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Summary
- 3'd Quarter target achieved

- Uncertaintiesin 4" Quarter
*Impact from the revision in the NHI prices Apr 2006

- Wéell prepared for thefuture

Continued growth for thefuture
&

Toastronger businessstructure




Financial Highlights

(billions of yen)

Dec. 2004 Dec.2005  Growth
Net Sales 171.5 183.6 7.0%
Gross Profit 92.4 (538%) 100.1545%) 8.4%
SGA Expenses 56.2 (327%) 01.4334%) 9.3%
Operating Income  36.2 21.1%) 38.7211%) 7.0%
Ordinary Income 36.1 39.3 8.8%
Net |ncome 22.0 25.0 13.6%

Exchangerates  1US$=109yen  112yen
1EUR= 135yen
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12.1 billion yen increase
INn Net Sales/ by Segment

(bil

lons of yen)

Catheter systems

38 +11.7%

Key factors

<" PTCA/ Stent

0.9 (+11%)

. Angiographic catheters

Cardiovascular systems
2.3 +8.9%

Blood Glucose M onitor

Home Health Care _
2.5 +13.0% |

Genera hospital

35  +37% Lo

1.6 (+26%)

Blood Pressure M onitor

05 (+27%)

Dec. 2005




Net Sales by Region

(billions of yen)

-

Total +7.0% (+6.0%)

J Asia +19.3% (+ 14.8%)
0 Americas +8.3%  (+5.0%)
[0 Europe +10.4% (+8.7%)

] Japan +4.5%

Outside of Japan total
+11.2% (+8.3%)

171.5
193 +12.1 ;.gg
26.3 '
55 28.2
107.4 112.3
Dec.2004 Dec.2005

1)

Exclude ForEx impact




Variance Analysis of Gross Margin

|mprovement +0.7p (53.8% 54.5%)

Positives +1.6p

Improved product mix +1.3pt
Economy of scale (Productionincrease)  +0.3pt

Negatives -0.9p
Price decline -0.9pt




SGA EXxpenses

450 61.4

56.2 '
+10.3%

o1 | L0 |
60 | 102 6'3 o
53 0 D. +0.6%

+2.2 20.7 |+11.8%
18.5
16.3 +1.8 18.1 (+11.1%
Dec.2004 Dec.2005

(billions of yen)

OR&D

[ Sales & Maketing

O Logistics

O Personnel

E Others
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Mar. 2006 Estimate

(billions of yen)
Mar. 2005 Mar.2006 Growth

Net Sales 230.0 244.0 6%

Gross profit 123.8 132.3 7%
(53.8%)  (54.2%)

SGA Expenses 76.7 82.3 %

(33.3%)  (33.7%)
Operating Income 47.1 50.0 6%

(205%)  (20.5%)

Ordinary Income 47.1 50.0 6%

(205%)  (20.5%)

Net Income 27.1 31.8 17%
Exchange rates FY 2004 FY 2005
1US$ = 108yen 113yen 5% depreciation of yen
1Euro= 135yen 137yen 2% depreciation of yenm




Influence of revision on NHI prices

a (Current)  (Previous)\
Revision rate of NHI prices -3.16% 0%
- Medical & Technical fees -1.36% +1.0%
- M edical devices -0.2% -0.1%
{Pharmaceuticals -1.6% -0.89%/

» Theimpact on our consolidated net salesis expected
to be about 3%

» For reference: Theimpact on our consolidated net
salesdueto thepreviousrevision was 2.1%.
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Global strategies | nterventional Business
Start direct salesin U.S.A Apr 2006

349% market sharein US Guidewire
(52% in Radiology segment)

»Building sales force on schedule (50 people)
» Both sales and profit expected to grow in FY 2006
» Diagnostic & Access Products
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Global strategies H
Developing Products for global markets

“NOBORI” “DuraHeart”
Drug eluting stent Left ventricular assist systems

»Launch in 1st half FY2006 in Europe

> Will announce clinical trial results
at TCT in Oct. 2006

» Expect to obtain CE Mark, end of FY2005




HEN Japan strategies
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Nutritious foods market Is growing

(billions of yen)

O Nutritious foods
O Total parental nutrition

Terumo estimate

m%_
280 300
240
101 213
2000 2001 2002 2003 2004 2005

[Reform of medical-care system]

Thefeefor food served will be paid on a per-meal, rather than a per-day, basisfrom Apr 2006.
Patients over 70 to bear food and lodging expenses for long-term hospitalization from Oct 2006.




Japan strategies

Expanding lineup of Nutritious Foods

Market of Nutrition foods: 30 billion yen
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Tubal / Versatile

15 billion yen

Oral / Pathological

2 billion yen

Oral / Versatile

13 billion yen
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Japan Strategies
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Launched Contrast Media, Jan 2006

Sales: 0.3 bhillion yen in FYQ5

Acquired distribution right from Guer bet

MRI contrast medium "M agnescope Syringe"

Vascular and urinary tract contrast medium "Hexabrix 320"
Lymph and uterine tube contrast medium "Lipiodol Ultra Fluid"

Contrast study with catheter




Domestic Strategies 15

Healthcare Business - New Approach (1) -

Home Blood Pressure Monitors Gaining Attention
For Disease Prevention

Strong performance in “Armin-memo,” an blood pressure monitors
that links “medical care” and the “household” at home

Doctor> 3k SAeTordamgss  <patient
utilize

< Link > Continue to record
home blood pressure

‘IIIIIIIIIIIIIIII

an't fully convey the results

ARMIN-MEMO
(Launched in Nov 2005)




Domestic Strategies 16

Healthcare Business - New Approach (2) -

| ntroduction of “WOMAN " an advanced ther mometer

dedicated to improving women’s health

Commercialization by female development team
To develop “WOMAN " asaproduct brand

“WOMAN
/ A collective brand name for productsthat track women’s \
hormonal balance, etc. by measuring the basal body temperature.




Domestic Strategy 17

Home Medical Care Business

g Gover nment promotes home medical care A

- Terminal medical care (enhancement of NHI points for terminal care)
- New establishment of clinics to assist home medical care

N %
Home I nfusion Home oxygen ther apy
Ther apy (1) Shifting from rental to
h 70% sh f HIT Kk \ease agr eement
(DTerumo asapprox. o shareo market. (2) Continue to launch new
(2) Focuson hospitals
. Assistance in training inpatients, etc concentrators
& AN g1np ’ (3) Building a 140-rep sales
Fra force _
o ‘I - i%'
P L m Oxygen concentrator “K OHARU”
(= (Miniaturization/ener gy saving)




==ﬁ Home Health Care Business 18
EEE

“NanoPass 33" — Needle with reduced pain

Diameter of tip: 0.2mm Diameter of tip: 0.22mm Diameter of tip:
Only outside is tapered 0.25mm

| Double taper processing
NEnGP }\ Straight type

Company A Company B

Japan’s premier, Mr. Koizumi tried the needle. m
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| R Contact

TERUMO Corporation
Cor porate Communication (IR) Department
Tel: +81-3-3374-8178
Fax: +81-3-3374-8320
E-mail: Kazuya Haraguchi@terumo.co.jp

This document contains forward-looking statementsthat reflect
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 forwar d-looking statements and from historical
trends. Furthermore, certain forward-looking statements ar e 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.




