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 The following presentation includes ñforward-looking statementsò within the meaning of the ñsafe harborò 
provisions of the Private Securities Litigation Reform Act of 1995. You should be aware that our actual results 
could differ materially from those contained in the forward looking statements, which are based on 
managementôs current expectations and are subject to a number of risks and uncertainties, including, but not 
limited to, our failure to successfully commercialize our product candidates; costs and delays in the 
development and/or FDA approval of our product candidates, including as a result of the need to conduct 
additional studies, or the failure to obtain such approval of our products or product candidates; changes in 
regulatory standards or the regulatory environment with any of our product candidates; our inability to maintain 
or enter into, and the risks resulting from our dependence upon, collaboration or contractual arrangements 
necessary for the development, manufacture, commercialization, marketing, sales and distribution of any 
products, including our inability to protect our patents or proprietary rights and obtain necessary rights to third 
party patents and intellectual property to operate our business; our inability to operate our business without 
infringing the patents and proprietary rights of others; general economic conditions; the failure of any products 
to gain market acceptance; our inability to obtain any additional required financing; technological changes; 
changes in industry practice; and one-time events. More detailed information about the Company and the risk 
factors that may affect the realization of forward-looking statements is set forth in the Companyôs filings with the 
Securities and Exchange Commission.  Such documents may be read free of charge on the companyôs web 
site, www.pernixtx.com, or the SECôs web site at www.sec.gov.  You are cautioned not to place undue reliance 
on these forward-looking statements, which speak only as of the date hereof.   

  

 PernixÊ is a registered trademark of Pernix Therapeutics, LLC. Other trademarks referenced herein are the 
property of their respective owners. ©2010 Pernix Therapeutics Holdings, Inc. 
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Safe Harbor Statement 

http://www.sec.gov/


Corporate Headquarters: The Woodlands, TX 
Distribution Centers in Magnolia TX & Gonzales LA 



Generic Business Platform Focused on 

Niche Markets 
Acquired Macoven Pharmaceuticals in September 2010; 

Launched 11 generic products in 2010 

           

  

Pernix Overview 

Branded Prescription Pediatric Products 
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Branded Prescription Gastroenterology Products 
Establish new specialty sales force of 30 representatives  

for expected launch in mid-year of 2012 

Low-Risk Development 

Strategy 
 

Maximize Theobromine, a  

codeine-free cough  

suppressant, via JV  

with SEEK; Phase III  

expected to  

begin in Europe  

in Q1 of  

2012 



Á Swift, nimble and agile company with the ability to capitalize on new 

opportunities quickly 

Á Demonstrated success with consistent revenue growth  

(30.9% 3-year CAGR) and high EBITDA margins (32.5% in 2010) 

Á Highly effective 55 person sales force able to adapt quickly to launch 

and promote existing and new products 

Á Current Growth Drivers: Cedax, Natroba, Macoven  

Á Successful track record of acquisitions, in-licensing's and co-

promotions which has broadened and diversified product portfolio 

Á Potential expansion within pediatrics and other therapeutic areas 

Á Seasoned senior management team with approximately 60 years of 

combined experience at pharmaceutical companies 

 

            

  

Investment Highlights 

5 



           

  

Growth Opportunities Within Pediatrics 
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Based on Total Number of Pediatric 

Prescriptions in 2010(1) 

Current Markets Potential Markets 

The current Pernix markets have a $3.0 billion in brand sales potential 

Source:  

1 ï IMS Data 

Allergies & Asthma ADHD Pharyngitis & Strep 

Sinusitus & Bronchitis Acne & Eczema Conjunctivitis 

Otitis Media Upper Respiratory 

Lice 



Á Pernix has an active business development effort focused on acquiring 

complementary low-risk / under-marketed commercial products 

Á Key products acquired since 2009 represent the vast majority of 

current net sales 

 

 

 

 

 

 

 

Á Acquired Brovex for $450,000 and leveraged the Pernix sales force to 

grow the product to approximately $7.0mm in sales within 6 months 

Á Recent acquisitions of Cedax, Macoven, Natroba and Theobromine 

represent strong future growth opportunities for Pernix 

           

  

Successful Track Record of Acquisitions 

 2009   2010   2011 

Macoven 

Cedax 
Natroba 

Co-promotion 

Theobromine 

 JV 

Brovex 
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Á Significantly increased sales force to approximately 55 representatives 

from 30 in 2010 
 

Á Unique hiring process 
 

Á Unlimited commission payout with modest base pay 
 

Á Approximately 13 calls per day per sales rep 
 

Á Focus on highly populated states and high-prescribing physicians  
 

Á Demonstrated ability to execute new product launches: Brovex, Aldex, 

Pediatex, Cedax, and Natroba 
 

Á Flexibility to change sales force focus rapidly 
 

           

  

Performance-Driven Sales Force 
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Demonstrated Financial Success 

($ in millions) 

Net Sales Growth 

($ in millions) 

EBITDA Growth 

EBITDA Margin 
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Revenue CAGR 2007-2010 
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Strategic Plan for Future Growth 

Grow sales of Cedax, 

Natroba and Macoven 

products; Expansion into  

gastroenterology 

Maximize value  

of Theobromine;  

Accretive acquisitions 

within pediatrics and 

other therapeutic  

areas 

Develop new  

Products; Continue to 

expand into new markets 

and leverage core 

expertise 

Near-Term Medium-Term Long-Term 

Leverage pediatric 

sales force and 

grow generics, 

expand into GI. 

Continue product 

expansion by 

acquisition,  

Theobromine EU 

regulatory filing and 

implement OTC 

strategies 

Utilize lower risk 

regulatory pathways 

for development 

projects to lower cost 

and risk exposure 
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Expansion into Gastroenterology 
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Á Broadens product portfolio 

 

Á FDA-approved prescription product to treat GI disease 

 

Á Licensed exclusive marketing rights in the U.S  

 

Á Establish sales force in the first-half of 2012 

Å Approximately 30 sales reps 

 

Á Launch expected in mid-year of 2012 
 



           

  

Product Portfolio 
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Product Portfolio 

Branded Products Indication  Launched by Pernix 

Allergies, congestion and cough Q3:2006 

Allergies, congestion and cough Q2:2009 

Allergies and congestion Q3:2008 

Bronchitis, ear and throat infections Q2:2010 

Topical treatment of head lice August:2011 

Persistent cough  Phase III EU 

(Q1:12 anticipated) 

Various generics 
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Theobromine 
 

11 in 2010 

Generic Products Indication  Launched by Pernix 



  

Existing Products ï Cough/Cold/Allergy 

Á Aldex, Brovex and Pediatex are oral antihistamine / 

decongestant / antitussive (cough suppressant) 

combinations indicated for the treatment of allergies and 

symptoms of the common cold 

Á Cold/Cough sector annual sales in excess of $2 billion1  

Á Over 35.9 million people have seasonal allergic Rhinitis, 

accounting for $4.5 billion spent on direct care2 

Á Allergic disease affects more than 20% of the population 

and is the 3rd leading chronic disease among children 

under 18 years of age 2 

Á Opportunity: limited competition in ñbehind-the-counterò 

cough/cold space, especially pediatrics 

Á Opportunity: Proactive strategy since 2008 for 

conversion from DESI to OTC monograph ahead of FDA 

and competition 

 
Sources:  

1 ï Journal Asthma 

2 ï American Academy of Allergy Asthma and Immunology 
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ÁSince 2008, Pernix began converting its cough and cold products from 

drug efficacy study implementation (DESI) to OTC monograph 

 

ÁOTC drug monographs define the safety, effectiveness and labeling of all 

marketing OTC active ingredients1 

o Products conforming to a final monograph may be marketed without 

further FDA review1 

 

ÁPromotion of our cough / cold products are not expected to be affected by 

FDA announcement on March 2011 

o Certain Macoven generic products are in the process of being 

converted to OTC monograph labels, while other generic DESI cough 

and cold products were already planned to be phased out 

  

 Existing Products ï Cough/Cold/Allergy 

Sources:  

1 ï FDA website, www.fda.gov 

15 



  

New Growth Driver ï Cedax 

Á CEDAX is a third generation oral cephalosporin 

indicated for the treatment of mild to moderate 

acute bacterial exacerbations of chronic bronchitis, 

middle ear infection due to haemophilus influenza 

or streptococcus pyogenes 

 

Á Acquired the CEDAX product line from Shionogi in 

the H1:2010 

 

Á Successful launch of 180mg suspension in January 

2011 

 

Á IP protection through 2014 

 

16 



  
ÁOver 5 Million cases of middle ear infections occur annually in children, 

which resulted in 10 million antibiotic prescriptions per year1 

 

ÁMiddle ear infections are the most common illnesses experienced by 
babies and young children 

o Number one cause of consultations with physicians 

 

ÁCedax (ceftibuten) 180mg oral suspension product 

o Proven efficacy in head-to-head studies 

o Convenient cherry-flavored dosing 

 

ÁFewer side effects than current competitors 

 

 

 

  

Pediatrics ï Middle Ear Infections 

Source:  

1 ï American Academy of Pediatrics 
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Effectiveness of CEDAX 
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Source:  

1) Craig, WA, Andes D. Pharmokinetics and pharmacodynamics of antibiotics in otitis media.  Pediatr Infect Dis J. 1996; 15(3): 255-259. 

2) Physiciansô Desk Reference.  Montvale, NJ: Thomson Medical Economics Company, Inc. 2003. Available at http://www.pdr.net 

3) Scaglione F, Demartinit G, Dugnani S, Arcidiacono, MM Pintucci JP, Frashchini.  Interpretations of middle ear fluid concentrations of antibiotics: 

comparison between ceftibuten, cefixime and azithromcin; F. Br J clin Pharmacol. 1999; 47:267-271 

http://www.pdr.net/


  

Strong Launch for New 180mg Cedax 
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Strong growth in Cedax oral suspension total weekly prescriptions 

since launch of 180mg formulation in January 2011 (IMS) 



 

ƴ Natroba (spinosad), branded prescription 
treatment for head lice 

o Received FDA approval in January 2011 

ƴ Exclusive co-promotion agreement with 
ParaPro 

ƴ Launched in August 2011 for the lice season 
with adequate product supply by ParaPro 

ƴ IP protection through 2021 

ƴ Natural non-neurotoxic pediculocide (no black 
box warning) 

ƴ No nit combing required and typically only one 
application. 

ƴ Significantly more effective in eliminating head 

lice than permethrin 1% (Nix) in two Phase III 

studies 

 

 

 

           

  

New Growth Driver ï Natroba 
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ƴ Trial Design ïTwo Phase III, multi-
center, randomized, 
evaluator/investigator-blinded, 
parallel-group studies compared 
Natroba (spinosad) Topical 
Suspension, 0.9% without a nit-
combing step with 1% permethrin with 
combing  

ƴ Patients were 1,038 boys and girls 
age six months and older with active 
head lice infestations (pediculosis 
capitis) 
 

 

 

 

 

           

  

Strong Clinical Support ï Natroba 
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ƴ Results ï A total of 84.6% (study 1) and 86.7% (study 2) of Natroba - 
treated participants were assessed to be lice-free 14 days after the last 
treatment, compared with 44.9% and 42.9% treated with permethrin (P < 
0.001 for both studies) 

ƴ Most participants in the Natroba groups (63.8% and 86.2%) needed only 
one application, whereas most participants in the permethrin groups 
(60.3% and 64.5%) required two applications 

Phase III Studies ï Natroba vs. Permethrin 1% 


