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Forward-Looking Statement

This presentation contains "forward-looking statements” as that term is
defined in the Private Securities Litigation Reform Act of 1995. These
statements are based on management’s current expectations and involve
risks and uncertainties, which may cause results to differ materially from
those set forth in the statements. The forward-looking statements may
include statements regarding product development, product potential or
financial performance. No forward-looking statement can be guaranteed,
and actual results may differ materially from those projected. Merck
undertakes no obligation to publicly update any forward-looking statement,
whether as a result of new information, future events, or otherwise.
Forward-looking statements in this presentation should be evaluated
together with the many uncertainties that affect Merck's business,
particularly those mentioned in the cautionary statements in Item 1 of
Merck's Form 10-K for the year ended December 31, 2005, and in its
periodic reports on Form 10-Q and Form 8-K, which the company
incorporates by reference.
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Merck & Co., Inc.

A global research-driven pharmaceutical
company dedicated to Putting Patients
First.

Established in 1891; Merck discovers,
develops, manufactures and markets
innovative vaccines and medicines to
address unmet medical needs in 200
countries and regions:
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Merck & Co., Inc.
Merck Manufacturing Division

Largest of Merck’s divisions
- Approximately 12,000 employees

Backgrounds in chemistry, biology, engineering,
business administration, social sciences and
pharmacy.

- 28 Locations in 20 countries

40% of MMD employees either do not speak
English or English is not their first language

20% of MMD employees do not regularly use
email or web
- Annually produce ~ 16 billion tablets and
175 million doses of vaccines
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Merck’s Journey to Reclaim Industry Leadership

A Perennial FORTUNE “Most
Admired Company” that some
say lost its competitive edge

A Major Crisis: 2004 product
withdrawal and related litigation

A New CEO takes the helm.

- An unprecedented strategic
and cultural shift

Merck’s Plan to Win
Merck Supply Strategy

“Transformational Change” not Incremental Change

Three business shifts For MMD
Supported by two critical enabling changes
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Merck Supply Strategy
Transformational Change

Merck Production System
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MMD Employee Communications
Our Strategy and Scope

Strategy

- Provide consistent , clear and relevant messages that drive
understanding , adoption and realization of the Merck
Supply Strategy and the integration with the Plan to Win

Scope
- Global divisional communications with integration with
Corporate Communications and Site Communications




Measuring Progress

Level of Commitment

Conner Partners 9

Survey Results — March 2006

Level of Commitment
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Emotional Response to Change
Positively /Negative Perceived Change
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Role of Communications - Integration

Leveraging Communications to Mitigate Risk
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Role of Communications — Build Resilience

Leveraging Communications to Mitigate Risk

POZITIVE
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Role of Communications
Leveraging Communications to Mitigate Risk

Adapting
to Change




Change Communication
Key Messages - Thematically

» To focus and align behaviors, particularly in times of
change, employees need the answers to five sets of
guestions to understand “our story”:

What is the case for change?

What do we need to do differently?

How will we be measured? Consequences?

What tools/support will we have to help us?

WIIFM -- What's in it for me? For us?
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Keys to Success

Leveraging Communications to Mitigate Risk

Speak the language that employees speak
- In their language
- Inthe local language

Sponsorship/Senior Leadership support
Leverage employees to deliver messages

Communications staff & resourcing that understand the
dynamics of change

Understand that levels of commitment and engagement
will go up and down over the course of time
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Media Options
Different Ways Reach Different People

Face to Face Web

- Maximize Site Visits for - MMD Portal
communications purposes

- Site leadership - News & Announcements

- Enrollment - My Story
Print - Knowledge Base
- Factsheet 3.0 - Integration - HPO Blogs
- Posters - MSS Wlkl
Video Multimedia
- Day in the Life - Media Wall highlighting Corp.,
- Initiative specific Divisional & site integration
- Quarterly webcasts & Surveys
supporting videos - Measure effectiveness and

2 US, 2 International commitment
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MMD Executive Communications

Leveraging Leaders

Effective communications requires all levels of
management to communicate

Research consistently shows that employees want face to
face communication

Senior leadership
Global webcasts
Strategy messages
Progress on Strategy
Site visits
Importance of sites to Merck
Site leadership

Regular site meetings
Status of initiatives 18




MMD Factsheet

Putting Material in Employees Hands

20 % of MMD employees do not have regular access to
electronic media

Printed document that was delivered to all MMD
employees
- 2006 — Explain the Initiatives and the Strategy
- 2007 — Update on Initiatives and highlight integration
- 2008 — Update on the strategy and successes to date

Delivered in 9 languages

11x17 format, 8 pages
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MMD Factsheet

Putting Material in Employees Hands
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| am MMD Video Series

Engaging Employees in Communication

Goal of engaging and motivating employees
- Overview
Innovation
Diversity
Employees
Efficiency
Quality
Teamwork

Delivered via web and DVD’s at site
- Averaged 18,000 views in the month of their release

Sourced at 11 locations representing all MMD functions

Respected language
- Subtitled in 9 languages
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| am MMD Video Series

Engaging Employees in Communication
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MMD Day in the Life

Seeing Life at Other Sites

Multi-media series highlighting various aspects of MMD

Day in the Life of Mirabel

Day in the Life of an Operator — South Granville
Day in the Life of Durham - February

Day in the Life of COMET - March

Day in the Life of a Tablet - June

Celebrated the diversity of MMD

Showcased employees at all levels

Subtitled videos when English was not their spoken
language
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MMD Day in the Life

Seeing Life at Other Sites
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MMD Portal

Providing a Central Repository

Divisional web presence
Uses a mix of written pieces, video modules and flash
Averages 120,000 pages views per month

MMD Knowledgebase serves as the central repository for
Merck Supply Strategy-related information
Beginning to leverage Social Media

- Blogs

- Wiki's
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MMD Portal

Providing a Central Repository

image
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MMD Experimental Wiki

Giving the Employees Control

Leveraging of Social Media

What is a Wiki?
- A web page or site that can be edited and maintained by
everyone
Why use a Wiki at Merck?

- We speak in acronyms, and many times people do not
have an understanding of the real meanings

- Allows the employees to add real life details

Considered experimental
- Not sure how well it will be accepted
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MMD Experimental Wiki

Giving the Employees Control
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MMD Matters
Driving Readership

E-newsletter sent to every MMD employee bi-weekly
Used to drive readership of the MMD Portal

Highlights all materials published to the MMD portal over
the previous two weeks

Includes One Merck section that provides information on
what’s happening across Merck
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MMD Matters
Driving Readership
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MMD Blog

Providing a Place to Speak

Posted to the MMD Portal

- New blog posted every 4-6 weeks, each is ‘active’ for ~2-3
weeks depending on the activity

- Published in English, other languages encouraged and
responded to with local support

- Highlighted in MMD Matters
Non-corporate speak encouraging employee participation

Supports HPO and the Merck Leadership Standards by encouraging
employees to collaborate, communicate candidly and champion
change

The first blog released had 75+ posts and 10,000+ page hits
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MMD Blog

Providing a Place to Speak
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MMD My Story

Putting a Personal Face to MMD

Interactive Flash piece aimed at telling the stories of MMD employees in their
own words

- New story posted to the Leaders Corner section of the MMD Portal
every month

On average, each story gets 5,000 hits on release

Supports the Merck Supply Strategy, HPO, the Merck Leadership Standards
and Diversity

- Highlights employees who are recognized as leaders inside and outside
of Merck

- Employees are a diverse mix: race, gender, age, location, education
and position

Published in English and translated into the interviewees local language

“This collage of faces and testimonials translates into a diverse, refreshing,
and "human touch" One Merck message."
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MMD My Story

Putting a Personal Face to MMD
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MMD Media Wall

Communicating in “Info Bites”

Vehicle to drive understanding of strategies and increase
business knowledge

Leverage concept of a wall of information

- Delivery of information must happen within 10 seconds

- Content in constant motion, frequently updated

- large plasma screens, driven by computer

- Easily deployed, customized and owned at each site

Divisionally & site owned pieces
- Delivered in local language
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MMD Media Wall

Communicating in “Info Bites”

Winning Colors
Big Numbers
Planet Merck
everyday at Merck

Headlines
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MMD Communications

Measuring Effectiveness

~ 3,000 MMD employees surveyed

Randomly selected to represent MMD in terms of grade
level, location and tenure in grades 4 — 9

50 Questions

Survey translated into 8 languages and delivered via e-
mail

Response rates ranged from 32% to 39%
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MMD Communications

Measuring Effectiveness

95% strongly agreed/agreed that they understand why MMD
needs to change under the Merck Supply Strategy

- 83% strongly agreed/agreed that they understand wha  t MMD
needs to do to accomplish the strategy

- 78% strongly agreed/agreed that they understand wha  tthey
personally need to do to support the strategy

- 70% strongly agreed/agreed that they understand how the
initiatives are integrated in support of the strate ay

- 78% strongly agreed/agreed that MMD President Willi e Deese is
effective at communicating the status of the Merck Supply
Strategy.

- 81% strongly agreed/agreed that they understand how the strategy
supports the Plan to Win

- 76% strongly agreed/agreed that translated material s were
effective
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MMD Communications

Measuring Effectiveness

% Strongly Understand:
Agree/Agree
95% Why MMD needs to change under the Merck Supply
Strategy
83% What MMD needs to do to accomplish the strategy
78% What they personally need to do to support the stra  tegy
70% How the initiatives are integrated in support of th e
strategy
76% Translated materials were effective
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Where are We Now?

Two Years into the Strategy — Outcome Highlights

Strategy is progressing according to Plan

- Still a long way to go
Production efficiencies gained, inventories reduced
New product commercialization reduces time to market

5 Plants either sold or closed
- Two NEW facilities

Increase in External Manufacturing
Headcount reduced by over 2,500
Procurement savings meet two years early

Stock price more then double when we started
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Survey Results — Oct 2007

Level of Commitment

> o0

Conner Partners 41

Building Momentum :

Launched Novel Products
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Questions?

Thank You!

Ron Maturo
(908) 423-5766

maturo@merck.com

Where patients come first 03 MERCK

Visit : www.merck.com







