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Financial Highlights

(billions of yen)

Mar.2004 Mar.2005 Growth

Net Sales

Gross Profit

SGA Expenses
Operating Income
Ordinary Income

Net |ncome

215.2 230.0 %
110.3 (51.3%) 123.853.8%) 12%
73.6 (343%) 76.7(333%) 4%
36.7 a7.0%) 47.1205%) 29%

35.3 (16.4%) 47.1(205%) 33%
19.8 27.1 37%




Increase in Net Sales by Segment

Cardiac &
Vascular

10.0

General
Hospital &
Home Health
Care

4.8

(

(billions of yen) { 14.8}

Catheter systems

7.1

+19%

Cardiovascular systems

2.9

+9%

General hospital &
Home Health Care

4.8

+3%

 +24%

Productswith Major Gains

- ~<

-

Prefilled syringes 1.8

+30%

Diabetes care products 1.2
+18%

| nfusion/ Syringe pumps 1.1

- -

Mar. 2005




Increase in Net Sales by Region

(billions of yen)

148

1.1
1.9

3.3

Overseatotal +7.8%  (+9.7%)

OAsia(+7.2%) | (+ 10,00
OUSA (+5.6%) | (+10,6%)

O Europe (+10.6%)§ (+8.5%)

@ Japan (+6.3%) T

Excluding impact of
exchange rate fluctuations

................................... A

)i Average exchange rate

Mar. 2005

i
| Mar. 2004 Mar. 2005 |
i US$ 113yen 108 yen |
' EUR 133yen 135yen i




Variance Analysis of Gross Margin

|mprovement +2.5pt (51.3% 53.8%)

Positive +3.8p

Production increase +2.1p
Shift to higher-profit products +1.0p
Cost reduction +0.5p
Shift to Asian production +0.2p
Negative -1.3p

NHI price reduction -1.0p
Price decline -0.3p




SGA EXxpenses

/3.6 76.7 (billions of yen)
(34.3%) (33.3%)
O Personnel
24.1 24.6 0 R&D
O Sales promotion &
14.7 137 advertising
73 8.7 O Logistics
68 7.1
: O Others
20.7 22.5

Mar. 2004 Mar. 2005




STeP IIP 2007

Solution  Technolegy  Professional

Solution

1. Evolution of existing business
Total system

T echnology

2. Development of new treatment system
New products

Every person's decision is
[ |

e1-D iln 20 Professional
STeP F 2007 3. Development of in-house company
T TERLUMD %/Stern




TO “STeP UP 2007” from Pro?

(billions of yen)

Further acceleration of

Hi gh value-added development
business structure 2 300
Average Growth
=2
187

Investment in
developing areas and
expansion of sales
and profit

Pursuing
oper ating income
of morethan 20%

Mar. 2002 Mar. 2005 __ Mar. 2008

Pro3 STeP UP




Concept of “STeP UP 2007”

Creation of people-friendly

Terumo's strength medical treatment
% \\ . P TP T . ~ -
High quality . /  Effective treatment \\
\ ) >‘|'SO'[IZ]“ Or;t M edico-economics \
On-site JICEEEEm) Peace of mind and safety
development PUEEIT g Less pain
capability ) (New products)

A wide variety of
cor e technologies

\J /
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Increase 9% pa Salesin “ STeP UP”

Mar. 2008 Average growth

(billions of yen) ]
300 300 407 -
Mar. 2005 “ 9 /0 “
230
200 7
12%
100
12%
0
Mar. 2005 Mar. 2006 Mar. 2007 Mar. 2008
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Operating income increase 10% pain “ STeP UP”

(billions of yen) 21.0%

63

20.5%

Mar. 2005 Mar. 2008
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Summary
GJeneraI Hospital products

(billions of yen)
151.5
+27.4

124.1
/ Solution
113.0 | * Softwareand hardware |

e Lease and Training 1 +147
* New prefilled- syringes |

Safety Management
Products

| High-calorietransfusions

*Unexplored area of |V solutions

Prefilled- syringes (PPN, PEG) | +12.7
| Safety products «Automatic blood collection :
i Infuson Pump system ;
Mar. 2002 Mar. 2005___ _ Mar. 2008
Pro3 STeP UP
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Summary

Home Health Care products

(billions of yen)

35.3
250 +10.3
§ >
21.0 | Solution
' Home medical care
l » Reinfor cement of lease and
service system | +7.8
. CAPD care =) « Approach to new, prospectwe
| ar eas !
- Diabetes care =« New products - |+25
. Health care |
Mar. 2002 Mar. 2005___ Mar. 2008
Pros STeP UP
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Summary

Cardiac & Vascular Products

(billions of yen)

12% pa 113.2
80.9 | +32.3

_—"1 Solution

/I « Solution Pack
| e Diffusion of TRl manual +11.5

53.1 technique

- Expansi onof catheter

- Aci?ievi ng top share up in global
market in CV .

- Acquisition of Vascutek PISEL |

- Acquiring Perfusion Businessin *Surgery pr.oducts | 1208
Japan from Edwards Lifesciences Cerebral field '

Mar. 2002 Mar. 2005 ___ Mar. 2008

Pro3 STeP UP
P Drerumo




New productsfor “STeP UP 2007”

General Hospital Entry into unexplored market
PPN, PEG, in line filter and automatic blood collection system

Home Health Care Expansion of Home medical products

Cardiac& Vascular Expansion of Global products
1. DE stent
2. Surgical products ( Anaconda, Dura Heart etc.)

3. New products ( Monitor for diagnosing cerebral infarction etc.)

Sales of New products Mar. 2008
36 billion yen 9 ©reruma
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Forecast For Mar. 2006

(billions of yen)

Mar. 2005 Mar. 2006 Growth

Net Sales 230.0 244.0 6%

Operating Income 47.1 49.0 1%
(20.5%)  (20.1%)

Ordinary Income 47.1 48.8 1%

Net |ncome 27.1 30.5 12%




nvestment for high growth business

17

5 billion yen

80
70
60
50
40
30
20
10

0

Main contents of
Investment in
developing areas

New product
development &
clinical trial

+3.8

Relnforcement of
sales system

+1.2

(billions of yen) 82.3
73.6 6.7 | +7% (33.7%)
(343%) | +4% (3330
] % 187 +28% 175
(122*) (-Actual Growth +12% _—
+3%
+7% (Actual Growth +1% —
58.9 63.0 04.8
' (63.6%)
Mar. 2004 Mar. 2005 Mar. 2006
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TO “STeP UP 2007” from Pro?

(billions of yen)

Further acceleration of

Hi gh value-added development
business structure 2 300
Average Growth
=2
187

Investment in
developing areas and
expansion of sales
and profit

Pursuing
oper ating income
of morethan 20%

Mar. 2002 Mar. 2005 __ Mar. 2008

Pro3 STeP UP
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| R Contact

TERUMO Corporation

Corporate Communication (IR) Department
Tdl: +81-3-3374-8283

Fax: +81-3-3374-8399

E-mail: norifumi_takagi@terumo.co.jp

This document contains forwar d-looking statements that r eflect
management’s current views with respect to certain future events and
financial performance. Actual results may differ materially from those
projected or implied in the forward-looking statements and from historical
trends. Furthermore, certain forward-looking statements are based upon
assumptions of future eventsthat may not proveto be accurate. Factors
that could cause actual resultsto differ materially from those projected or
implied in any forwar d-looking statementsinclude, but are not limited to,
changesin overall economic conditions, fluctuations of foreign exchange
rates, and intensifying price competition in the marketsfor our products.




