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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 ñforward-looking statementsò for purposes of federal and state securities laws and include, but are not limited to, 

statements of management's expectations regarding the company's initiatives, strategies, new products, research and development efforts and market 

and economic conditions; statements of projections regarding revenue, earnings per share, operating margin, gross margin, selling expense, G&A 

expense, other expense, cash from operations, tax rates , the impact of foreign currency fluctuations 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," ñproject,ò "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:  

Å 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;  

Å 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; 

Å challenging economic conditions globally;  

Å risk of foreign currency fluctuations and the currency translation impact on the company's business associated with these fluctuations;  

Å risks associated with general inquiries and complaints to consumer protection agencies in Japan regarding the activities of some distributors;  

Å 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;  

Å 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, loss of licenses, and the imposition of fines;  

Å adverse publicity related to the company's business, products, industry or any legal actions or complaints by distributors or others;  

Å 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  

Å 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 in this release to reflect any change except as required by law. 



2012 Accountability 

2013 ï Projecting another record year 

Improving channel management 

Strong product pipeline 

PRESENTATION OUTLINE 
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Nu Skinôs foundation for sustained growth 



Å AGELOC: a compelling product platform 

Å STRONG PRODUCT PIPELINE 

Å PRODUCT LAUNCH PROCESS delivering strong results 

Å GROWTH in every geographic region 

Å Investing in CHANNEL INNOVATION 

Å STRONG BALANCE SHEET and CASH FLOW 

Å Experienced MANAGEMENT and SALES LEADERS 
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SUSTAINING GROWTH 



STEVE LUND 
CHAIRMAN, 

BOARD OF DIRECTORS 
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(1984-1991) 

THE EVOLUTION OF NU SKIN 
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PHASE I 

ÅU.S. business 

ÅSkin care focus 

ÅProduct positioning: 

ñAll of the good, none of the badò  

ÅEffectively resolved regulatory 

inquiries 

START-UP PHASE 



THE EVOLUTION OF NU SKIN 
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PHASE II 

(1991-1996) 

ÅRapid international expansion 

ÅSeamless compensation plan 

ÅAdditional product category ï 

dietary supplements 

ÅRobust growth rates in international 

markets 

INTERNATIONAL EXPANSION 



THE EVOLUTION OF NU SKIN 
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PHASE III 

(1996-2003) 

ÅIPO ï Nu Skin Asia Pacific 

ÅPharmanex acquisition  

ÅConsolidation of global operations 

under public umbrella  

ÅAdditional international expansion 

COMING OF AGE 



(2003-2008) 

THE EVOLUTION OF NU SKIN 
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PHASE IV 

ÅBusiness transformation 

Transfer of control from founders 

to public 

Significant G&A restructuring 

(30% headcount reduction) 

Global business strategy 

alignment 

ÅChina entry 

TRANSFORMATION 



THE EVOLUTION OF NU SKIN 
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PHASE V 

(2008-present) 

ÅAccelerating revenue growth 

ÅageLOC: unified anti-aging 

product brand 

ÅRefined product launch process 

ÅPerformance-based management 

incentives 

® 

NU SKIN 2.0 



STRONG AND CONSISTENT  

REVENUE GROWTH 
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PHASE I PHASE II PHASE III PHASE IV PHASE V 

(1984-1991) (1991-1996) (1996-2003) (2003-2008) (2008-present) 

START-UP PHASE 
INTERNATIONAL 

EXPANSION 
COMING OF AGE TRANSFORMATION NU SKIN 2.0 



OUR MISSION is to be a FORCE 

FOR GOOD throughout the world by 

empowering people to IMPROVE 

LIVES with rewarding business 

opportunities, innovative products, 

and an enriching, uplifting culture.  
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ÅPresident and Chief Executive 

Officer since 2003 

ÅChairman of the World Federation 

of Direct Selling Associations 

(WFDSA) from 2005 to 2008 

ÅGeneral Counsel 1996-2003; 

Executive Vice President 2000-

2003. 

Å 20+ years with Nu Skin 

ÅChief Financial Officer since 2002 

ÅPlayed a key role in opening the 

majority of Nu Skinós international 

markets from 1993 through 2002 

ÅInstrumental in driving Nu Skinôs 

transformation efforts 

Å ~20 years with Nu Skin 

ÅChief Scientific Officer since 2006 

Å Former President and Chief 

Scientific Officer of Pharmanex 

ÅUniversity of London Ph.D. 

ÅHas published numerous articles, 

on pharmaceutical research during 

nearly 20 years in the health care 

industry 

ÅNYT Bestselling author of ñThe 

Aging Mythò 

Å 10+ years with Nu Skin 

ÅPresident, Global Sales and 

Operations 

ÅPreviously served as Executive 

Vice President of distributor 

success and President of Nu 

Skin, Europe 

ÅM.B.A. from University of 

Minnesota 

Å 10+ years with Nu Skin 

Truman Hunt: President, Chief Executive Officer 

 
Ritch Wood: Chief Financial Officer  

Joe Chang, Ph.D.: Chief Scientific Officer Dan Chard: President, Global Sales and Operations 

NU SKIN MANAGEMENT TEAM 
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TRUMAN HUNT 
PRESIDENT AND  

CHIEF EXECUTIVE OFFICER 
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We believe direct selling continues 

to be the LOWEST COST, LOWEST 

RISK vehicle to improve oneôs life 



MARKET TRENDS 

CONTINUE TO WORK 

IN OUR FAVOR 
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92 MILLION Involved in social 

enterprises worldwide 

19% 

2010 

17 SOURCE: World Federation of Direct Selling Associations  (WFDSA) 



$153 BILLION  
In 2011 global retail sales generated 8% 

2011 

8% 
CAGR 

1998-2011 
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22 MARKETS generated > $1 BILLION 

SOURCE: World Federation of Direct Selling Associations  (WFDSA) 



Å Global business 

opportunity 

Å Significant income 

potential 

Å Strong corporate culture 

based on Force for Good 

mission 

Å Continually refresh the 

vibrancy of the business 

opportunity 
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NU SKINôS DISTINGUISHING 

CHARACTERISTICS 

Å Balanced portfolio ï 

beauty/nutrition 

Å Premium product offering 

Å Focus on quality, science 

and innovation 

Å Large and growing 

market for anti-aging 

products 

SALES OPPORTUNITY CONSUMER 



OUR VISION is to become the 

WORLDôS LEADING direct selling 

company by generating MORE 

INCOME for our distributors than 

any other company. 
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$5 BILLION 
REVENUE 
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$2 BILLION 
COMMISSIONS 
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2012 PROJECTED 

REVENUE 

2012 

PROJECTED 

GROWTH RATE 

$2.10 - $2.11 B ~20% 

2011 INVESTOR DAY 

GUIDANCE 

GROWTH RATE 

GUIDANCE 

$1.80 - $1.83 B 5 - 7% 

P 

ANNUAL REVENUE 

2012 ACCOUNTABILITY REPORT 
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(-3% fx impact) 



REGION 
CONSTANT 

CURRENCY GROWTH  
REPORTED REVENUE (USD) 

North Asia   +3.6% ~ $769 

Greater China +58.0% ~ $543 

Americas  +11.7% ~ $280 

S. Asia / Pacific +42.4% ~ $330 

EMEA +25.4% ~ $188 

Overall +22.7% ~ $2.10 B 

2012 PROJECTED REGIONAL REVENUE 
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2003 ï 2012 ANNUAL REVENUE 
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10 Yr. CAGR = 8.8% 

5 Yr. CAGR = 12.6% 

3 Yr. CAGR = 16.9% 



2011 INVESTOR 

DAY GUIDANCE 

MARGIN  

IMPROVEMENT 

GUIDANCE* 

15.4 - 15.9% 20 - 50 bps 

OPERATING MARGIN 

P 

2012 ACCOUNTABILITY REPORT 

* Excludes impact of Japan customs case. 28 

2012 PROJECTED 

MARGIN 

2012 PROJECTED 

MARGIN 

IMPROVEMENT* 

~15.7% ~40 bps 



2011 INVESTOR 

DAY GUIDANCE 

GROWTH RATE 

GUIDANCE* 

$2.82 - 2.92 +8 - 10% 

EARNINGS PER SHARE 

P 

2012 ACCOUNTABILITY REPORT 

* Excludes impact of Japan customs case. 29 

2012 

PROJECTED EPS 

2012 

PROJECTED 

GROWTH RATE* 

$3.33 - 3.37 +23 - 25% 
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$1.02 
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  $2.11 
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projected 

2007 ï 2012 EARNINGS PER SHARE 

*Excludes restructuring and impairment of assets and other. ** Excludes impact of Japan customs case. 30 
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2020 Target 

Growth Rate 
11.2% 

CAGR 

12.8% 

5-year CAGR 

Revenue $5.00 Billion $2.11 Billion 

EPS $10.00 $3.37 

2012 Projected 

Operating 
Margin 

~ 18.0% 15.7% 

32 

LONG-TERM TARGET 



GROWTH 

Operating 
Margin 15.8 - 16.1% 10 - 30 bps 

Annual 
Revenue 

$2.25 - $2.30 B 7 - 9% 

EPS $3.70 - $3.85 10 - 15% 

GUIDANCE 

2013 GUIDANCE ï ANOTHER RECORD YEAR 
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We plan to sustain growth through  

effective PRODUCT INNOVATION  

and CHANNEL MANAGEMENT  



JOE CHANG, PH.D. 
CHIEF SCIENTIFIC OFFICER 

35 



Å We leverage science in two ways 

ï Discovery process 

ï Development process 

Å We use multiple tools to discover 
and develop anti-aging products with 
meaningful benefits 

Our anti-aging product strategy 

is to leverage LEADING EDGE 

SCIENCE to further understand  

the aging process. 
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Natural 
Ingredient 

Library 

Analytical 
Chemistry 

Gene 
Expression 

Science 

Multi - 
Disciplinary 
R&D Team 

Antioxidant 
Science 

Sponsored 
Academic 
Research 

NU SKIN DISCOVERY PROCESS 

TOOLKIT 
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NU SKIN DEVELOPMENT PROCESS 

Human 
Clinical 
Studies 

GMP Quality 
Manufacturing 

Safety 
Profiling 

Quality 
Control 

Formulation 
Science 

Sourcing 
Ingredients TOOLKIT 
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ANTI-AGING PRODUCT  

DEVELOPMENT PROCESS 

TOOLKIT 
TOOLKIT TOOLKIT 
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Our product development process 
enables us to CONTINUALLY 
REFRESH the vibrancy of the 
business opportunity through 

PRODUCT INNOVATION 



PROVO INNOVATION CENTER 
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