¢
@GlaxoSmith Kline

Emerging Markets
Business Briefing

Abbas Hussain
President
Emerging Markets
10t December 2009







= 13% of GSK pharma sales

[ Emerging Markets Q309 YTD sales £2.1bn (+19%) }

Source: GSK Q309 YTD reported sales



f Central Europe

Mexico

L Asia Pac
(excl Japan, Aus, NZ)

+ Asia Pac (excl Japan, Australia, Nz), Eastern and Central Europe
= £3.4bn (+20%) Q309 YTD

Source: GSK Q309 YTD reported sales



£3.4bn Q309 YTD
\_ (+20%)

2N

£1.1bn Q309 YTD
(+14%)

/

£4.5bn (+18%)

Q309 YTD

22% of GSK Group Turnover

Source: GSK Q309 YTD reported sales



Emerging market characteristics

Large markets Pay out of pocket

Need for greater access Smaller products

Untapped potential Longevity of brands

Evolving healthcare

Fast growing orogrammes




Large markets

Top 10 countries account for 85% of emerging market sales
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Source: IMS data (MAT Sep 09) 7



Senior
managers in
business or
commerce, top civil
servants

B

Middle managers in large
organisations, owners of
small businesses

No problem paying for any
prescription medicine — can afford
premium priced branded products

Have some problems paying for Rx medicines —
can usually afford some moderately priced
brands or generics but run into cost difficulties if
repeat medication is prescribed

C+
Junior managers, owners of small
establishments and all others in
non-manual positions _ _
Have major problems paying for
C- prescription medicines — can only afford
the least expensive medications and only

shorter courses of treatment

Cannot afford prescription
medicines — have major
difficulties to afford
medication of any kind

Source: Segment categories are MRS Occupation Groupings. Descriptions and ‘wealth pyramid’ are GSK interpretation. 8



L Need for greater access

Source: GSK estimates based on IMS data

Brazil India  S.Africa Egypt
Total population 180m 1.2bn 49m 82m
6%
1% 4% 2%
27%
4% 8% 8%
42%
41% 43% 30%
26% 51% 32% 58%




A Untapped potential

Healthcare sector poised to outgrow GDP growth in EMs

GDP per Capita is a Good Predictor of Healthcare Spend

SINGAPORE
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UsA ‘?E & aavsia US}E
$5,000 - canapa  (w) & nponesta R2=0.9116 -
awstaus Q@) 1O High Income
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w W THAILAND
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$3,500 -

NEW ZEALAND e

HEALTH EXPENDITURE PER CAPITA

$20,000 $25,000 $30,000 $35,000 $40,000 $45,000
GDP PER CAPITA

Source: WHO 10



Fast growing

Population Growth?

EM middle class grows
by one UK per year

The equivalent of one
Australiais born every
year in China

By 2025, 189m Indians
will be at least 60

GDP Growth?

2.1% p.a.

G7 countries
2003-08

5-9% p.a.
emerging markets
2003-08

1 Source: The Economist Intelligence Unit; 2 Source: The Economist 2010;
3 Source: IMS Prognosis NA+EU+Japan; EM restated for GSK EM regions

Rx Market Growth3

1-3% p.a.
mature markets
2009-13

13-15% p.a.
emerging markets
2009-13




| Fast growing

Emerging Markets will outgrow Developed Markets

“Annual pharmaceutical sales in emerging markets is expected to reach $400 billion by 2020,
equivalent to current sales in the US and the five major European markets combined.”

$400 B
Eur 5 ,
$123 B . ’
Emerging
Markets
II
/
/
/
/
$55 B /l
| |

Year: 2006

|
/

B urkey - 5525

Korea - $66B

Mexico - $60B
Russia - $38B
Brazil - $60B

India - $40B

China - $82B

$526.48B

Eur 5
$162.3B

Assuming
2% growth
per year

Year: 2020*

Source: IMS MIDAS 2006 sales data, Total Pharmaceutical Market
* Extrapolations from 2006 to 2020 based on IMS projection and % of 2006 sales
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A Pay out-of-pocket

100%
90%
80%
70%
60%
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40%
30%
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10%

0%

Source: IMS

* China is an estimate.

Algeria
South
Africa
Argentina
Mexico
Venezuela
India

China*

[_|Reimbursed ] Out-of-pocket



A Smaller products

-

Top 20 products represent a small % of total for EM

0

250/ 24%
20% -
15% -
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5% -

0% -

North Japan Europe Asia Emerging
America Pacific Markets

Source: IMS Sept 2009 MAT 14



Longevity of brands

Long product life cycles & larger volumes offset low prices

Developed markets
product life cycle

Emerging Markets
product life cycle

Brand Sales Value
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Time

GSK illustrative analysis 15



Example of longevity: Augmentin

Significant market expansion since branded generics

600 -
500 -
400 -
[=
= 300
% Others (241 brands)
200 - :
Top 5 Branded Generics
100 - Augmentin

2005 2006 2007 2008 2009

2002 2003 2004
Amoxy+Clav Sales Evolution in Emerging Markets

1999 2000 2001
16

Source: IMS Rapier Mat Jun 2009



Domestic companies outpace MNCs

EM Sales
£bn
50
45 - [ All other
40 - companies

35 1 B Top 15 MNCs
30 - 2001-2009

CAGR +19%
25

20 -
15 -
10 -

2001 2009

Source: IMS MAT Sep 09 17



Evolving healthcare programmes

[ o /(. N )

a China J @ Turkey J ' Russia J

China Healthcare Major price Medvedev prioritising

2020 reductions in 2010 healthcare reform

Essential Drugs List 7 Diseases
programme

- AN AN /

18




History of EM sales growth

GSK is catching up with EM market growth

20% -
18% - -
o \—/_-
14% -
12% -
10% -
8% -
6% -
== EM (IMS data)

4% - GSK (IMS data)
204 - GSK (reported)

O% I I I I I I 1

2003 2004 2005 2006 2007 2008 2009
YTD

Source: IMS data (MAT Sep 09) and GSK reported Q309 YTD.
Note: IMS audits currently do not capture all activities e.g. vaccines, and therefore undervalues sales in EM, particularly for GSK. 19



GSK EM Q309 YTD turnover

Q309 YTD £2.1bn (+19%)

By region - Top 10 markets
£m g
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SSA 3504 &
China*
300 -
MENA J S
200 = £ £ § -
South £ 23 88 ¢
. 150 A ? S B R
Asia S P
100 - s I
RS
Mexico Latina 50
O_

i > © = 0 = ® ¥ € ©

e 5 N o 3 5 £ g &

S 53 o & & 2 0 2 %

o 0p)

GSK ranking# 10 5 3 13 8 1 16 1 1 8

*China includes HK
Source: Turnover and growth is GSK Q309 YTD reported. Rankings are IMS MAT Sept 09 20
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Only 2 products in EM are over £150m
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3 key components of EM business

Build and capture the
Vaccines market

Scale up our

F

Classic brands business om0 £440m
£999m /= ‘ Rotarix (+31%)
(+17%) nfan®e 0

XYZAL

(Ievocetiizine dibydrochlorice) tablets

Celaaroxil BOOST j
ROPTZIE i

Em-ﬁﬂ-m

e Coomsiy:  —
Ser(-;ti_dﬂ ' (Zef‘flx

MALARUNE

licesere. AriXtra Cmuv

CAPOTEN - Drlye our
flonmes Avaru:hka"p vamex / INNOVative brands
Ventoln HFA Yozt £707m
CEFzZIL (+16%)

vent
(uscasonc

Source: GSK Q309 YTD reported sales 22


http://www.hepsera.com/Default.aspx
http://www.seretide.co.nz/
http://www.zyrtec.com/econsumer/zyrtec/index.view
http://www.keppra.com/pc/home/default.asp

Q3 YTD 09

A Scale up our Classic brands business £999m
(+17%)
Our own portfolio Bolt-on acquisitions Portfolio deals
4 . : .
Augment’n h c% Bristol-Myers Squ1]D /_ I — H\
Growth Egypt Oct 08 " Juneo9
2007 2009 YTD :
Near East uly 09 o aspen
Licensing - July 08
£40m sales Q309 YTD
[ VenfoinHFA ) \_ J
”’G‘Oémaefoﬁ] 60 additional
row molecules identified
2007 2009 YTD F N EM/AP \ /
\_"4% % ) Lmﬂ Mar 09

£35m sales Q309 YTD

Total Classic

Business Growth ,
x%’- July 09
2007 2009 YTD S

+5% +17%

\. /

23


http://www.bms.com/
http://www.aspenpharma.com/index.htm

Stiefel opportunity is greatest in EM

Stiefel acquisition provides access to Total Stiefel + GSK derms sales
~80% of the EM derms market in 2008 was ~$373m
($m) Hsm—'Fﬂ' @ Pipeline 110 -
Topical Steroids %00 100 | = Stiefel Brands ($135m)
Topical Antifungal $568 v’
Emollients $509 v 90 - GSK Brands ($238m)
Antimetabolic $427 e 80 -
Qral Antifungal $379 e -
Topical Antibiotic $242 v 70 -
OralAcne $209 60 -
Biologics $207 |
Topical Acne $156 v 2
Tetracylcine & combo $74 40 -
Mouth/Gynae antifungal $60 v’ 30 -
Topical Antipsor $58 v’ I -
Topical Antipuritic $30 20
Qral Antipsor $6 10 -
Other $318
2
o S 9 = > o 5 =
Source: IMS 2 i = @ X< g 3 -
= s F° g 2 2

GSK revenues are for Calendar Year 2008, while Stiefel
revenues are for Financial Year 2008.

24



| Q3 YTD 09
A Drive our Innovative business o

(+16%)

/ Core portfolio \ /New portfolio\ /Future portfolio\

N - » New products:
.,S,,QI.@.I.',Q,._@" £204m (+23%) Tykerb @ Votrient
lapatinib ditosylate @ Arzerra
o # denosumab
Zeffix” ~ £86m (+5%) Veramyst ° Benlysta
/ (fluticasone m¥oate) ¢ Horizon
Nasal Spray « darapladib
vandis £59m (+11% Dltra
Avandia ( ) ,%%{a » Targeted R&D
o developing EM-
O ifi i
=Rl £57m (+9% specific portfolio
PARCOKETINE HCT DI ) M‘ e Tykerb for gastric
dutosteride) and H&N cancers
it @ Liver cancer
\H‘E&mﬁfﬂ{wﬁ& £38m (+12%)/ @ Market-specific

\ j \ FDCs /

25



http://www.seretide.co.nz/
http://www.hepsera.com/Default.aspx

Q3 YTD 09
Build and capture the Vaccines market Ao

(+31%)

GSK has 28% of the \ / Significant market \

: . rowth potential
market and is growing faster J P

Growing government attention
to public health agenda

Total EM vaccines market 2008 Large_ bi_rth COh_OrtS for
£1.6bn (+25%) paediatric vaccines

£462m (+32%) \ /

GSK vaccines 2008
/ Significant GSK \
growth potential

New geographies

Broad portfolio, well-positioned to
provide for spectrum of needs

\ / \Local partnership is critical j

Source: GSK estimates for market; GSK reported sales .

26



GSK has the broadest vaccine portfolio in EM

__

DTPw combos v

DTPa combos v v

MMR / Varicella v v v

Hepatitis A v v v

Rotavirus v v

Meningococcal v v d
Pneumococcal v v

Influenza v v v
HPV v v

Malaria d

Dengue d d

v“= available in EM; d = Ph Il / registration in EM =



GSK EM regions

/ China \

SSA

HIERE South

Asia

CIS

K Mexico Lat|na /

Source: % GSK Q3 YTD 09 reported sales
South Asia = India, Sri Lanka, Bangladesh

28



GSK Emerging Markets in 2015

/Outgrow the market\

@ IMS projects EM market growth
of 13-15%?

@« Our objective is to grow faster
than the market?

/Evolve our business\

Vaccines

Classic

Innovative

Classic Vaccines

Innovative

\_ _/

\ 2015 ambition/

1 Source: IMS Prognosis through 2013, redefined for GSK EM region.
2 including organic growth and bolt-on acquisition strategy.

29



Operating profit margin

/ Sep 09 YTD Operating\

Profit Margin(%o) GSK'’s reported regional margins
exclude R&D and legal expenses
which are heavily weighted

US 65.9 towards Europe and US

EM has been in “investment mode”
Europe 58.1

EM margin expected to remain in
EM 34.9 mid-30s range

AP/J

& —

1 Operating margin excluding R&D, legal and other unallocated pharmaceuticals costs, as well as profit from asset sales. 30
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