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Coloplast has four business areas all with global sales

presence

Group revenue FY 2014/15 by segment
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Coloplast specializes in intimate healthcare needs

Who are our typical users How do we help them?
People who have had their intestine SenSura® Mio
redirected to an opening in the Ostomy bag
abdominal wall
Continence People in need of bladder or bowel SpeediCath®
- management Compact male #
urinary catheter
People with dysfunctional urinary and Titan® OTR ;
reproductive systems Penile implant -
4/
People with difficult-to-heal wounds Biatain® Silicone
Foam wound
dressing
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Intimate health care is characterized by stable trends

Growing elderly population increases
customer base for Coloplast products

Demographics

Expanding healthcare coverage for
Emerging markets populations in emerging markets increases
addressable market

Earlier detection and cure, eventually reduces
Surgical and medical trends addressable market for Coloplast treatment
products

Economic restraints drive reimbursement
Healthcare reforms reforms, introduction of tenders, and lower
treatment cost
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Coloplast has strong market positions in Europe and
great commercial potential outside Europe

B Europe
M Developed
B Emerging
Addressable
market ’
Size in DKK
; ~14bn
0,
Growth in % 4-5%
Coloplast 40 - 50%
regional market 15 - 25%
shares 35 -45%
Coloplast total 35-40%

market share

Key competitors

Convalec ( m }
$X Hollister

» Ageing population
* Increasing access to
healthcare

Key drivers and
limiters

» Health care reforms

» Re-use of products outside
Europe

&

~11bn

5-6%

45 - 55%
20 - 30%
20 - 30%

~40%

wellspect

EALTHCARE

[BANRID
% Hollister

» Ageing population

* |IC penetration potential
» Up-selling

* Health care reforms

» Commoditization

9-10bn
3-5%

10 - 20%
5-15%
5-15%

10-15%

[BANRID

Boston
ETHICON Scientific

yprcon e fohmon-fomon rusic o courmues  Acuancing science for life™

» Ageing, obesity

» Underpenetration
 Cost consciousness
« Clinical requirements

» Less invasive/office
procedures

16-17bn
3-5%

5-15%
0-10%
10 - 20%

5-10%

7:‘ smith&nephew
JSURGO Convalec @
’& MOLNLYCKE
HEALTH CARE
» Ageing, obesity, diabetes
» New technologies
 Healthcare reforms

» Competition
« Community treatment
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We have an ambitious long term guidance

Q Revenue growth @ EBIT margin
- annual organic - - annual expansion -

7 —10% 0.5-1.0%
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Our strategy remains centred on value creation through
profitable organic growth

How we compete... ...Where we compete

o Develop and market the world’s best Untapped potential in Europe

products
Increased momentum in Other

e Interact and build consumers relations Developed Markets —incl. breakthrough
In US

e Invest in sales pressure Expanspn in Emerging Markets —incl.
leadership in selected countries

Wound Care leadership in key Emerging

Markets and pockets of growth in mature

markets

o Secure an efficient setup

Global potential in Urology Care
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Key Value Driver #1.:
Many global growth opportunities with significant longer

term pOtentI al Untapped pockets of
growth in Europe e.g. in
« UK

* Germany

« ltaly

Increase
market share
in

*« USA

* Canada
INETET

* Australia

Build on and
accelerate growth
platform e.g. in

* China

* Brazil

* Russia

« Argentina

Develop growth

platform e.g. in

* MENA

* Mexico

* India

* South Africa

* Turkey

* South East Asia

+ Selected ROLA
NELGES
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Key Value Driver #2:
We continue to invest in Consumer Care activities to
Increase our interactions with the users of our products

Hospital

General
practitioner

Coloplast Distributors Pharmacies Consumer
Bandagists \l/ 1\
Home Health Care DtC
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Key Value Driver #3:
We see more potential for efficiency improvements in our

production

Production by country*

= Hungary
= China
= Denmark

= US/ France

*Average usage of raw material (RM) and semi finished goods (SFG)

COGS by cost type*

= Salary - Direct
w = Salary - Indirect

= Materials (RM &
SFG)

= Depreciations &
amortisations

u Other

Innovation &
Competency Centre

High Volume Production

Specialised Production

*EY 2014/15 Cost of goods sold, DKK 4,376 million

o
—_—
—_—
—
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Key Value Driver #4.
And we believe we can continue to drive economies of

scale in our cost functions
Cost item Development Outlook Outlook
As reported Percentage of revenue Scalability potential Investments requirements

COGS 38.7 315
High Medium
09/10 14/15

Distribution

29.5 28.5

Medium High

09/10 14/15

Admin
5.8 4.3 High Low
| | —
09/10 14/15
R&D
43 3.2 Medium Medium
09/10 14/15
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Focus on organic value creation provides for high cash
returns and continued share buy-backs

Comments

Performance

= Coloplast returns excess liquidity to
shareholders in the form of dividends and
share buy-backs

= Dividend is paid twice a year — after the
half-year and full-year financial reporting

= Payout ratio before special items in 2014/15
of 82% (77% in 2013/14)

= Share buy-back (mMDKK)
mmm Dividends (mMDKK)

—-—Total payouts/FCF (%)

500 500 500 500

10/11 11/12 12/13 13/14 14/15
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To summarize, Coloplast offers an attractive investment
case with continued value creation through profitable growth

Value creation

Organic Scalable

commercial business
potential model

Stable and attractive market fundamentals
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Our mission
Making life easier for people

with intimate healthcare needs

Our values
Closeness... to better understand

Passion... to make a difference
Respect and responsibility... to guide us

Our vision

Setting the global standard
for listening and responding
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