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3M COMPLETES ACQUISITION OF
A-ONE OFFICE AND CONSUMER
LABEL BUSINESS IN JAPAN

3M has completed its acquisition of a
majority stake in the A-One branded
consumer and office label business and
related operations. Terms of the transac-
tion were not disclosed.

A-One is the number one office and
consumer label brand in Asia and the sec-
ond largest worldwide. For more than
50 years, A-One has offered label prod-
ucts with the highest level of Japanese

quality, design and innovation with cur-
rent distribution at all major retail and
stationery channels throughout Japan.
3M entered the U.S. consumer and
office label market in 2009 under the
flagship Post-it and 3M brands and
brought new innovation and excitement
to the category. The acquisition of A-One
will accelerate 3M’s growth in this
important category, provide valuable
technical expertise, and solidify 3M’s
commitment to be a global leader in the
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consumer and office label business.

About 3M

A recognized leader in research and
development, 3M produces thousands
of innovative products for dozens of
diverse markets. 3M’s core strength is
applying its more than 40 distinct
technology platforms—often in combi-
nation—to a wide array of customer
needs. For more information, visit
www.3M.com.

Amneal Pharmaceuticals LLC (Con’t. from p. 1)

7 million liquid units annually. The com-
pany is headquartered in Hauppauge,
N.Y., and employs approximately 600
worldwide.

Amneal’s zeal for quality, exemplary
customer service and aggressive growth
strategy have made it a rising star in the
generic Rx marketplace. From its early
beginnings in OTC private label oral
solids, Amneal has progressed to a

diverse, sophisticated array of products
that serve a wide range of customers.
Since launching its own label in 2007,
more complex offerings now include
modified-release medications, liquids,
suspensions, softgels, controlled sub-
stances, high potency and hormonal
products. Nasal sprays, topicals, injecta-
bles and biosimilars are planned for the
near-future.

Amneal’s current portfolio features
250 products in 32 product families

which span 20 therapeutic categories.
The company’s offerings expanded in
December with the launch of Nizatidine
Oral Solution, its first First-to-File generic
product, followed by Tramadol/APAP
Tablets in January. Future plans call for
additional line extensions and strategic
acquisitions of products and facilities.
Our drive for quality in everything
we do, product diversification, rapid
ANDA approvals and smart acquisitions
are key to our aggressive yet strategic

growth plan,” said Amneal President
Chirag Patel. “The company’s dedicated
commitment to deep customer relation-
ships, maximum value creation and
ongoing quest for product and service
excellence will enable us to achieve the
significant company growth we desire.”

For more information, write to 620
Newport Center Drive, 14th Floor,
Newport Beach, CA 92660, call 949-
610-8018, e-mail jim@amneal.com or
visit www.amneal.com.

RW3 (Con’t. from p. 4)

the underlying solutions is a fundamental
part of RW3’s value proposition.

“RW3 is not just a software
provider—they take an active role in our
success, challenging us to think about our
retail strategies and processes at a deeper
level,” commented Graham Purdy, V.P.
Sales of National Tobacco Company.
“This mindset drives collaboration to
develop better systems and tools, leading

to enhanced results and a lot of success
for our company.”

RW3 solutions enable diverse
merchandising profiles for a variety of
consumer goods customers, including
grocery retailers, convenience stores,
newsstands, mass merchants, kiosks
and airport retailers. RW3 has an
unparalleled level of client retention;
continually helping evolve existing
tools as well as integrating new tech-
nologies and innovation as customer

needs change.

“RW3 is privileged to have long
standing relationships with many of the
world’s top CG manufacturers—in
many cases, for over a decade. These
leading global brands are committed to
in-store execution excellence, and as
such, draw upon RW3’s unique value
proposition to help them achieve
unparalleled consumer satisfaction at
the shelf,” said Bruce Nagle, CEO and
Founder of RW3. “We believe

Gartner’s evaluation reinforces RW3’s
position in the market.”

They would welcome the opportunity
to discuss your company needs and help
determine whether RW3’s solutions
would be a good fit for your retail strate-
gies. Please contact RW3 at 800-444-
5793 or e-mail info@rw3.com for more
information about their solutions or to
answer your specific questions as they
relate to your requirements. Visit
www.rw3.com for more information.
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Your Vision. Your Network.

MNine years ago, the nation's pharmacies embarked on making a vision a reality — a national network to
facilitate the secure transmission of prescription information between prescribers and pharmacies.

With your commitment and support, the organization that manages this network — Surescripts’ — continues
to evolve and grow, connecting prescribers with pharmacies and payers in all 50 states. The benefits:

® ‘Cleaner,’ Safer Prescriptions. Surescripts’ Prescription Benefit, History and Routing services allow
prescriptions to arrive at pharmacies with less need for callbacks, less need for rework and little need to
key prescriptions into a computer — leaving more time for pharmacy staff to do the things that matter.

@ Transparency and Neutrality. Surescripts’ network was designed to support patient choice of pharmacy
and prescriber choice of drug therapy. Our choice to focus on the certification of e-prescribing software —
not its development or sale — helps ensure a wide choice of solutions for pharmacists and prescribers.

® A Collaborative Environment. Surescripts works throughout the health community to develop
educational programs, quality initiatives, certification standards and dialogue to support the future
growth of e-prescribing and health IT.

] L) L] L]
And this is only the beginning.
The vision that we set nine years ago has promoted a safer, more efficient prescribing process — one that
can save lives, improve efficiency and reduce healthcare costs for all Americans. We look forward to our

continued work together.

For more information and to download the 2009 Progress Report on E-Prescribing, visit
www.surescripts.com.

N .
surescripts

The Nation's E-Prescription Network

NACDS Annual Meeting — Table 292
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Muscular dystrophy must be stopped — and it will be.

MDA is funding research to find treatments and cures.

m

1-800-FIGHT-MD

www.mda.org
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NatureMade.

Glad you took your vitamins-

Demystifying the category

to grow your business!

Nature Made® is helping your customers understand the VMS
category to drive category growth.
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In 2010 Nature Made® is committed to educating your shoppers about the
VMS category. Nature Made will invest significantly in an integrated, world
class consumer communication plan to demystify the category and drive
profitable category growth. From new websites featuring in-depth
information about Immunity and Heart Health to new articles and
newsletters, Nature Made is helping your shoppers more easily navigate the
VMS aisle leading to increased category growth.

www.naturemade.com
SPACE# 5
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RETAIL PHARMACY’S ROLE
IN FLU SHOT DISTRIBUTION
GROWS 36 PERCENT NATIONWIDE

Walgreens and Take Care Clinics adminis-
ter more than 7.4 million seasonal and
HINI immunizations—Walgreens accounts
for half of all vetail pharmacy flu shots.

With unprecedented awareness and con-
cern around flu this season, patients turned
out in record numbers to receive flu shots
last fall. Walgreens (NYSE, NASDAQ:
WAG), the nation’s largest drugstore chain
with more than 70,000 health care
providers, unveiled data as well as high-
lights from consumer surveys examining
the most significant trends emerging from
the 2009-2010 flu season.

The retail pharmacy channel contin-
ues to play an increasingly important
role in trying to drive higher rates for
flu immunizations in all 50 states.
Pharmacist-administered seasonal flu

shots grew 36 percent this flu season,
accounting for approximately 10 percent
of the total administered nationwide'. A
recent study by the Centers for Disease
Control and Prevention (CDC) found that
approximately 12 percent of those sur-
veyed said they received their seasonal
flu shots from a drugstore or pharmacy?.

“Pharmacy is instrumental in
expanding public access to immuniza-
tions,” said Tom Menighan, Executive
Vice President and CEO, American
Pharmacists Association. “When it comes
to immunizations and other important
health care services, pharmacies add tens
of thousands of locations throughout the
United States, extended hours and a con-
venience that are a great complement to
doctor’s offices, hospitals, public health
and other health centers.”

With all of its more than 7,100 phar-
macies and more than 350 Take Care
Clinics nationwide offering seasonal flu
shots and later HIN1 immunizations,
Walgreens administered more than 7.4
million flu shots this season. Walgreens
pharmacies administered approximately
four times the number of seasonal flu
shots as they did last season—accounting
for approximately 50 percent of all flu
immunizations administered through
retail pharmacy3. In all, Walgreens and
Take Care Health administered more than
5.4 million seasonal flu shots.

An overwhelming 97 percent of
Walgreens pharmacy customers surveyed*
said that a convenient location was an
important factor in their overall flu shot
satisfaction. Additionally, 97 percent felt
that having hours of operation that fit with
their schedule was an important factor.

Seniors Account For Most Flu Shots

Of those who received flu shots at
Walgreens and Take Care Clinics, the
largest percentage were seniors, those age
65 and over. In fact, nearly 60 percent of
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Walgreens and Take Care flu shot cus-
tomers this season were over the age of
55. However, the percentage of Walgreens
flu shot patients age 54 and under (42 per-
cent) was up six percent over last season.

With more than 18,000 pharmacists,
nurse practitioners and physician assistants
licensed or certified to provide flu shots,
Walgreens has the largest retail network of
certified immunizers in the United States.
According to the American Pharmacist
Association, there are now more than
100,000 pharmacists nationwide who have
completed a certificate training program in
pharmacy-based immunizations.

For more information about Walgreens,
visit www.walgreens.com.

U Wolters Kluwer Health Source
Pharmaceutical Audit Suite—2009

2 CDC — HINI Vaccine Implementation
Update—2/24/2010

3 Wolters Kluwer Health Source
Pharmaceutical Audit Suite—2009

4 250 Walgreens pharmacy customers
surveyed by phone between 11/3/09 and
11/15/09

Mars (Con’t. from p. 1)

with delight.

For snacking and decorating,
DOVE® Brand Milk Chocolate with
Peanut Butter Autumn PROMISES® are
made of a luxuriously rich chocolate sur-
rounding creamy peanut butter. The
packaging features attractive harvest
graphics, and each PROMISE is individ-
ually wrapped in festive foil.

Variety is the spice of life, and
research shows that consumers are in
search of both value and variety when
it comes to Halloween purchases. It’s
not surprising that variety bags have
accounted for 21.3 percent of

Halloween candy sales in recent years.
This year, Mars introduces five FUN
SIZE® Mix Variety Bags and Pouches
filled with favorite Mars brands in one
convenient purchase.

With pumpkins put away, visions of
sugarplums begin dancing in consumers’
heads. The Christmas season runs
November through December with con-
sumers purchasing candies for gifting,
baking and snacking.

M&M’S® Brand has holiday bak-
ing, snacking and decorating covered.
M&M’S Pretzel Chocolate Candies for
the Holidays have a crunchy, salted pret-
zel center surrounded by delicious
M&M’S  milk chocolate. M&M’S

Chocolate Cherry Cordial Chocolate
Candies for the Holidays offer a rich
cherry flavor and the great taste of
smooth milk chocolate. Both varieties
are covered in a crisp candy shell.
M&M’S Brand Santa’s Lil> EIf
Chocolate Candy Dispenser is a limited-
edition holiday collectible featuring the
jolly M&M’S Brand Character Red as
Santa’s little helper.

This holiday season, consumers
won’t just deck the halls...they’ll go
decadent with DOVE Brand chocolate
snowflakes in three new varieties—milk
chocolate, dark chocolate and chocolate
assortment. Each chocolate is embedded
with one of four unique snowflake

designs and wrapped in a new
snowflake wrap.

Mixed Heritage Christmas Tins
have a classic look to inspire warm hol-
iday memories. Each is filled with FUN
SIZE M&M’S Brand Milk Chocolate
Candies, SNICKERS® Brand Minis or
TWIX® Brand Minis, making them the
perfect stocking stuffer or small thank
you for coworkers.

This is just a taste of all the seasonal
offerings Mars has in store. For a look at
the entire selection of new and updated
items, call your representative for Mars
Chocolate North America.

Visit Mars at space 240 for
more information.

CROSSMARK (Con’t. from p. 1)

added Yakulis.

Additionally, Retail Brand Health
projects the effect on sales given the pre-
scribed changes. “In other words,”
explained Yakulis, “not only does

CROSSMARK provide insight on how
to improve sales, but we can also tell our
clients how much of an impact they
should expect.”

How is this accomplished? By the
strength and breadth of CROSSMARK’s
Data  Collection and  Business

Intelligence teams.

“Our Data Collection team uses
state-of-the-art technology with instant
reporting capabilities. This puts vital
information in the hands of knowledge-
able professionals who can turn that
information into actionable insights,”

said Yakulis. “All of a sudden that dark-
ened road is not only brightly lit, but it
also leads to the ultimate destination:
higher sales.”

For more information, call 469-814-
1434, e-mail alex.yakulis@crossmark.com
or visit www.crossmark.com.

CROSSMARK

The Way To Market

Delivering
growth solutions and
exceptional service
tfo consumer goods

manufacturers
and retailers

Alex Yakulis
Vice President - Business Development
469.814.1434 alex.yakulis@crossmark.com

Come visit us at
space #240!

chocolate
north america

Retail Chain Solutions

N

Effectively manage your largest
asset—your Rx inventory—with
Cardinal Inventory Manager (CIM)

Booth #248

CardinalHealth

Essential to care™

©2010 Cardinal Health, Inc. o one of its subsidiaries. Essential to care is a
trademark of Cardinal Health, Inc. All rights reserved. Lit. No. IRNA1530 (04/2010)

Pat Lockridge
501-442-8504
plockridge@premiumretail.com

www.premiumretail.com
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INTRODUCING CREST AND ORAL-B
3D WHITE: ATRANSFORMATIONAL
TOOTH WHITENING COLLECTION

Start seeing a whiter smile after just
one day.

In the age of digital cameras, video con-
ferencing and social networking, it is
more important than ever to look your
best on a daily basis. However, according
to a recent survey, Americans feel there is
considerable room for improvement, as
only one American in three (37 percent)
says he or she is completely happy with
his or her own smile, and nearly one in
five (17 percent) say they avoid having
their picture taken because they are self-
conscious about their smile!.

Having a radiant smile that leaves an
unforgettable impression is now easier
than ever with the introduction of the
Crest and Oral-B 3D White collection,
which launched in March 2010. Start see-
ing a whiter smile in one day when you
use the Crest 3D White collection with
the Professional Effects Whitestrips.
Now everyone can have a 3D White
smile that will make heads turn.

“Research shows that many con-
sumers are overwhelmed by the vast selec-
tion of whitening products available, which
causes them to experience confusion when
making purchasing decisions and ultimate-
ly express dissatisfaction with their
results,” said Doreen Bayliff, Vice

President, P&G North American Oral Care.
“We created the new 3D White collection
so that consumers can easily choose the
ideal combination of products for them,
based on their desired level of whitening,
effort and price point. And, with the use of
the 3D White collection, we can guarantee
consumers will not only see a whiter smile,
but also be happy with their results.”

Clean, Whiten And Stain Protection
To manage both surface stains and those
deep within the tooth, it is necessary to
approach the smile care routine similarly as
any beauty care routine—with daily and
periodic treatment solutions. In the case of
stains, to achieve the whitest teeth possible,
periodic deep treatments should be used to
remove embedded stains, while daily care
is necessary to remove surface stains.

The 3D White collection was created
as a system to address both the surface
stains as well as embedded stains in the
following ways:

* Whitens: 3D White Professional
Effects Whitestrips deep clean to get at
stains embedded below the tooth surface
that cannot be reached by brushing or
rinsing alone.

* Cleans: 3D White Vivid Toothpastes
and Oral-B 3D White Toothbrushes
remove stains on the tooth surface.
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* Protects: 3D White MultiCare Rinse
and Advanced Vivid Toothpaste surround
teeth with a stain barrier, repelling stains
to help prevent future stains from forming.

3D White Collection

Crest3D  WhiteProfessional  Effects
Whitestrips with Advanced Seal technol-
ogy (Mass market retailers nationwide,
$50 for 20 doses) provide professional-
level whitening at home. They should be
worn once a day for 30 minutes, after
which the strips remove clean, leaving
nothing but a whiter smile behind.

Its unique features and benefits
include:

» Their most efficacious concentration
of whitening ingredient available at
retail—the same enamel-safe ingredient
that dentists use.

 Utilizes Advanced Seal Technology to
provide an adhesive formulation that
temporarily molds the strip to user’s teeth
for a secure fit.

» The innovative technology creates a
moisture-activated, solid-gel formulation
that provides advanced adhesion to fit
every person’s unique smile, allowing
strips to be worn with ease, even when
drinking a glass of water!

Crest 3D White Vivid Toothpaste
(Mass market retailers nationwide, 5.8 oz
for $3.75) provides up to 80 percent stain
removal for a whiter smile in 14 days.

Its unique features and benefits
include:

» Patented dual-action silica system that
helps polish away surface stains to gently
whiten teeth.

* Unique paste-gel hybrid formulation
offers the cleaning of a paste and the
freshness of a gel, helping teeth feel
smooth and clean.

 Contains a special blend of ingredients
that deliver and sustain freshness signal
after use.

e Radiant Mint and Refreshing
Mint flavors.
Crest 3D  White MultiCare

Whitening Rinse (Mass market retailers
nationwide, 473 ml for $5.89); removes
and protects against surface stains for a
whiter smile.

Its unique features and benefits
include:
 Specially formulated with two whiten-
ing ingredients, hydrogen peroxide and
sodium hexametaphosphate, that safely
work together to whiten teeth by remov-
ing surface stains and protecting against
future stains.
 Kills bad breath germs and freshens
breath without the burn of alcohol.

* Fresh Mint flavor.

Oral-B Pulsar 3D White Advanced
Vivid Toothbrush (Mass market retailers
nationwide, $6.99).

Its unique features and benefits
include:

» Vibrates and polishes away surface
stains on and between teeth.

» MicroPulse™ bristles pivot and pulse
for a clean you can feel.

» Pressure-sensitive head with split head
design adjusts to the contours of teeth for
gentle brushing.

Continued on Page 13
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e Promotion activation
e Install POP

e Assemble displays
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Premium offers a comprehensive scope of in-‘st’m serv|
help you implement your merchandising plans so you will ac
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* Category resets
* Product recall
* Assisted selling

Pat Lockridge

for’in=store
service

PREMIUM

RETAIL SERVICES

VP - Business Development

501-442-8504

President - Sales & Marketing Group
636-534-2406

ktravers@premiumretail.com

&

plockridge@premiumretail.com




Whether you run, walk or stroll, discover with every step your power to change

susan c. Komen

the world. Join the Susan G. Komen Race for the Cure® and the movement that

started it all. Together, we promise to end breast cancer forever. To find a race race

near you, call 1-877 GO KOMEN or visit komen.org. FOR THEcure
(1]

This space provided as a public service, ©2008 Susan G. Komen for the Cure®

The Running Ribbon is a registered trademark of Susan G, Komen for the Cure. fmpatt. Mﬂk’é Oﬂ'Er
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Also, our scale helps clients realize
efficiencies without attempting
to force them into a predetermined
coverage model.

CDD: What products do you see as being
hottest this year?

PL: Premium has three very unique serv-
ice offerings that will be thoroughly dis-
cussed at this year’s NACDS...

‘Preferred Supplier.” Premium is proud to
claim its status as a ‘preferred’ supplier
with several retailers. We are proud to have
maintained this status through years of con-
sistent high performance and reliability.

‘Merchandising on Demand.” Through a
unique partnership with an industry expert
in retailer POS data mining, Premium has

‘cracked the code’ on delivering ROI for
our clients’ merchandising dollars.
Premium is now able to predict out-of-
stocks and implement corrective action
before OOS occur. Premium can also cus-
tomize coverage patterns to align with the
greatest possible ROI rather than just
approaching locations with high volume.
Our partners no longer have to settle for
‘syndicated’ coverage and hope for a
return on their retail service investment.

‘Visual Point of Purchase.” Premium’s
interactive sales and training solution—
"vPOP’—that both manufacturers and
retailers can utilize to help store customers
get informative and helpful answers to
questions about their products when the
retail associates may not be immediately
available or cannot provide the answers
themselves. With ‘vPOP,” store customers
can access a live ‘product expert’ for imme-
diate and real-time product/SKU-specific
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information. Customers will learn more
about your products. This will certainly
help your customers gain confidence in
complex or unique selling scenarios, which
will ultimately enhance product sales.

CDD: What is the nature of your services?

PL: In addition to the new services men-
tioned previously, Premium continues to
offer our clients successful solutions to
common in-store problems by imple-
menting the following:

+ Continuity coverage.

* Dedicated teams.

* Promotion activation.

* New item speed-to-shelf.

* Resets.

 Fixture installations.

* Remodels/new store openings.

* Assisted selling.

* Associate training.

* Audits.

CDD: Who stands to gain most from
Premium’s service offering?

PL: Many companies in our industry
have been forced into ‘syndicated’ cov-
erage programs simply because they
were unaware of alternative coverage
models. Premium is intent on providing
best-in-class retail service. Premium
has an exceptional reporting system
and proven infrastructure that has
enabled us to grow and establish a rep-
utation of being a service provider with
the highest integrity and client satisfac-
tion. We are proud to claim that we are
at the forefront of most retailers’ and
manufacturers’ short list of ‘must-see’
service providers.

For more information, please write to
618 Spirit Drive, Chesterfield, MO
63005, call 501-442-8504 or e-mail
plockridge@premiumretail.com.

Cardinal Health (Con’t. from p. 4)

“When used as intended, prescription
and over-the-counter medications are safe
and can improve and save lives. However,
when they are not taken as intended, these
medications can lead to addictions, health
problems and even death,” said Ken Hale,
Assistant Dean for Professional and
External Affairs at The Ohio Sate
University. “With more Americans abus-
ing prescription drugs than cocaine, hero-
in, hallucinogens and inhalants combined,
it’s clear that more needs to be done to
combat this growing societal issue. With
support from the Cardinal Health
Foundation, the programming that we are
developing will help more Americans
understand prescription medication abuse
and how to prevent it.”

Pharmacists from Kroger, Discount
Drugmart and several independent phar-
macies served on an advisory council that
helped Ohio State leverage Cardinal
Health’s funding to develop a comprehen-
sive toolkit that pharmacists and other
health care providers can use to educate
local community groups, schools, parent-
teacher organizations and civic associa-
tions about the dangers of prescription
medication abuse and how to prevent it.
The toolkit includes a PowerPoint presen-
tation, sample responses to questions that
audiences may ask, a handout containing
frequently asked questions, videos and
other materials.

“We know that in most communities,
patients look to their neighborhood phar-
macist as the trusted health care resource
they visit most,” said Brian Jackson,

Senior Vice President in charge of relation-
ships with regional and national chains at
Cardinal Health. “We’re committed to
empowering pharmacists to improve the
overall health of their communities by edu-
cating patients and peers about how to
detect and prevent the abuse and misuse of
prescription medications.”

The complete toolkit is now avail-
able to the public at http://cardinal-
health.com /generationrx/.

What you can do to prevent prescription
medication abuse:

» Learn more about the issue—see the
toolkit for more info.

* Talk with your kids, grandkids, nieces,
nephews, friends and neighbors.

o Tell a friend about the dangers of
prescription drug abuse.

* Make a presentation to a PTA, faith
organization, Rotary or other community
organization about this issue.

» Store prescription medications in
locked or otherwise secure locations.

* Dispose of medications properly.
 Participate in or start a medication
disposal day in your community.

For more information, call Brian
Jackson, SVP, National Accounts at 614-
757-5420, visit www.cardinalhealth.com
or stop by table 248.

U Substance Abuse and Mental Health
Services Administration’s 2007 National
Survey on Drug Use and Health

2 2006 National Survey on Drug Use
and Health

Source: The Cardinal Health Foundation

P&G (Con’t. from p. 11)

* Gentle pulsing action disrupts plaque,
while stimulating the gingival margin.
Oral-B Advantage 3D White Vivid
Toothbrush (Mass market retailers
nationwide, $3.49).
Its unique features and benefits

include:

» Polishing cups: Center bristles hold
toothpaste to polish away surface stains
for a naturally whiter smile.

* PowerTip® bristles: Extra long bristles
help clean hard to reach places.

¢ Indicator™ bristles: Blue indicator
bristles fade halfway so you know when

you replace your brush.

The Crest and Oral-B 3D White col-
lection is the solution for people who
want teeth that are not just white, they’re
3D White: So radiant that they stand out
and leave an unforgettable impression.

Visit www.3dwhite.com for more
information and retail availability.

About Procter & Gamble

Four billion times a day, P&G brands
touch the lives of people around the world.
Please visit www.pg.com for the latest
news and in-depth information about
P&G and its brands.

I GfK Roper Public Affairs & Media (2008)

CROSSMARK

The Way To Market

Delivering
growth solutions and
exceptional service
tfo consumer goods

manufacturers
and retailers

Alex Yakulis
Vice President - Business Development
469.814.1434 alex.yakulis@crossmark.com

Come visit us at
space #240!
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Generic’s New Generation
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PHARMACEUTICALS

Retail Chain Solutions

Cardinal Health works with customers
to find additional ways to add value
to their businesses. Together, we

help identify and capture areas of
improvement in the extended supply
chain by applying Lean Six Sigma
principles and processes. The goal - to
identify areas where mutual value

can be created through supply chain
optimization. Booth #248

CardinalHealth

Essential to care™

© 2010 Cardinal Health, Inc. or one of its subsidiaries. Essential to care is a
trademark of Cardinal Health, Inc. All rights reserved. Lit. No. IRNA1530 (04/2010)
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@ Help another child BE GREAT.
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Help the victims of the Haiti earthquake with the most important text message you'll

ever send. Text “Haiti” to 90999 and a $10 donation will be added to your

phone bill? Your contribution helps the Red Cross provide food, water and shelter.
Haiti is calling for help: Answer with a text.

American
Other ways to contribute: Red Cross
Visit redcross.org or call 1-800-RED CROSS

* Stendard message end data rates may spply



With your support, Amneal has become
the fastest growing generic manufacturer in the U.S.’

# Superior guality products all made in the USA
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7 Fully FDA cGMP-compliant manufacturing facilities

7 Widely recognized Customer Response team

A . VL TPl LU N
# Market-competitive pricing )&

amneal

PHARMACEUTICALS




