a
more central role

Main focus of strategic direction
on drivers almost certain to occur

D Drivers likely to occur

There is an big increase in demand for healthcare
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Will become even tougher:
There are not enough funds to pay for all demands

funding of | | | |
Co-payment-

healthcare
Slowdown systems

Social of Economy
security systems
under pressure

Payments
by individuals

Future funds available: The maturity of many
primary care markets is becoming evident
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Antibiotics — Anti-ulcers Anti-depressants Oral anti-diabetics

Hypertension / CHF~ —— Hypolipidaemics NSAIDs Asthma

Source: Wood Mackenzie




Generisation
Oxygen for innovation

M Soft risk
1 Hard risk

Source: DB, 2004

Future funds available: Slowing projected growth
of large primary care franchises takes pressure off
healthcare budgets...
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How about oncology in this context?
The oncology therapy area is forecast to increase its share
of the global market from 5% in 2000 to 10.5% by 2009
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Fit to win- acting in ‘good’ times rather
than re-acting in bad ones- some examples

* Project Forward- Value adding properties through process
improvements, cost reduction and avoidance, and
improved productivity

» Continuous productivity/yield improvement initiatives in
biological production

* New ‘Chemical Manufacturing Strategy’




The Roche assessment
The healthcare market will split into a low
value and a high value segment
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Volume strategy
(e.g- generics)

Low value events
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Roche focus

. High value events )

Focus on differentiated medicines pays off
A young and growing portfolio ...

Tamiflu
Pegasys
. CHF 1 billion or more Molecular Dx
[ CHF 2 billion or more
[ CHF 4 billion or more

NeoRecormon/

Rocephin Epogin

Centralized
Diagnostics

RoAccutane

Centralized Diabetes Care
Diagnostics

Diabetes Care
MabThera

MabThera
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Nine key brands providing strong organic growthshe
Representing 55 % of portfolio

% of pharmaceutical sales CHF m

60% 4500 Boniva

4000 Tarceva
3500 Avastin

50%

40% - ° - 3000 . M Xeloda
1 CellCept
30 2500 i
0 Il Herceptin
2000 3 Pegasys/
20% 1500 Copegus
; i NeoRecormon/
10% 1000 Epogin
500 Hl MabThera/
(117) Rituxan
2003 2004 2005
Growth vs 2004

~ CHF 3.9 bn additional sales
(~ CHF 5.1 bn including Tamifiu)

Roche strategic choice: Innovation is key !

Only if we create relevant proven benefit for the customer
=|medically differentiated products

we will be able to create high value returns

Marketing
power

Innovative products continue to command high prices and
reimbursement,

Selling “average /me-too” products by sheer marketing power becomes
more and more difficult




From ,traditional Pharma“ to
»individualized medicine“

individualized
medicine /

- basic research targeted therapy
Efficiency and molecular

gains and diagnostics are

v::xlue_ already on the
contributions next s-curve

to healthcare »traditional Pharma*

»Size matters“

Where does size really matter ?

Develop- Manu- Marketing
ment facturing Selling

Capital intensive

Size is critical to optimize investment, speed and
coverage!

Size does not

increase .
*More trials *More launches

productivity . *More patients sLarger products
be_.V?"d a certain «Investigator networks Market entry speed
critical level! «In-licensing power +Sales force flexibility

Economies of scope Economies of scale: Size matters

Source: Decision resources Spectrum May 03; MacKinsey 01




A unique Roche advantage: two high tech
businesses joining forces where it adds value

Roche as one partner of choice
for the scientific community
(e.g. deCODE) and for top talent

Diagnostics and
ROETNERT)

Roche as a Diagnostics exploit the
key producer + Pharma = SEE

: ) technology
of biologics Value added

know-how (e.g.
Genomics,
Genetics)

Joint learning (e.g. identifying

the right technology at the
right point in time)

We are open to innovation generated by
third parties

"Biotech" companies "Pharmaceutical"' companies
— —_




The unique Roche innovation cosmos

Il
(Roch

® Alliances, collaborations b Spin-offs
and In-Licensing short

Roche has a unique profile for investors

Roche: unique geographic risk diversification
(Greater) Latin
Europe America
Roche: unique “pillars of value” risk diversification

MabThera in RA

Herceptin Avastin Tarceva
R744 (CERA)

Diabetes
Pegasys | Xeloda CellCept Care

MRA |
Immuno- I Molecular

Diagnostics LR Diagnostics

Future pillars
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Roche ambition: to be a unique investment
opportunity in the healthcare industry

“big pharma”

- -
global hightech/biotech

Roche - a unique investment opportunity Information
technology
with a “foot in the door” to

Individualized healthcare
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