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Safe Harbor Statement 
This presentation contains forward-looking statements within the meaning of Section 27A of the Securities Act of 1933, as amended, and Section 21E of the Securities Exchange Act of 
1934, as amended that represent the company's current expectations and beliefs. All statements other than statements of historical fact are "forward-looking statements" for purposes 
of federal and state securities laws and include, but are not limited to, statements of management's expectations regarding the company's performance, opportunities, initiatives, 
strategies, new product introductions, research and development efforts and market and economic conditions; statements of projections regarding revenue, gross margin, operating 
margin, earnings per share, selling expense, general and administrative expense, cash flow, cash from operations, tax rates, foreign currency impact and other financial items; 
statements of belief; and statements of assumptions underlying any of the foregoing. In some cases, you can identify these statements by forward-looking words such as "believe," 
"expect," "project," "anticipate," "estimate," "intend," "plan," "targets," "likely," "will," "would," "could," "may," "might," the negative of these words and other similar words.  
 
The forward-looking statements and related assumptions involve risks and uncertainties that could cause actual results and outcomes to differ materially from any forward-looking 
statements or views expressed herein. These risks and uncertainties include, but are not limited to, the following: 
•   any failure of current or planned initiatives or products to generate interest among distributors and customers and generate sponsoring and selling activities on a sustained 

basis; 
•  risks associated with rapid growth globally, which could strain our ability to effectively manage our operations, and result in, among other things, product delays or shortages, 

operating mistakes and errors, inadequate customer service, inappropriate claims or promotions by our sales force, and governmental inquires and investigations, all of which 
could harm our revenue and ability to generate sustained growth and result in unanticipated expenses. 

•  risks related to accurately predicting, delivering or maintaining sufficient quantities of products to support our planned initiatives or launch strategies, including possible 
ingredient supply limitations; 

•  risk of foreign currency fluctuations and the currency translation impact on the company's business associated with these fluctuations; 
•  continued regulatory scrutiny and investigations in Mainland China, which have from time to time in the past, and could in the future, negatively impact the company's business, 

including the interruption of sales activities in stores and the imposition of fines; 
•  unpredictable economic conditions and events globally; 
•  risks associated with any distributor activities that violate applicable laws or regulations, which could result in government or third-party actions against us; 
•  regulatory risks associated with the company's products, which could require the company to modify its claims or inhibit the company's ability to import or continue selling a 

product in a market if it is determined to be a medical device or if it is unable to register the product in a timely manner under applicable regulatory requirements; 
•  adverse publicity related to the company's business, products, industry or any legal actions or complaints by distributors or others; 
•  any prospective or retrospective increases in duties on the company's products imported into the company's markets outside of the United States and any adverse results of tax 

audits or unfavorable changes to tax laws in the company's various markets; and 
•  continued competitive pressures in the company's markets. 
 
The company's financial performance and the forward-looking statements contained herein are further qualified by a detailed discussion of associated risks set forth in the documents 
filed by the company with the Securities and Exchange Commission. The forward-looking statements set forth the company's beliefs as of the date that such information was first 
provided and the company assumes no duty to update the forward-looking statements contained herein to reflect any change except as required by law. 
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500+  SCANS  ON  1  CHARGE  
EXTENDED BATTERY LIFE 

WIRELESS CONNECTIVITY 
NO  WIRES  NEEDED

iPAD SCANNER APP  
IPAD  MINI  IS  USED  TO  RUN  
THE  SCANNER  WIRELESSLY

FASTER 

PORTABLE 
SMALLER 

DIGITAL 
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iPad 1:30 PM 
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Expectations for a GREAT 2014 
•  Revenue guidance of $3.9-4.0 BILLION (~25% growth) 

•  EPS guidance of $7.25-$7.50 (25-30% growth) 

TODAY ANNOUNCING… 
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CONVENTION 2013 
•  15,000 people  
•  53 countries 
•  TR90 LTO 
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TRUMAN HUNT 
PRESIDENT, CHIEF EXECUTIVE OFFICER 

RAPID  
SUSTAINABLE 
GROWTH 
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2013 
ANOTHER  

RECORD YEAR 
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2013 PROJECTED  
REVENUE 

2013 PROJECTED 
GROWTH RATE 

$3.18 - $3.21 B ~48% 

2012 INVESTOR DAY 
GUIDANCE 

GROWTH RATE 
GUIDANCE 

$2.25 - $2.30 B 7 - 9% 

P

ANNUAL REVENUE 
2013 ACCOUNTABILITY REPORT 

(-5% fx impact) 
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2007–2013 ANNUAL REVENUE 

5 Yr. CAGR = 21% 
3 Yr. CAGR = 28% 

projected 
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REGION PROJECTED CONSTANT 
CURRENCY GROWTH  

PROJECTED  REPORTED  
REVENUE (USD) 

Greater China   145% $1,400 

North Asia 11% $880 

S. Asia / Pacific  15% $380 

Americas 22% $350 

EMEA 3% $190 

Overall 48% ~$3.20 B 

2013 REGIONAL REVENUE 
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2012 INVESTOR DAY 
GUIDANCE 

GROWTH RATE 
GUIDANCE 

$3.70 – 3.85 10 – 15% 

EARNINGS PER SHARE 

P

2013 ACCOUNTABILITY REPORT 

2013 
PROJECTED EPS 

2013 PROJECTED 
GROWTH RATE 

$5.77 – 5.82 ~65% 
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$0.84 
$1.02 

$1.51 

$2.11 

$2.69 

$3.52 

$5.77-$5.82 

$0.00 

$1.00 

$2.00 

$3.00 

$4.00 

$5.00 

$6.00 

2007* 2008 2009* 2010 2011** 2012 2013 

2007–2013 EARNINGS PER SHARE 

*Excludes restructuring and impairment of assets and other. ** Excludes impact of Japan customs case. 

5 Yr. CAGR = 42% 
3 Yr. CAGR = 40% 

projected 
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2012 INVESTOR DAY 
GUIDANCE 

MARGIN IMPROVEMENT 
GUIDANCE 

15.8 – 16.1% 10 - 30 bps 

OPERATING MARGIN 

P

2013 ACCOUNTABILITY REPORT 

2013 PROJECTED  
MARGIN 

2013 PROJECTED 
MARGIN IMPROVEMENT 

~17.0% ~130 bps 
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30,000 30,600 32,900 35,700 
41,800 

51,800 

96,900 

755,000 761,000 761,000 799,000 
855,000 

946,000 

1,273,000 

2007 2008 2009 2010 2011 2012 Q3 2013 

SALES LEADER & ACTIVE GROWTH 
 Actives 
 Sales  
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Nu Skin has an 
IMPRESSIVE  
LONG-TERM  

TRACK RECORD 
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1984 1985 1986 1987 1988 1989 1990 1991 1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 

NU SKIN REVENUE GROWTH 

Accelerated growth following 
2006 business transformation 
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We sustain growth  
by systematically  
EXECUTING A 
CONTINUOUSLY 
REFINED 
two-year business cycle 
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The two key components of our growth strategy are 
PRODUCT and CHANNEL INNOVATION 
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® 

We offer a branded, 
DIFFERENTIATED 
PRODUCT PLATFORM 
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Assessing the impact of anti-aging formulas on 
GENE EXPRESSION is the future of  

ANTI-AGING PRODUCT INNOVATION 
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We have the unique ability to ADDRESS  
AGING from the INSIDE and the OUTSIDE 
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NU SKIN CENTER FOR ANTI-AGING RESEARCH 
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Nu Skin has distinguished itself 
within direct selling through 
CONTINUED CHANNEL 
INNOVATION 
 25 

SEAMLESS GLOBAL 
COMPENSATION PLAN 
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Nu Skin’s product launch process  
is a SIGNIFICANT CHANNEL 
INNOVATION 
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$1,000,000 

$1,500,000 

$2,000,000 

$2,500,000 

$3,000,000 

$3,500,000 

2008 2009 2010 2011 2012 2013 

TR90 
R2/Body Spa 
Transformation 
Business Base 
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LTO GROWTH 

projected 
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$17 M 

$55 M 
$110 M 

$300 M 

$550 M 



CHANNEL INNOVATION 
includes ALIGNING SALES LEADERS  
with company GROWTH INITIATIVES 
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$2 BILLION 
IN SALES COMPENSATION  

$5 BILLION 
IN SALES REVENUE 
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$10 BILLION 
IN SALES REVENUE 

$4 BILLION 
IN SALES COMPENSATION  
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2011 2012 2013 2010 2014 2015 2016 2017 2018 2019 

$1.5 
BILLION 

~$3.2 
BILLION 

$10 
BILLION 

$5 
BILLION 
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ENTREPRENEURS FACE 
ENORMOUS HURDLES WHEN 
STARTING A BUSINESS 
•  Capital 
•  Intellectual property 
•  Manufacturing 
•  Distribution 
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Direct selling is among the 
LOWEST RISK, HIGHEST 
POTENTIAL REWARD 
BUSINESS OPPORTUNITIES 
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DAN CHARD 
PRESIDENT, GLOBAL SALES AND OPERATIONS 
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Our sales objective is to DRIVE MARKET 
PENETRATION and BUILD A LOYAL 
CONSUMER BASE 
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GLOBAL DISTRIBUTION CHANNEL ROLES 

Buy and use products Buy, use and 
resell products 

Find new consumers 

Train and develop new 
sales leaders 

CONSUMER SALES LEADER 

85% 15% 
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GLOBAL ACTIVES 1.27 MILLION  

AMERICAS 
 Actives: 179,000 
YoY Growth: 8% 

EMEA 
Actives: 121,000 
YoY Growth: 3% 

GREATER CHINA 
Actives: 418,000 
YoY Growth: 122% 

SOUTH ASIA/PAC 
Actives: 125,000 
YoY Growth: 19% 

NORTH ASIA 
Actives: 430,000   
YoY Growth: 28% 
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GLOBAL SALES LEADERS ~100,000 
 

AMERICAS 
Sales Leaders = 7,500 
YoY Growth: 28% 

EMEA 
Sales Leaders = 4,400 
YoY Growth: -4% 

GREATER CHINA 
Sales Leaders = 57,800 
YoY Growth: 255% 

SOUTH ASIA/PAC 
Sales Leaders = 9,300 
YoY Growth: 58% 

NORTH ASIA 
Sales Leaders = 18,000 
YoY Growth: 15% 
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OUR OPERATING PHILOSOPHY 

SAME VALUES & CULTURE 

ONE COMPANY 

ONE STRATEGY 

OPERATIONS CONFORM TO 
LOCAL REGULATORY AND 
SOCIOECONOMIC CONDITIONS 
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$1 TRILLION BY 2025 
BCC Research. “Anti-Aging Products and Services: The Global Market.” 2009. 

 

ANTI-AGING 
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AGELOC simplifies SALES LEADER TRAINING  
across MULTIPLE PRODUCT CATEGORIES 
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AGELOC PLATFORM STRATEGY ROADMAP 
2009 

Skin Care &  
Facial Spa 

2011 
Nutrition & 
Body Spa 

2013 
Weight 

Management 

FUTURE 

Personalized  
Skin Care 

Personalized 
Nutrition 

Next Generation 
Nutrition 

Next Generation 
Home-Use Devices 

Local Product 
Initiatives 
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 ALIGN 
LEADERS 

TRAIN 
SALES 

FORCE 

GLOBAL 
LTO 

EXPAND  

REWARD 
RESULTS BUSINESS 

CYCLE 
(Year 1) 

NU SKIN’S TWO-YEAR BUSINESS CYCLE  

45 

Ongoing  
Product  

Availability 
 ALIGN 

LEADERS 

TRAIN 
SALES 

FORCE 

REGION 
LTOs 

EXPAND  

REWARD 
RESULTS BUSINESS 

CYCLE 
(Year 2) 

NU SKIN’S TWO-YEAR BUSINESS CYCLE  
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REPEATABLE AND SUSTAINABLE 
BUSINESS RHYTHM 
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$17 $55 $110 

$300 

$550 

5% 

9% 10% 

20% 
22%+ 

0% 

5% 

10% 

15% 

20% 

25% 

2009 2010 2011 2012 2013 

 Sales (in Millions USD) 
 % of Actives Purchasing 

SIZE OF LTOs  
A RESULT OF GROWING ACTIVE BASE AND PARTICIPATION RATE  

Volume based on date of purchase. projected 48 



STRATEGIC INSIGHTS 
•  Two-year business cycle provides simple 

roadmap for sales leader success 
•  Regular launch of innovative products:  

-  Reinforces innovation engine 
-  Drives product trial and repeat 
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INTRODUCING THE NU SKIN EXPO 
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NU SKIN EXPO 
Quarterly events staged at a physical location where sales 
leaders bring prospective consumers and sales leaders 
•  Creates a personal experience with products and business 
•  Leverages product promotion to drive sales 
•  Strengthens two-year business cycles 
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China represents a 
significant opportunity  
to expand our business 
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UNIQUE ASPECTS OF CHINA OPERATIONS 

•  Government licensing 
•  Sales leader compensation  
•  Stores 
•  Local manufacturing 
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PERSONAL CARE AND BEAUTY CATEGORY CONTINUES TO 
SHOW HEALTHY GROWTH IN CHINA 

SOURCE: Euromonitor 

11% CAGR 
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Company  2012 Revenue (In Billion RMB)  

Amway  30.40 

Perfect 13.50 

Infinitus 10.50 

Mary Kay 7.00 

New Era 3.60 
Tiens  3.60 

For You 3.00 
YoFoto 2.70 

Longrich 2.50 
Joymain 2.00 
Apollo 2.00 

Herbalife  1.70 
Nu Skin 1.67 

*Estimates based on company releases and statements in the media 

DIRECT SELLERS IN CHINA 

55 

Why is Nu Skin doing  
SO WELL? 

•  IMPROVING BRAND 
AWARENESS AND 
FAVORABILITY 

•  STRONG TRIAL  
AND REPEAT 
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95 

94 

79 

61 

35 

Avon 

Amway 

Mary Kay 

Perfect 

Nu Skin 

96 

95 

61 

38 

18 

Avon 

Amway 

Mary Kay 

Perfect 

Nu Skin 

Aided Awareness 2007 

BRAND AWARENESS STUDY 

Aided Awareness 2013 
 

Data Source: Sin & Ipsos Market Quest 57 

BRAND PERCEPTION STUDY	

Data Source: Sin & Ipsos Market Quest 

Among leading direct sellers, Nu Skin ranks: 
•  First for product quality 
•  First for product efficacy 
•  First for product value 
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TWO-YEAR BUSINESS CYCLE: 
KEY GROWTH INITIATIVES  
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$26 $39 

$122 

$340 

2010 2011 2012 2013 

 Greater China LTO Sales 
(in Millions USD) 

DRIVING GROWTH THROUGH LTOs 

Volume based on date of purchase. 
projected 
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•  Hosted 15 Expos 
-  152,000 visitors  
-  124,000 new customers 
-  $150 million in sales  

•  Increasing to 25 Expos in 2014 

2013 GREATER CHINA EXPO RESULTS 
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40 Stores – end of 2012 
 
36 Planned Stores 2013-2014 

STORE EXPANSION PLAN 

    85 Future Stores 2014-2016  
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RECOGNITION EVENT 2008 
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RECOGNITION EVENT 2009 
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RECOGNITION EVENT 2010 
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RECOGNITION EVENT 2011 
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RECOGNITION EVENT 2012 
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RECOGNITION EVENT 2013 



IN 2013 WE ENGAGED NIELSEN TO EVALUATE OUR CHINA 
BUSINESS GROWTH DATA 

69 

NIELSEN STUDY KEY INSIGHTS* 
•  Nu Skin China PENETRATION HAS BEEN GROWING CONSISTENTLY 

in the last few years and has been a key driver of the growth. Traditionally, in CPG 
industry, penetration has been the hardest metric to improve. The penetration is 
still very low (less than 0.1%) in the provinces where it does business, so there is 
high upside as long as Nu Skin continues to increase the penetration 

•  Importantly,  REPEAT PURCHASES HAVE ALSO GAINED MOMENTUM 
in the last 1-2 years. Nu Skin China has become more efficient in converting trial 
purchasers into repeat purchasers 

*Notes 
•  Nielsen insights are based on transaction data for China provided by Nu Skin 
•  Trial and repeat rates are based on Nu Skin brand level metrics 
•  Fiscal years were based on 4 quarters ending in Q2 of that year 

70 
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HIGH TRIAL AND REPEAT PURCHASES 
DRIVING CHINA GROWTH  

2009 2010 2011 2012 2013 

Trial Revenue 

Repeat Revenue 

R
E

V
E

N
U

E
 

Source: Nielsen 2013 study that sourced transaction data for China provided by Nu Skin. Fiscal years were based on 4 quarters ending in Q2 of that year 
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CHINA RESEARCH SUMMARY 
•  Brand awareness improving 
•  Brand favorability is strong 
•  Penetration being driven by 

strong trial 
•  Sequential improvement in 

repeat rate 
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SALES AND OPERATIONS  
SUMMARY 
•  Nu Skin’s business cycle becoming 

increasingly impactful  
•  China continues to hold great promise 
•  We anticipate continued global growth as 

we: 
–  Increase awareness and brand favorability 
–  Execute two-year business cycles 
–  Refine and expand Nu Skin Expo initiative 
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JOE CHANG, Ph.D. 
CHIEF SCIENTIFIC OFFICER 
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BREAKTHROUGH GENETIC APPROACH TO ANTI-AGING 

BUILT ON 30 YEARS OF PROPRIETARY RESEARCH 

EXCLUSIVE & PATENTED SCIENCE 

DIFFERENTIATED ANTI-AGING PRODUCTS 

IDENTIFY YOUTH GENE CLUSTERS 
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weight management & 
body shaping system 

based on gene 
expression science 
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All weight loss is created equal 
 

SCIENCE REPLACES MYTH 

Myth #1 
 
 We are genetically predestined 

to be overweight 
Myth #2   

There is a magic bullet for 
weight management 

Myth #3 
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6’ 
200 lbs 

BMI = 27.1  

weight loss is 
NOT CREATED EQUAL 
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LEAN MUSCLE = CALORIC BURN 

1 Heymsfield SB, et al. Am J Physiol Endocrinol Metab.2002;282:E132-E138. 
2 Ravussin E, et al. The Journal of Clinical Investigation.1986;78:1568-1578. 

3 Lazzer S, et al. Obesity.2009;18:71-78. 
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Effects of energy-restricted high-protein, low-fat compared with standard-protein, 
low-fat diets: a meta-analysis of randomized controlled trials 
Thomas P. Wycherley, et al. 
Am J Clin Nutr 2012;96:1281–98. 

Dietary Guidelines should reflect new understandings about adult protein needs 
Donald K. Layman 
Nutrition & Metabolism 2009, 6:12 

MUSCLE LOSS FROM TRADITIONAL DIETS 

A systematic review of the separate and combined effects of energy restriction 
and exercise on fat-free mass in middle-aged and older adults: implications for 
sarcopenic obesity 
Eileen M. Weinheimer, Laura P. Sands, and Wayne W. Campbell 
Nutrition Reviews 2010 68(7):375–388 

81 

WE ARE NOT GENETICALLY PREDESTINED  
to be overweight 
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Titta L, et al. Int J Obes. 2010;34(3):578-88. 

LEAN 
CONTROL 

HIGH FAT CONTROL 

HIGH FAT + INGREDIENT HIGH FAT 
CONTROL 

HIGH FAT PLUS 
INGREDIENT 

83 

1 Smeets PAM, et al. Proceeding of the Nutrition Society. 2012;71:511-520. 2 Guthoff M, et al. J Clin Endocrinol Metab. 2010;95:748-755. 3 De Silva, et al. Cell Metab. 
2011;14:700-706. 4 Malik S, et al. Cell Metab. 2008;7:400-409. 5 Farooqi IS, et al. Science. 2007;317:1355. 6 Suzuki K, et al. Experimental Diabetes Research. 2012:1-19. 7 Viquerie N, 
et al. Diabetologia. 2005;48(1):123-131. 8  Mager U, et al. European Journal of Endocrinology. 2008;158: 499-510. 9 Mutch DM, et al. Am J Clin Nutr. 2011;94(6):1399-1409. 

Appetite Control 

Hunger and Satiety 

Eating Behavior Gene Expression 
Changes 
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THERE IS NO MAGIC BULLET  
for weight management and body shaping 
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TR90 – THE IDEAL WEIGHT 
MANAGEMENT AND  

BODY SHAPING FORMULA 
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LEAN CONTROL HIGH FAT CONTROL HIGH FAT CONTROL 
WITH INGREDIENT 

BLEND 

FAT TISSUE GENE 
EXPRESSION 
PATHWAYS 

Pre-clinical study results.  Unpublished data, 2013. 
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LEAN COMPARISON  
GROUP 

TR90  
BASELINE 

TR90  
90 DAYS 

APPETITE AND 
HUNGER RELATED 
GENE EXPRESSION 

Open	  label	  clinical	  study	  results	  (Unpublished	  data,	  2013)	  
88 
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PARTICIPANTS REPORTED… 
–  Low levels of hunger 
–  Positive changes in body silhouette 
–  Improvements in the way their clothes fit 
–  Preferred this program over others 

Wood et al. FASEB J. 2013;27:1076.8. 
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Our ageLOC product pipeline is ROBUST 
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2009 2011 2013 2015 2007 2017 2019 

AGELOC PRODUCT PIPELINE 
2009 

Skin Care &  
Facial Spa 

2011 
Nutrition & 
Body Spa 

2013 
Weight 

Management 

FUTURE 

Personalized  
Skin Care 

Personalized 
Nutrition 

Next Generation 
Nutrition 

Next Generation 
Home-Use Devices 

Local Product 
Initiatives 
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Don’t you think your anti-aging skin care should be as individual as you are? ageLOC 
BESPOKE provides the customization you need to deliver healthier, younger-looking 
skin in an innovative new way.  
 
ageLOC BESPOKE provides you with: 

•  Personalized moisturizers and serums  
•  Unique blend of specific formulas based on age, skin type, climate, ethnicity and 

aging concerns 
 

You get the treatment benefits you want…to achieve the personalized results you deserve.  
Finally, anti-aging skin care, your way. 

BESPOKE 
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NEXT-GENERATION NUTRITION 

A foundational, gene-based  
anti-aging supplement  to help 
people live better, longer 
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HOME SKIN CARE  
DEVICES 

•  A category leader 
– Compelling devices with 

unique consumables 
– Over $500 million in  

2013 revenue 
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PERSONALIZED FACIAL TREATMENT 

A breakthrough home-use 
skin care device that gives 
you daily spa-quality anti-
aging treatments every 
time you wash your face 
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EPSILON ® 



PERSONALIZED NUTRITION 

Personalized anti-aging nutrition 
based on the way you age. 
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Proprietary ageLOC® blend to 
promote skin firmness and protect 
against free radical skin damage 
 
•  2014 LTO in China 
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INFUSING AGELOC INTO 
EXISTING PRODUCTS 



LOCAL INITIATIVES 
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Air and water filtration 

AGELOC PRODUCT PIPELINE 
2009 

Skin Care &  
Facial Spa 

2011 
Nutrition & 
Body Spa 

2013 
Weight 

Management 

FUTURE 

Personalized  
Skin Care 

Personalized 
Nutrition 

Next Generation 
Nutrition 

Next Generation 
Home-Use Devices 

Local Product 
Initiatives 
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RITCH WOOD 
CHIEF FINANCIAL OFFICER 
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We create  
SHAREHOLDER VALUE  

by sustaining long-term growth 
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GROWTH 

Operating 
Margin 17.1 - 17.3% 10 - 30 bps 

Annual 
Revenue $3.9 - $4.0 B ~25% 

EPS $7.25 - $7.50 25 - 30% 

GUIDANCE 

2014 GUIDANCE SUMMARY 
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2007–2013 ANNUAL REVENUE 

5 Yr. CAGR = 21% 
3 Yr. CAGR = 28% 

projected 
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GREATER CHINA 

5 Yr. CAGR = 74% 
3 Yr. CAGR = 122% 

0 

200,000 

400,000 

600,000 

800,000 

1,000,000 

1,200,000 

1,400,000 

1,600,000 

2007 2008 2009 2010 2011 2012 2013 

Greater China Revenue 

projected 

5 Yr. CAGR = 46% 
3 Yr. CAGR = 74% 

Th
ou

sa
nd

s 
U

SD
 

Th
ou

sa
nd

s 
U

SD
 

107 

0 

10,000,000 

20,000,000 

30,000,000 

40,000,000 

50,000,000 

60,000,000 

2007 2008 2009 2010 2011 2012 2013 

Japan Revenue 

projected 

Th
ou

sn
ds

s 
Ye

n 

NORTH ASIA 

5 Yr. CAGR = -3% 
3 Yr. CAGR = -1% 
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5 Yr. CAGR = 26% 
3 Yr. CAGR = 28% 
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SOUTH ASIA/PACIFIC 
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5 Yr. CAGR = 29% 
3 Yr. CAGR = 28% 
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AMERICAS 
+6 - 9% 

EMEA 
+5 - 8% 

GREATER 
CHINA 

+50 - 55% 

NORTH  
ASIA 

+4 - 6% 

SOUTH ASIA / 
PACIFIC 

+18 - 22% 

2014 PROJECTED CONSTANT-CURRENCY REVENUE 

Global Constant-Currency Growth Expected Currency Impact 

25 - 28% -3% 
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2014 CURRENCY ASSUMPTIONS 

JPY 
10% 

USD 
RMB 
HKD 

55% 

EUR 
5% 

€0.78 

OTHERS 
NTD 
SEA 
KRW 

30% 

₩1,100 ¥102 Tied to USD 
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Q1 revenue ~$850-$870 million 3 

Majority of LTO in Q2 and Q3 2 
1 LTO modeled at $600 million 

2014 GUIDANCE CONSIDERATIONS 
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We invest to SUSTAIN GROWTH  
and to create SHAREHOLDER VALUE 
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KEY INVESTMENTS 

Corporate infrastructure (G&A / Cap Ex) 4 
Channel innovation (G&A)  3 

2 Product discovery and development (G&A) 

Global sales force incentives (selling expenses) 1 
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2007 – 2014 OPERATING MARGIN 
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81.9% 81.7% 81.7% 

82.3% 

83.4% 
 83.7% 
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80.0% 

81.0% 

82.0% 

83.0% 

84.0% 
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* Excludes impact of Japan customs case. 

2007 – 2014 GROSS MARGIN 
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2007 – 2014 SELLING EXPENSE 
AS A PERCENT OF REVENUE 
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Special regional achievement incentives 
 

3 

Increasing qualifiers for incentive trips 2 
1 LTO increases volume – higher commission 

SELLING EXPENSE FACTORS 
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projected projected 

2007 – 2014 G&A EXPENSE 
AS A PERCENT OF REVENUE 
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Effect of investment in infrastructure 4 
Product discovery and development 3 

2 Channel innovation  

Continue to leverage fixed costs 1 
G&A EXPENSE FACTORS 
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OTHER INCOME STATEMENT FACTORS 

No projected foreign currency impact on debt and 
intercompany balances 

No modeled net interest expense 

2 
1 

Modeled weighted average shares outstanding of 60.5 
million 3 
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INCOME TAX RATE 

Expected tax rate of 34.0 – 34.3% in 2014 
 
•  Some permanent reinvestment in Mainland China 
•  Majority of cash repatriated for dividends and stock repurchases 
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2007 – 2014 EARNINGS PER SHARE 

*Excludes restructuring and impairment of assets and other. ** Excludes impact of Japan customs case. 125 

2014 CASH FLOW MODELING 
2013 2014 

D&A $34 MM ~$45 MM 

Stock option expense $22 MM ~$40 MM 

Capital expense $180 MM $170 - $200 MM 

Debt payments $26 MM $30 MM 

Dividend payments $50 MM TBD 
126 
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2007 – 2014 CASH FROM OPERATIONS 

projected 
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INCREASING DIVIDEND HISTORY 
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•  $90.8 MM (1.27 million shares) 
•  Weighted average purchase price of $71.42 

Average share purchase price $25.99 
Average shares purchased per year 2.5 MM 

~$65 MM Average purchase amount per year 
2004 - 2012 

2013 (Q1-Q3) 

STOCK REPURCHASE ACTIVITY 
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Our management incentives  
are ALIGNED with 

SHAREHOLDER INTERESTS 
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Nu Skin EPS  
MANAGEMENT INCENTIVE PLAN 

Incentive #1 
5 Yr. Goal: EPS $2.00 

Incentive #1 
Achieved 

Incentive #2 
5 Yr. Goal: EPS $4.00 

Incentive #2 
Achieved 

*Excludes restructuring and impairment of assets and other. ** Excludes impact of Japan customs case. 
projected 
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NEW INCENTIVE BENCHMARKS 

25% $6.00 

50% $8.00 

75% $10.00 

100% $12.00 
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RAPID  
SUSTAINABLE 
GROWTH 
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•  Product innovation — ageLOC 
•  Channel innovation — 2 year business cycle 
•  Large and rapidly growing markets 
•  Socio-demographic trends in our favor 
•  Demonstrated ability to continually renew growth 
•  Strong financial profile 

FOCUSED AND CONSISTENT STRATEGY 
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•  Improving execution of 2 year business cycle 
•  Expect strong regional LTOs in 2014 
•  Expanding Nu Skin Expos  
•  Exciting and robust product pipeline 

LOOKING FORWARD 
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  2007 2009 2011 
Gross Margin 81.9% 81.7% 81.5% 

Percentage impact of Japan customs ruling 0.0% 0.0% 1.9% 

Gross Margin excluding  Japan customs ruling 81.9% 81.7% 83.4% 
        
Operating Margin 6.1% 11.1% 13.4% 

Percentage impact of restructuring 1.7% 0.8% 0.0% 

Percentage impact of Japan customs ruling 0.0% 0.0% 1.9% 

Operating Margin excluding restructuring and Japan customs ruling 7.8% 11.9% 15.3% 
        
Earnings per share $          0.67   $          1.40   $          2.38  

Impact of restructuring              0.17               0.11                    -    

Impact of Japan customs ruling                   -                      -                 0.31  

Earnings per share excluding restructuring and Japan customs 
ruling $          0.84   $          1.51   $          2.69  

GAAP RECONCILIATION 


