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 CORPORATE PROFILE
Perrigo Company is a leading global health care supplier and the world’s largest 

manufacturer of over-the-counter pharmaceutical and nutritional products for 

the store brand market. Store brand products are sold by food, drug, mass merchandise, 

dollar store and club store retailers under their own labels. The Company develops, 

manufactures and markets prescription generic drugs, active pharmaceutical ingredients 

and consumer products. Perrigo operates manufacturing and logistics facilities in the 

United States, Israel, United Kingdom, Mexico, Germany and China. 
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 Financial Results – Reported (GAAP)
In millions, except shares and per share amounts Year Ended

 June 25, July 1, %

 2005(1) (2) 2006(1)  Change 

Net Sales $ 1,024.1  $ 1,366.8 33.5

Operating Income (Loss) $   (330.5)  $  111.3 -

Net Income (Loss) $   (353.0)  $  71.4 -

Diluted Earnings (Loss) Per Share $     (4.57)  $ 0.76 -

Average Diluted Shares Outstanding (000’s)  77,313   94,105 21.7

Financial Results
Adjusted For Non-recurring Items
In millions, except shares and per share amounts Year Ended

 June 25, July 1, % 

 2005(1) (2) (3) 2006(1) (3) Change 

Net Sales $ 1,024.1  $ 1,366.8 33.5

Operating Income  $ 96.2  $  124.9 29.8

Net Income  $ 62.6  $  77.8 24.3     

Diluted Earnings Per Share $ 0.81  $ 0.83 2.5

Average Diluted Shares Outstanding (000’s)  77,313   94,105 21.7

2006 FINANCIAL HIGHLIGHTS

 (1) See Item 7 of the Form 10-K report for a discussion of results of operations.
(2) Includes the results of operations for Agis for the three months ended May 31, 2005.
(3) See reconciliation of non-GAAP fi nancial measures on page 20. We have excluded 
certain non-recurring items when monitoring and evaluating Perrigo’s fi nancial results, 
because we believe this provides important insight into Perrigo’s ongoing operations.
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FELLOW 
SHAREHOLDERS,

Fiscal year 2006 was a period of 
change on a variety of fronts 
for Perrigo. Last year saw our 
successful entry into the generic 
prescription pharmaceutical and 
active pharmaceutical ingredient 
(API) businesses. Both performed 
well and contributed signifi cantly 
to our sales and operating profi t.

The year also saw our Consumer 
Healthcare segment face 
unprecedented challenges in 
the wake of retailer responses 
to increased state and federal 
regulation of pseudoephedrine-
based (PSE) cough and cold 
products. The result was a 
precipitous drop in our sales of 
PSE products and a signifi cant 
amount of expense to develop 
formulas without PSE. 

A highlight of our Consumer 
Healthcare business was the 
introduction of several new 
products that contributed 
$77 million in sales. These new 
product sales not only helped 
buffer the impact of PSE, but 
made fi scal 2006 our strongest 
new product year ever. 

Another major achievement 
was the considerable progress 
that was made in integrating 
last year’s strategic acquisition 
of Agis Industries. We have 
fully integrated all of our 
U.S. operations and are now 

in the last stages of a global 
integration process, including 
implementation of a new 
enterprise software system 
in our Israeli operations. This 
milestone will complete an 
18-month integration process.
Our acquired businesses had 
a very strong year, adding 
$46 million in operating income. 

Overall, we are pleased with 
fi scal 2006’s positive results, and 
we believe that our strategy of 
broadening our business portfolio 
helped us achieve those results 
in the face of some signifi cant 
market challenges.
 
RESULTS

Fiscal year-end 2006 sales were 
$1.37 billion compared to 
$1.02 billion in fi scal 2005, an 
increase of $343 million or 33 
percent. These fi gures included 
$316 million in incremental sales 
from the Agis businesses.

Net income for the year was 
$71 million versus a loss of 
$353 million last year. Diluted 
earnings per share were $0.76 this 
year versus a loss per share of $4.57 
a year ago.  In fi scal 2005 there 
were a number of non-recurring 
charges, mostly acquisition-related, 
which tallied $416 million after 
tax and reduced earnings per share 
by $5.38.  

Excluding non-recurring charges in 
fi scal 2006 and 2005, earnings per 
share would have been $0.83 and 
$0.81, respectively.

Our cash fl ow was very strong 
again this year, demonstrating 
the health of our business. 
Operating cash fl ow increased 
$49 million to $127 million, 
versus $78 million last year, 
due to growth in net income 
and non-working-capital 
operating activities. 

KEY 2006 EVENTS

Agis Integration

Last year’s acquisition of Agis 
Industries was a critical step in our 
long-term strategy to transform 
Perrigo into a more diversifi ed 
global pharmaceutical company 
capable of meeting the world’s 
growing need for affordable 
health care products. We now have 
a broader portfolio of products for 
the generic Rx, API and consumer 
health care markets. 

Our expanded product line 
now includes more than 100 
prescription and OTC Abbreviated 
New Drug Application (ANDA) 
approvals. In addition, 17 more are 
pending with the U.S. Food and 
Drug Administration (FDA), and we 
have 90 new prescription and OTC 
products under development.



Pseudoephedrine Update

In 2005, many states proposed 
or enacted legislation placing 
restrictions on the purchase and 
sale of pseudoephedrine-based 
products. In March 2006, the 
U.S. Congress passed similar 
legislation. Retailer response 
to these legislative actions had a 
signifi cant adverse impact on our 
Consumer Healthcare business.

We believe we are past the 
most diffi cult part of these 
unprecedented changes to the 
cough and cold category. Our 
product conversions to the new 
formulations are moving ahead, 
and we expect to have many of 
these new products ready for 
the 2006/2007 cough and 
cold season. 

New Product Development

Our Consumer Healthcare business 
continues to aggressively develop 
and pursue approvals for new 
products. Fiscal 2006 was extremely 
successful in terms of new product 
introductions and FDA fi lings. The 
most notable were the introduction 
of OTC nicotine lozenges 
(comparable to GlaxoSmithKline’s 
Commit® lozenges) and the fi ling 
for omeprazole 20 mg tablets 
(comparable to AstraZeneca’s 
Prilosec OTC®).

Our Rx Pharmaceutical segment 
also entered into several product 
development alliances with other 

generic pharmaceutical companies.

In addition, we further leveraged 
our API and prescription 
pharmaceutical assets by entering 
into a supply, purchase and 
license agreement with another 
pharmaceutical company under 
which we will produce active 
pharmaceutical ingredients for 
them as well as collaborate on the 
development and manufacture of 
two drug products.   

GROWTH STRATEGY

Our strategy will continue to 
focus on positioning each of our 
businesses to benefi t from the 
growing need for affordable health 
care products worldwide.

In our Rx Pharmaceutical business, 
our strategy is to be a strong niche 
player that is capable of developing 
complex, diffi cult-to-formulate, high 
barrier-to-entry topical products. 
In addition, we will selectively 
target oral solid dose opportunities 
that we feel fi t our strategy and 
strengths. We will leverage the 
power of Perrigo’s retail strengths 
to benefi t the Rx Pharmaceutical 
and API businesses. We also will 
leverage our expertise in delivery 
form technologies (foams and nasal 
sprays), as well as invest in research 
and development on prescription 
products that have the potential to 
switch to OTC status in the future.

Our Consumer Healthcare business 
provides us with a solid platform for 

growth.  We have strong retailer 
and supply chain relationships, 
many of which are with the same 
customers we serve through our Rx 
Pharmaceutical business segment.

Consumer Healthcare’s growth 
strategy continues to focus on 
being fi rst-to-fi le for ANDA 
approvals for new Rx-to-OTC switch 
products. These new products may 
come from internal development, 
future acquisitions, or business 
alliances with other pharmaceutical 
companies. In addition, we are 
hard at work developing our store 
brand business in key growing 
international markets.

Our strong cash fl ow provides us 
with options for additional strategic 
acquisitions, partnerships or 
joint ventures.

Finally, while we are investing for 
future growth, we will continue to 
focus on quality and cost reduction. 
We also will continue to make the 
investments necessary to support 
our commitment to high quality and 
customer service in a more stringent 
regulatory environment.

Affordable Health Care Products to 
Meet the World’s Growing Need

Fiscal 2006’s contrasts served 
to reinforce our decision to 
strategically broaden our base of 
business over the long-term. Doing 
so will create a business model 
designed to deliver consistent sales 
and profi t growth.
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Management Team  (left to right)

David T. Gibbons, Chairman of the Board, 
President and Chief Executive Offi cer

Moshe Arkin, Vice Chairman

Judy L. Brown, Executive Vice President and 
Chief Financial Offi cer

John T. Hendrickson, Executive Vice 
President and General Manager – Perrigo 
Consumer Healthcare

Todd W. Kingma, Executive Vice President, 
General Counsel and Secretary

Refael Lebel, Executive Vice President and 
General Manager – Perrigo Israel
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The aging  global population, and 
its need for lower-cost health 
care, provide the backdrop for 
the growing need for affordable 
health care products. We are 
confi dent that Perrigo is ideally 
positioned to leverage its strengths 
– a strong balance sheet, global 
management talent and a solid 
portfolio of products – to deliver 
consistently strong results in the 
coming years.

As previously announced, effective 
October 9, 2006, Joseph C. Papa 
will have the privilege of leading 
our company into the future as 
Perrigo’s new President and Chief 
Executive Offi cer. Joe is a proven 
executive with more than 30 years 
experience in health care and 
specialty generic pharmaceuticals. 
He is the ideal person to drive 
our future growth and enhance 
shareholder value.

As for me, I will support Joe in his 
new role and help him maintain 
the momentum we have created 
by continuing as Executive 
Chairman until March 31, 2007. 
After that, I will continue as 
Chairman of the Board.

So, as this is my fi nal letter to you 
as President and CEO, I want to 
thank you for your continued 
support, and offer my thanks 
and appreciation to all Perrigo 
employees for their extraordinary 
effort and commitment. 
 
Sincerely,

David T. Gibbons
Chairman, President and 
Chief Executive Offi cer
October 5, 2006



The genesis of today’s Perrigo began more than two 

decades ago. In the early 1980s, Perrigo management 

recognized a growing interest in personal health care as 

the baby boom generation grew older. 
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PERRIGO TODAY: GLOBAL 
SUPPLIER OF AFFORDABLE 
HEALTH CARE PRODUCTS.

Health care costs had already 

begun to increase and consumers 

were beginning to look for 

more cost effective alternatives 

to expensive prescription drugs.  

Perrigo’s close association with 

the retail industry helped its 

management identify the growing 

private label trend and retailers’ 

profi t potential as a result of 

that trend.

Management made the strategic 

decision to mold Perrigo into a 

value-driven company focused on 

meeting the growing need for more 

affordable pharmaceuticals. That 

focus initially led to the further 

development and expansion of 

store brand OTC pharmaceuticals 

that offered products equivalent 

to national brands, but at a much 

greater value. Perrigo leveraged its 

store brand expertise by moving into 

more sophisticated and complex 

OTC products, including former 

prescription pharmaceuticals that 

had been approved for OTC sale. 

By the early 1990s, Perrigo was a 

leader in the U.S. for store brand OTC 

and Rx-to-OTC pharmaceuticals and 

nutritional products.

By the early 2000s, the aging of 

baby boomers was in full swing 

and with it, the anticipated 
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rise in health care costs. These 

trends created an opportunity 

for Perrigo to leverage its retail 

relationships, manufacturing 

expertise and distribution acumen by 

expanding into generic prescription 

pharmaceuticals and API.

The strategic addition of 

Israel’s Agis Industries in 2005 

allowed Perrigo to accelerate 

development of its generic 

capability, product pipeline 

and global platform.
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Perrigo has a broad 

PERRIGO MARKETS A 
BROAD AND DEEP LINE
OF PRODUCTS
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Today, Perrigo is a global manufacturer 

and marketer of affordable OTC 

pharmaceuticals, nutritional products, 

generic prescription drugs, and active 

pharmaceutical ingredients that 

contribute to reducing the growing 

burden of rising health care costs.

Perrigo markets a broad and 

deep portfolio of products 

and provides a high level of 

manufacturing, marketing and 

supply chain expertise serving 

various markets.



At the core of Perrigo’s business is Consumer Healthcare, 

which consists primarily of OTC pharmaceutical and 

nutritional products marketed to consumers in the U.S., 

Canada, Mexico and the United Kingdom. 

10  |  PERRIGO

THE MOST TRUSTED NAME 
IN AFFORDABLE STORE BRAND 
OTC PHARMACEUTICALS AND 
NUTRITIONAL PRODUCTS. 

This retail-driven segment is the 

largest contributor to our sales and 

profi ts. It also includes our Rx-to-OTC 

products – those that have resulted 

from a prescription product being 

approved for over-the-counter sale 

without a prescription.

We currently market OTC 

pharmaceutical and nutritional 

products in 17 categories, 

including cough and cold, allergy/

sinus, analgesics, gastrointestinal, 

smoking cessation, and natural 

and synthetic vitamins, plus 

nutritional supplements.

Our Consumer Healthcare business 

delivers national brand quality 

OTC pharmaceuticals under our 

retail customers’ store brands 

at consumer savings of up to 60 

percent, while delivering retailers 

as much as 50 percent or more of 

their total category profi t. 

We also provide our retail 

customers with value-added 

total brand management 

– including marketing, 

merchandising, packaging 

and promotional support.  

This combination of value and 

profi tability is at the core of 

the historical strength of our 

Consumer Healthcare business.  

The strategic focus of our 

Consumer Healthcare business is 

on new product development and 

the introduction of store brand 

versions of products that require 

approval by the FDA through 

either its ANDA process or its New 

Drug Application (NDA) process.

To support this strategy, we have 

highly skilled and experienced 

R & D and regulatory groups that 

consistently position Perrigo to 

be fi rst-to-market with these 

major new products requiring 

FDA approval.

During fi scal 2006, new products 

contributed a record $77 million 

in Consumer Healthcare sales, 

including important products in 

the smoking cessation category, 

making it our most successful year 

in terms of new product launches.  

In addition, we currently have 

received ANDA approvals on 

more than 40 OTC products.
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KEY CONSUMER HEALTHCARE NEW PRODUCTS

While analgesics and cough and 
cold products continue to be 
two of our more important store 
brand OTC categories, we have 
made a stronger effort to broaden 
our base of product categories in 
order to reduce our dependence 
on seasonal demand swings 
during the cough and cold season. 

During fi scal 2006, for example, 
we were able to partially offset 
the decline in PSE product sales 
with Consumer Healthcare 
products in new or rapidly 
growing categories, such as 
smoking cessation and OTC 
topical remedies. 

Nicotine Polacrilix Lozenges

Our nicotine polacrilix lozenge, 
approved by the FDA on January 
31, 2006, began shipping in mid-
February. Because of our “fi rst-to-
fi le” status, Perrigo was granted 
180 days of valuable market 
exclusivity. The market for the 
national brand is estimated to be 
approximately $100 million at retail, 
and we anticipate good growth 
as this new store brand segment 
develops.  

Coated Nicotine Polacrilix Gum

Also, in June 2006, we announced 
that we had received FDA approval 
to market OTC coated nicotine 
polacrilex mint-fl avored gum USP, 

2 mg and 4 mg. This product, 
which will be marketed under 
store brands, is comparable to 
GlaxoSmithKline’s Nicorette® 
Fresh Mint™. Nicorette coated 
gum sales were approximately 
$100 million in the preceding 
12 months. Initial shipments are 
expected to begin in the second 
quarter of fi scal 2007.

In addition to these recently 
introduced new products, 
there are a number of products 
switching from Rx-to-OTC that 
represent considerable potential.  
We are reviewing these and 
are either considering or have 
already fi led ANDAs for approval 
to market store brand versions of 
these popular medications.
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PERRIGO ANDAs (COMPARABLE BRAND)
  

Perrigo Product Brand Name

Acetaminophen 8-Hour ......................... Tylenol® 

Acetaminophen Extended-Release ....... Tylenol®

Chlor-Maleate Tablets...............Chlor-Trimeton®

Cimitidine Acid Reducer ..................... Tagamet®

Famotidine Acid Reducer ....................... Pepcid® 

Ibuprofen Tablets .......................Advil®, Motrin®

Ibuprofen/

   Pseudoephedrine Tablets ...................... Advil®

Junior Strength Ibuprofen Tablets ....... Motrin®

Junior Strength Ibuprofen 
   Chewable Tablets ................................ Motrin®

Children’s Ibuprofen/
   Pseudoephedrine  ............................... Motrin®

Children’s Ibuprofen 
   Oral Suspension and Drops ................ Motrin®

Loperamide Hydrochloride Caplets ... Imodium®

Loperamide Hydrochloride Liquid ..... Imodium®

Perrigo Product Brand Name

Loratadine/Pseudoephedrine 
   Extended Release Tablets .......................Claritin®

Loratadine Tablets .....................................Claritin®

Miconazole 3 ...........................................Monistat®

Miconazole 3 Combo Pack ....................Monistat®

Miconazole 7 ...........................................Monistat®

Miconazole 7 Combo Pack ....................Monistat®

Migraine/Headache Formula ...................Excedrin®

Minoxidil Topical Solution ...................... Rogaine®

Naproxen Sodium Tablets ............................Aleve®

Nicotine Polacrilix Gum ......................... Nicorette®

Nicotine Polacrilix Lozenge ......................Commit®

Pseudoephedrine 
   Extended-Release Tablets ..................... Sudafed®

Ranitidine Acid Reducer .............................Zantac®

Sleep Aid Tablets ...................................... Unisom®

Tioconazole 1-Day Treatment .....................1-Day™



LEVERAGING THE SYNERGIES 
BETWEEN OUR BUSINESSES.

Perrigo’s Rx Pharmaceutical segment develops, manufactures 

and markets products for the U.S. market, primarily as 

generic topicals and selected solid dose prescription drugs 

under the Perrigo brand. 
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We have strategic relationships 

with the drug retailers and 

wholesalers, supermarkets and 

mass merchandisers to whom we 

market our OTC pharmaceuticals 

and nutritional products. More than 

70 percent of prescriptions are now 

fi lled through these same outlets.   

Further synergies between our 

Consumer Healthcare and 

Rx Pharmaceutical segments are 

achieved through our existing solid 

dose and liquid manufacturing 

capacity and capability.

Similarly, the Agis acquisition 

provided us with access to certain 

specialized pharmaceutical 

distribution resources, which 

aids us in bringing generic 

prescription drug products to 

market quickly and effi ciently.

2006 ANDAs APPROVED

Perrigo Product Brand Name

Ciclopirox Olamine Cream, 0.77%  ................................................ Loprox®

Desoximetasone Gel, 0.05%  ........................................................ Topicort®

Glimepiride Tablets, 1, 2, 4 mg  .....................................................Amaryl®

Ibuprofen Tablets, 400, 600, 800 mg  ............................................ Motrin®

Terconazole Suppository, 80 mg  .................................................Terazol®3 
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2006 RX PHARMACEUTICAL 
NEW PRODUCTS
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NEW RX PHARMACEUTICAL PRODUCT INTRODUCTIONS 
AND DRUG APPLICATION APPROVALS

As with our OTC pharmaceutical 

and nutritional products businesses, 

developing and maintaining a 

pipeline of new products is key 

to not only growth, but also 

profitability in the generic 

prescription drug business.

Prescription Ibuprofen Tablets

In July 2005, we received approval 

from the FDA to manufacture and 

market prescription ibuprofen 

tablets, USP 400 mg, 600 mg, and 

800 mg, which are equivalent 

to McNeil Consumer & Specialty 

Pharmaceuticals’ Motrin® Tablets.

Glimepiride Tablets

In early October 2005, we 

announced a partnership with 

InvaGen Pharmaceuticals to market 

Glimepiride Tablets, 1 mg, 2 mg, 

and 4 mg, which is a generic 

equivalent to Aventis’ Amaryl® 

Tablets, used for the treatment 

of diabetes. 

Desoximetasone Gel

In January 2006, we received FDA 

approval to manufacture and 

market Desoximetasone Gel USP, 

0.05%, which is equivalent to Taro 

Pharmaceutical’s Topicort® Gel, used 

for infl ammatory skin conditions.

Ciclopirox Olamine Cream 

In March 2006, we received FDA 

approval to manufacture and 

market Ciclopirox Olamine Cream 

USP, 0.77%, generic to Medicis’ 

Loprox®, an antifungal for skin 

infections.

Terconazole Suppositories  

Also in March 2006, we received 

FDA approval for terconazole 

vaginal suppositories, 80 mg, an 

antifungal treatment for yeast 

infections which is a generic to 

Terazole® 3 (Ortho-McNeil). Perrigo 

currently offers the only generic 
version of this product.
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Not only does vertically integrating our manufacturing 

enhance our ability to deliver health care value to 

both our Consumer Healthcare and Rx Pharmaceutical 

markets, but producing key active pharmaceutical 

ingredients for sale to other pharmaceutical companies 

also contributes to our overall profi tability.
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API: ACTIVE 
PHARMACEUTICAL 
INGREDIENTS.

                                Key API Products   

Product Brand Name Product Indication

Cetirizine Zyrtec® Allergy relief 

Fenofi brate Lofi bra® Reduces fat in the blood

Fluticasone Flonase NS®, Cutivate® Allergy, infl ammation relief

Midazolam Versed® Sedation, anesthesia

Moxonidine Cynt® Hypertension

Pentoxifylline Trental® Improves blood fl ow

Tramadol Ultram®, Ultracet® Pain relief

Chemagis, our API business, 

specializes in manufacturing 

hard-to-develop active 

pharmaceutical ingredients used 

worldwide by both the generic 

drug industry and branded 

pharmaceutical companies. 

Chemagis focuses on developing 

scarce molecules for the 

American, European and 

other international markets.
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CONSUMER, PHARMACEUTICAL 
AND DIAGNOSTIC PRODUCTS.

Consumer Products and 

Pharmaceutical and Diagnostic 

Products serve the Israeli 

marketplace. 

Consumer Products consists of 

a broad range of household 

products, including cosmetics, 

toiletries and detergents, and bar 

soaps sold under the company’s 

brand names Careline®, Neca®, and 

Natural Formula®. These products 

are sold through food and drug 

chains and department stores. 

Pharmaceutical and Diagnostic 

Products includes the marketing 

and manufacturing of branded 

prescription drugs under licenses. 

In addition, pharmaceutical, 

diagnostic and other medical 

products are imported into Israel 

through exclusive agreements 

with the manufacturers. 

THE PERRIGO ADVANTAGE

A broad portfolio of health care value.

A broad health care presence throughout Israel. 

Our strong Consumer Healthcare 
OTC and nutrition businesses 
provide Perrigo with a solid 
foundation. We have the expertise 
to get new products to market 
quickly. We provide our customers 
with the brand management 
and marketing expertise needed 
to make these new products 
successful additions to their store 
brand programs. In addition, our 
manufacturing, regulatory and 
logistics expertise offers synergies 
to our Rx Pharmaceutical business 

because we can deliver both to 
the same customer base. 

Our Rx Pharmaceutical business 
provides balance and offers 
tremendous growth potential from 
the niche strength we now have 
in topical and solid dose generic 
prescription pharmaceuticals.

Finally, our API business offers 
entry to international markets and 
provides the effi ciencies of vertical 
integration by providing us with 
certain raw materials.

This strategically diversifi ed 
business model positions Perrigo 
as a worldwide leader in providing 
affordable health care products 
to meet an aging world’s growing 
need for lower cost health care.
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Perrigo Company Reconciliation of Non-GAAP Measures
In millions, except shares and per share amounts (unaudited) Year Ended

 June 25,  July 1, 

 2005                                      2006

Reported Net Sales $ 1,024.1  $ 1,366.8

Reported Operating Income (Loss) $    (330.5)  $  111.3

 Write-off of Inventory Step-up  23.4   4.8

 Restructuring  6.4   8.8

 Write-off of In-process R & D  386.8   -  

 Acquisition Costs  5.6   -

 Class Action Lawsuit Settlement  4.5   -

Adjusted Operating Income $ 96.2  $ 124.9

Reported Net Income (Loss) $    (353.0)  $ 71.4

 Write-off of Inventory Step-up  18.2   3.7

 Restructuring  4.1   5.7

 Gain on Sale of Equity Investment  -            (2.9)

 Write-off of In-process R & D  386.8   -

 Acquisition Costs  3.6   -

 Class Action Lawsuit Settlement  2.9   -

Adjusted Net Income $ 62.6  $ 77.8

 

Diluted Earnings (Loss) Per Share 

 Reported $      (4.57)   $ 0.76

 Adjusted $ 0.81  $ 0.83

Average Diluted Shares Outstanding   77,313   94,105

    

RECONCILIATION 
FINANCIALS

The Company excludes a write-off of the step-up in value of inventory acquired, restructuring costs, 
the gain on the sale of an equity method investment, a write-off of in-process research and 
development, acquisition-related expenses and a settlement related to a class action lawsuit when 
monitoring and evaluating the ongoing fi nancial results and trends of its business due to the non-
recurring nature of these items. The Company believes this information is also useful for investors, 
since excluding these non-recurring items provides insight into the Company’s ongoing operations.





































































































































































































CORPORATE AND 
SHAREHOLDER INFORMATION

 Directors

Moshe Arkin
Vice Chairman,
Perrigo Company
Director since 2005

Laurie Brlas
Senior Vice President 
and Chief Financial Offi cer,  
STERIS Corporation
Director since 2003

Gary M. Cohen
Executive Vice President, BD Medical,
Becton, Dickinson and Company
Director since 2003

Larry D. Fredricks
Independent Financial Consultant, 
former Director – Financial 
Counseling Services, 
Deloitte & Touche LLP
Director since 1996 

David T. Gibbons
Chairman of the Board, President and 
Chief Executive Offi cer, 
Perrigo Company
Director since 2000

Ran Gottfried
Consultant and Director
for public and private 
companies in Israel
Director since 2006

Michael J. Jandernoa
Former Chairman of the Board,
Perrigo Company
Director since 1981

Gary K. Kunkle, Jr.
Chairman and Chief Executive Offi cer, 
DENTSPLY International Inc.
Director since 2002

Herman Morris, Jr.
Vice President and General Counsel,
Pinnacle Airlines
Director since 1999

Executive Offi cers

David T. Gibbons
Chairman of the Board, President and 
Chief Executive Offi cer

Moshe Arkin
Vice Chairman

Judy L. Brown
Executive Vice President and 
Chief Financial Offi cer

John T. Hendrickson
Executive Vice President and 
General Manager – Perrigo 
Consumer Healthcare

Todd W. Kingma
Executive Vice President, 
General Counsel and Secretary

Refael Lebel
Executive Vice President and 
General Manager – Perrigo Israel 

Share Information

Perrigo Company common stock is traded 
on The Nasdaq Stock Market® and the 
Tel Aviv Stock Exchange (TASE)
under the symbol PRGO.
Shares outstanding at July 1, 2006: 
92,922,444.

Annual Meeting

The Annual Meeting of Shareholders 
will be held at the Perrigo Company 
corporate offi ce, 515 Eastern Avenue, 
Allegan, Michigan, on November 10, 2006,
at 10:00 a.m. (EST).

Independent Accountants

BDO Seidman, LLP
Grand Rapids, Michigan

Fiscal 2006 Cash 
Dividend Data

 Fiscal Record Payable Per Share 
 Quarter Date Date Amount

 1st 8/26/05 9/20/05 $0.0400

 2nd 11/25/05 12/20/05 $0.0425

 3rd 2/24/06 3/21/06 $0.0425

 4th 5/26/06 6/20/06 $0.0425

Shareholder Account 
Information

Shareholders with requests for informa-
tion regarding their share position, stock, 
certifi cates, address changes and other 
related matters should contact:
National City Bank
Corporate Trust Operations
P.O. Box 92301
Cleveland, Ohio  44193-0900
(800) 622-6757

Financial Information

Annual reports, news releases, 
earnings announcements, dividend 
announcements, Form 10-K, 10-Q
and 8-K reports and other fi nancial 
information may be obtained by visiting 
the investor relations section of our 
Web site: www.perrigo.com/investors.

Investor Relations Contacts

Arthur J. Shannon
(269) 686-1709

Ernest J. Schenk
(269) 673-9212

Creative services by 
Strategic Communication Advisors 
and Anderson Design
Grand Rapids, Michigan



 515 Eastern Avenue
Allegan, Michigan 49010
(269) 673-8451
www.perrigo.com

 ©2006 Perrigo Company  All rights reserved
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