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MNA 1.12 DKSH HealthCare Organization
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2015: Higher net sales and profit

Key figures in CHF millions At CER' In CHF In CHF

2015 Ain% 2015 Ain % 2014
Net sales 10,246.4 44 10,050.8 24 9,818.2
Operating profit (EBIT) | 275.3 1.0 270.2 (0.9) 2727
Profit after tax 202.7 37 199.6 21 195.5
Earnings per share (in CHF) ' - - 312 54 2.96
Free Cash Flow - - 190.8 1.3 188.4
Dividend per share (in CHF)? - - 1.30 13.0 1.15
Number of specialists - - 28,340 .

29 27,550

MW 1.13 DKSH Net Profit Report Year 2015

Proven growth track record and scalable business mo

el

T T

OC), for 2002 calculated with year-end NOC and for 2015 with average NOC (aver.

CAGR' (12.9%)
270 CAGR (T5%5 243
9.5
56 B
2002° 2015 2002° 2015 2002* 2015
Net sales growth factor 3x Increase EBIT fivefold Delivering attractivereturns

deconsolidated from 2008

age beginning and end of

WA 1.14 DKSH Net Sale vs EBIT vs Returns Report Year 2015
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Net sales by region Net sales by Business Unit EBIT by Business Unit'
in % in % in %

Wl 33.2 Thailand Il 39.0 Consumer l Il 28.5 Consumer

B 31.7 Greater China Goods Goods
B 19.2 Malaysia/ B 49.5 Healthcare B 48.4 Healthcare
Singapore Bl 7.8 Performance Il 16.6 Performance
Materials
Asia Pacific 3.7 Technology 6.5 Technology

12.3 Rest of Materials
3.6 Rest of the world

"EBIT excl. effects of CMS transaction and luxury goods
business and segment “Other”

MNN 1.15 DKSH Growth By Region Year 2015
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Data Analytics Framework
INPUT PROCESS OUTPUT OUTCOME
Internal Analytic Tool Result Outcome
Database - Data Analytics - Information - Field Visit Customer
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- Specialty
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- Product Preference I .
visit doctors Effectiveness Strategy
- No.of Patients
- Sales Data

MNN 4.3 Data Analytic Framework

o o 4 [}
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1|Start Up & Meeting
1.1|Prepare Sales Team Current Database
1.2|Kick off Meeting with sales team
1.3|Prepare Template for input Database
1.4|Sales Team confirmed database and Reply
2|Analytic Process & Set up Database
2.1|Combine Internal Database
2.2|Analysis by Analytic Tool (Data Analytic framework)
2.3|Confirmed Result to Sales Team
3|Training
3.1|Sales Force Effectiveness Concept
3.2|Field Visit Customer Strategy

4/6Go Live
4.1|Field Visit Customer with Data Analyst

5|Monitoring

Market Intelligence/Sales Team
Data Analyst

Data Analyst

Data Analyst

Sales Team

Market Intelfigence

Data Analyst

Data Analyst

Data Analyst

Market Intelfigence/Sales Team
Data Analyst Training Team

Data Analyst Training Team

Sales Team

Data Analyst/Sales Team

Market Intelligence

1-6.0.-16
1-6.A.-16
22-6.R.-16
26-8.7.-16
28-5.7.-16
2-u.0.-17
2-u.m.-17|
1-n.M.-17|
28-n.n.-17
1-1i.0.-17
20-i.A.-17
20-fi.0.-17
3-u.u.-17
3-.0.-17|
1-w.u.-17

Project Plan

o Project Name : Field Visit Customer Strategy
0 Project Description : Doctors Information By Data Analytic Start use 1st,April 2017
o Project Length
o Start Date : 1-5.A.-16  ( End Date 31-fi.0.-17

~ Number of Weeks 18
o Working Days : Monday - Friday
o Today's Marker : Yes
o Holiday's Marker : yes

Level Task PIC Start Date | Finish Date | WD
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A9 6199U TAsFUMIAMIUU A TUN 1 FUNAN WA, 2559 D9 TUN 31 TUIAN WA 2560 9

A
TN 5.2
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olo = = - ‘ |
“Toachieve our %‘5-2. Vlsdlon “To satisfy our g
yision, how =k Sl <—an = | shareholders ||
should we Ol== Strategy and customers, | |@
appear o our whatbusiness
customers?” processes must;
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Learning and

Growth 8le| |o

“To achieve our |Z|S|#| 3

vision, how will | 8|8 %E

we sustainour |S|$| 3|

ability to

change and

improve?”

MNN 5.4 What is the Balanced Scorecard?

31: Paul Arveson (1998)
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