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ITSIN THE BAG



Thissayingis thought to have originated from
a hunter’s gamebag—victory was certainonce theprizewasbagged.At NuSkin Enterprises,
we have certainstrengthsinourbagthat create a solid foundation for growth. Knowledge
andinnovationinproduct development. Expertise and capabilityincreating sales tools that
maximizeproductvalue. Potentialandmomentuminourmostimportantgeographic markets.
These characteristicsare the cornerstonesof our successandthe competitive advantagesthat

willenhance yourinvestmentin2oo04andbeyond.

Knowledge. Innovation. Expertise. Capability.
Potential. Momentum. These fundamental

Atrengths are the cornerstones of our success.
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Products

KNOWLEDGE

Understanding gained through experience
and study for the purpose of developing

ingenious, exceptional products.






Products

Leadership in utilizing expansive knowledge

to create better, differentiated productas.

INNOVATION



Compelling products are vital to our company. They
foster consumerinterest. Theyempowerourdirect
sales force. Theydrive revenue. That’s why we are
committed to consistently refreshingour product

portfoliowithinnovative, differentiated products.

ANIMPRESSIVEINNOVATION NETWORK

Ourinnovationnetwork enablesus to create
life enhancing products for millionsof people
in35markets. Thisnetworkincludesin-house
product development capabilities, more than
150 scientists, and scientific collaborationswith
Stanford University, the Pharmanex Center for
Sports Medicinewith Rippe Lifestyle Institute,and
the NuSkinand PharmanexScientific Advisory
Boards—leaders in thefields of dermatology,
chemistry, pharmacology, ethnobotany,immunol-

ogy,and cosmeticandnutritional sciences. This

our Products DRIVE REVENUE

solidinfrastructure forinnovationallows us to
develop products thatincorporate themost advanced

technologiesavailable.

A PROGRESSIVE PRODUCT PORTFOLIO

We are constantly expanding and refreshingour
productportfolio. Utilizing new technologies.
Leveragingin-house and third-partyresearch.And
formulating products to deliver greaterbenefits to
ourcustomers. In fact,new and significantly refor-
mulated products introduced in thelast threeyears—
including LifePak® Anti-Aging Formula, Tru Face™
Essence Firming Serum, and ReishiMax GLp®
ImmuneDefense—accounted formore thansoper-
cent of2003revenue.Because of our dedicationto
innovation,we will continue to see a significant
amount of annual revenue stemming fromnew or
improved products,including these scientifically

advanced 2004 productintroductions:

NUSKIN® GALVANIC SPA™ SYSTEM I1—featuring
patented self-adjusting galvanic currents and three
interchangeableheads for the face, scalp,andbody,
this system makes it possible for consumers to

enjoy professional sparesults athome.

MARINEOMEGA™—thisimproved version of

Pharmanex” Optimum Omega featureskrilloil,
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anultra-pure formof omega-3 fattyacids,andpro-

videsadded flavonoid,phospholipid,andcarotenoid
antioxidantbenefits to promote overall wellness

andlifelongvitality.

TRA™ THE RIGHT APPROACH™—an approachto
weight management that promotesahealthy
lifestyle throughsafe supplementation (our for-
mulas containno stimulantsand canbe used

withanydietregimen)andexercise.

POLISHING PEE€L™—a convenient alternative to
professional microdermabrasiontreatments that
resurfaces, softens,andpolishesthe skin,deliv-

ering a fresh,healthy looking complexion.

A QUALITY APPROACHTO
PRODUCT DEVELOPMENT

Foundedin1984with a commitment toprovide prod-
ucts using only premium, wholesomeingredients,
NuSkin Enterprises remainstrue to thisheritage.
For example, the Pharmanex® 6 S Quality Process
guarantees every supplement capsule delivers
safe, precise, standardized, clinicallybeneficial
nutritional ingredients. This focus on quality
fosters demand forour productsandisameas-
urable difference that sets us apartfromour

competitors.

APHILANTHROPICCONNECTION

In1996, webecamethefirst company tobaseaskin
carelineentirely on ethnobotany. Utilizingancient
traditionsofindigenouscultures on several conti-
nents,our Epoch® productline offers ethnobotani-
cal solutionstopersonal care concernsinanatural,
comforting, and therapeuticway. In addition,Epoch”®
fosters long-lastingimprovements in the world—
So.250f everyEpoch® product sale goes toward
creating abetter world for childrenbyimproving
humanlife, continuingindigenouscultures,and
protecting fragile environments. For example,
sales of Epoch” Glacial MarineMud™ alone have
raisedmore than $600,000to help scientists at
the Stanford University School of Medicinefind
atreatment for Epidermolysis Bullosa—adeadly,
geneticskindisease thatprimarily affects chil-
dren.By givingback to communities,we hope to
make the world abetter place for the children of

today—andtomorrow.






In2003, new and reformulated productas

introduced in the past three years accounted

for more than 50 percent of revenue.




Tools

A fusion of skill and knowledge that produceas
advanced programs and tools to increase the

impact and value of innovation.

EXPERTISE
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Tools

CAPABILITY

The ability and judgment to apply expertise

to maximize distributor success.






Nu Skin.Pharmanex. Big Planet. With threedis-
tinctive brands,the NuSkin Enterprisesportfolio
provides a powerful opportunity. To ensure this
opportunity is effectively cultivated, we armour
distributors with unique, proprietary tools that

utilizecutting-edge technologies.

ATECHNOLOGICAL ADVANTAGE

Speed.Convenience. Access.The Internethas
changedthe way we dobusiness—for thebetter.
With significant investments in IT initiatives, the
Internetisanintegral partofourbusiness.Itis
also a powerfuldistributor tool. ThroughBig Planet,
we offerdistributors a technological edge that
increases theirproductivity. Our Internettools
helpdistributorsbuild theirbusinessesmore
quickly and effectively—registering newdistribu-
tors and customersimmediately, placing product

orders online, monitoring global sales volumes

our Tools PROVIDE A COMPETITIVEEDGE

inrealtime,and communicating with sizeable
salesorganizations.For example, today in Japan,
ourdistributorsutilize their Internet-enabled

cellphonestochecksalesvolumeswithin their
globalbusinessorganizationsandplace product

orders online. In2003, Japanese distributors reg-
istered approximately 600,000 cellphonelogins

toour system.

AN AUTOMATIC PROGRAM FORSUCCESS

Productivity. Retention.Revenue. Theresults of our
monthly product subscriptioninitiativesare dra-
matic.In2002,subscriptionorders accounted for
19percent of our annual revenue. In20073, this
numberincreased to 24 percent of revenue. Thisis
largely due to offering compellingincentivesand
educating executive distributor leaders on the sig-
nificant advantagesprovided by monthly product
subscriptions.On average, our customerreten-
tionrate is threetimesbetter with those whoare
enrolledinmonthly subscriptionprogramsthan
withnonsubscribers. And the higherthe customer
retentionrate, the higherthedistributor reten-
tionrate. Automaticpurchase programs foster a
consistent commissionstream forourdistributors

anddramaticallyimpactproductivity and retention.
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AMEASURABLE DIFFERENCE

February 2003 marked the official launchofone
of themost advanced tools everintroducedin
thedirectsellingindustry—the Pharmanex”
BioPhotonicScanner. Thisrevolutionary scanner
offers anoninvasivemeasurement of theimpact
of regulardietary supplementation.By simply
placing the palm of the hand in front of a safe,
low-energy blue light laser, customers can quickly
measure the level of carotenoids—important
antioxidants—intheirskin.For thefirsttime, con-
sumers cannow determine how toimprove their
carotenoidlevelsthroughdietandbytakingour
multivitamin/mineral supplement LifePak” The
ability tomeasure carotenoid antioxidants dif-
ferentiates us from our competitors—thus the

Pharmanex slogan, “The Measurable Difference.”

Thescannerprovidesourdistributors with tremen-
dous competitive advantages:aproduct guaran-
tee and quantifiable proof that LifePak® works to
increase carotenoidantioxidant levels—something
noothernutrition company can demonstrate.
Thisisproving to be a powerful catalyst for growth
asevidenced by U.S.LifePak” sales, which were
up7opercentin the fourth quarter of2003.

With only 600 scanners deployed throughoutthe

United Statesin2003, we see significant potential

aheadaswe furtherpenetrate the U.S. market
andabroad.We are currentlybuilding a scanner
manufacturing plant thatwill enable us to have
approximately 3,000 scannersinuse by theend

of2004.

A BRILLIANTASSORTMENT OF TOOLS

We seekto offer consumers an experience withour
products that theycannotduplicate elsewhere. Tools
like the Pharmanex” BioPhotonicScannerprovide
a compelling customer experience. Similarly, the
VISTAComplexionAnalysis System, which we plan
touseinour walk-incenters, offers a unique cus-
tomerexperience. This highly advanced machine
provides a quantitative evaluationof theskin’s
wrinkles, texture, pores,and pigmentation. With
thisprecise information,ourdistributorscanhelp
customers planthemost effective treatment regi-
mensanddemonstrate how NuSkin® products
targetspecificneedsandimprove skinhealthand
appearance.Anotherinnovative businesstoolis
the NuSkin® Regimen Optimizer. This PDA-based
software programintegrates decades of skincare
expertise into an easy-to-usedistributor tool that
customizesan effective productregimenbasedon

a customer’sneeds.
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In2003, our distributors earned S4o07 million

incommissions.







Markets

POTENTIAL

The opportunity to generate revenue in

untapped markets.






Markets

The generation of increasding energy that

propels strong, profitable growth.

MOMENTUM



We have plenty of room to grow. And now, more
thanatanyothertimeinthe company’s history,
we are positionedto do so. With a global distribu-
tor forcemotivated by a compensationstructure
that enables themtogenerate commissionsin
new markets, we have the ability topenetrate new

markets rapidly.

A STRONGPRESENCE IN MAINLAND CHINA

In2003, afteryears of preparationandinvestment,
we launchedabusinessin China that contributed
$38 millionof revenue toour2003results. Unique
regulationsrequire that we operate throughretail
storesandwith anemployedsales force, so we have
openedi13 retail storesin 26 citiesin 8 provinces.
And at theend of the year, we had 3,100sales
representativesinour employ, making us one of

China’s largest foreign-ownedemployers.In2004,

our Markets Are POSITIONED FOR GROWTH

we lookto at least double China revenue through
organic growth in current locationsand by open-
ing at leastone additional cityeach quarter. We
willalso expandthe range of NuSkin’s product
offering,and prepare to launch Pharmanex prod-

uctsin2005.

ATREMENDOUS GROWTH PROSPECT

By theendof2004,itisanticipated that the Chinese
governmentwill present newdirectselling regula-
tions.Anease onrestrictionswillpositivelyimpact
thedirectsellingindustryingeneral,andour
company specifically. We believe thatin2o004,
thedirectsellingindustryin Chinawillgrow tobe
S3billionstrong. Thisisencouraging tousbecause
of the great successwe haveachievedin Chinese
markets aroundthe world. For example, in Hong
Kong, we currently commandigpercent of the
direct selling market,and in Taiwan 6 percent.
This gives us confidence that Chinawillbecome

oneofourstrongest markets in the future.

A FLEXIBLE BUSINESS MODEL

Togenerate successinemerging economiesthat
historically havenotperformedat the level we

desire, we are customizingourbusinessmodel to

K



addressthespecificneedsofparticular markets.

As aresult, we are seeing progressinmeaningful
markets. Over thepast threeyears, Thailand revenue
hasmore thantripled to $23 millionand we now
command approximately 5 percent of Thailand’s
direct selling market. We are also experiencing
notable successinBrazil,where we launcheda
revisedbusinessmodel in September2003. This
endeavorpositivelyimpacted fourth quarterrev-
enue. Ourinitial successinBrazilgives us confi-
dence that we can gainmarketshareinimportant

developing countries.

$18.0

$10.7

$5.8
$3.9
Q1 Q2 Q3 Q4
CHINA 2003 REVENUE

U.S. DOLLARS IN MILLIONS

AN AGENDA FOR TOMORROW’S MARKETS

Since we currently havebusinessoperationsinjust
35 of the world’s many markets, we havearichfield
of opportunity to cultivate. We are researching
new market opportunitiesin Russia, Indonesia,
India,Israel, Vietnam, and several Eastern
Europeanmarkets. With thenotable potential of
these markets—Russiaand Indiaareamong the
world’s fastest growingdirect selling markets—we
are confident our development efforts will signifi-

cantlyincrease revenue over the coming years.

$22.7

$13.0

$6.6

2001 2002 2003

THAILAND REVENUE

U.S. DOLLARS IN MILLIONS
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Inz2003, new markets opened in the past three

years contributed Sy5 million to our annual

global revenue.




To our SHAREHOLDERS




Simply stated, O UR GOAL istobecometheworld’s leadingdirect selling company.
We made good progress toward achieving this objectivein20073. Trendsinnearly all of our
markets are moving in therightdirection,with resultsin our keygeographic markets—Japan,

the United States,and China—particularly encouraging.



$964.1 $986.5
$885.6 R

2001 2002 2003

REVENUE

U.S. DOLLARS IN MILLIONS

Wegenerated revenue for the year of $986 million,
whichwasup2percent over2oo2results. Positive
trendsinthe secondhalf of theyearin China, the

United States,andJapanwere offsetbydeclinesin
Singapore and Malaysia, aswell as by a third quar-
terrestructuring of Big Planetservices toimprove

profitability and refocus Big Planet’s direction.

Outpacing revenue growth,earnings per share
increased g percent to$0.85. Excluding a $5.6 mil-
lionrestructuring charge in the third quarter,
earningspershare would havebeen$o.90.' Cash
flow from operationsin2oo03continued tobe
healthy at S109 million.Andwe used our strong
balancesheettobenefitourshareholders by repur-
chasing 11 millionshares of commonstockand

payingmore than $2o0 millionindividends.

$0.78 $0.85

$0.60

2001 2002 2003

EARNINGS PER SHARE

U.S. DOLLARS

In2004,wewillbuilduponthemomentum cre-
atedin2003. Wewill continue to attractandretain
qualitydistributors. Wewillincrease shareholder
value by reinvesting in the company’s growth. And
we will strive to leverage ourunique strengths to

ensure long-termsuccess.

WE ARE ATTRACTING LARGE NUMBERS
OF DISTRIBUTORS

In2003,0ouractivedistributor countincreased
20percentand ourexecutivedistributor count grew
by 4 percent. Nearly 680,000 people aroundthe
world purchased products from the company in the
fourth quarter. China is playing a significant role,
with117,000peoplein2003becoming preferred
customersbymeeting a minimumpurchase require-
ment. The Pharmanex® BioPhotonicScannerand
several new, innovative products fromeachofour
divisionsare alsodriving growthinourdistributor
numbers. By theendof 2004, we looktoincrease

ouractive distributor count to 800,000.

WE AREIMPROVING RETENTION

Improvingdistributor and customerretentionis
oneofourkeyinitiatives. We are seeing significant

retentionimprovement in marketsemphasizing

|28 ]



678
558 566

2001 2002 2003

ACTIVE DISTRIBUTOR COUNT

IN THOUSANDS

monthly product subscriptionprogramsand pro-
vidingperiodicpurchaseincentives.In2003,0ur
global product subscriptionordersincreasedmore
than32percent to230,0000rders processedin
December. By focusing on thisissue, our retention
ratesare doubling. Overtime,improved retention
willsignificantlyimpactrevenue. As we further
execute these programsgloballyin2004,we antic-
ipateincreasingourmonthly product subscriber

base to300,000byyearend.

WEAREINCREASING SHAREHOLDER VALUE

We take ourresponsibility toincrease shareholder
value seriously. In20073, we took several steps to
augment shareholder value,including reducing

ourlaborexpensesand eliminating or restructur-
ingnonstrategic,low marginproducts and services.
We alsoincreased ourannual dividend payoutby

So.o4pershare for the third consecutive year.

InOctober2003, we completed a transactionthat
enabled ourshareholders tobenefit from the suc-
cessofourbusinessinitiatives. We repurchased
11millionshares of commonstockheld by origi-
nal shareholders. These shareholders also sold
anadditional 6 millionshares toinstitutional

investors. As aresult of thistransaction,55percent

27,915 29131
24,839

2001 2002 2003

EXECUTIVE DISTRIBUTOR COUNT

of ouroutstanding sharesare publicly held, gen-
erating a much higherlevel of daily trading volume
andimprovingliquidity for our shareholders.As
partof thistransaction,we alsonegotiated the
conversionof all of the supervoting Class B shares
of commonstocktoourpublicly-traded Class A
shares of commonstock. Thisaccretive transaction
was wellreceived by the market—at yearend,our
shareprice hadincreased 94 percent from its low

pointin2003,and has continued toincrease since.

WE ARE LEVERAGING OUR STRENGTHS
TOENSURECONTINUED GROWTH

Nu Skin Enterprisesisperfectly positionedto
capitalizeonemergingand global demographic
andsocio-economictrends.The factsareindis-
putable-modernmedicineiskeepingpeople alive
much longer. But there is abigdifferencebetween
living extra years and living those extra years to
the fullest. Most people donot have thefinancial
resources to retire,and no one wants to live an

extra 25 yearsinpoorhealth.

Expertsagree thatlivingbetter, longerrequires
a well-rounded, balanced approach—ahealthy
lifestyle, responsiblechoices,and apositive,pas-

sionate attitude. NuSkin Enterprisesisuniquely

[ 29]



2,175

1,663
1,304

2001 2002 2003

PRODUCT SUBSCRIPTION ORDERS

IN THOUSANDS

positionedtobecome aleading resource forhelping
people live better, longerbybringing together

three key elements:

1. AGENEROUS, PROVEN BUSINESS OPPORTUNITY

Overits 20 year history, NuSkin Enterprises has
helpedthousandsofpeople reachtheirfinancial
andlifestylegoals.In fact,in20years, we havepaid
outmore than$S4billionindistributor commis-
sions.In2003, wepaidS4o07milliontoourdistrib-
utor force. Ourgoalis topayourdistributorsmore
commissionsthananyotherdirectselling com-
pany. To accomplishthis,weneedtobe2.5times
ourcurrent size.

2. THREEPRODUCT DIVISIONS OFFER
TOTAL WELLNESS

Increasing numbers of scientists are recognizing
that theroadto long lastinghealth and longevity
incorporatesknowledge from thefields ofhealth,
nutrition,dermatology, and even psychologyand
lifestyle management. NuSkin Enterprisesbrings
these worlds togetherwith threedistinctproduct
divisions:Nu Skin offers premiumpersonalcare
products; Pharmanex is a leaderin science-based
nutritional supplements;and Big Planetenables

broad audiences to enjoy thebenefits of tech-

296

68

Q42001 Q42002 Q42003
AVERAGE DAILY TRADING VOLUME

IN THOUSANDS

nologybased products and services. Our product
teamswork in harmony to develop a high quality
portfoliothat helpspeopleachieve overallhealth,
wellness,andlongevity. And we are confident that
theresources deployedineachof ourproductcat-
egorieswillcontinue toyieldinnovative, differen-
tiated products and services that enablepeople to

livebetter, longer.

3. AN ENRICHINGAND UPLIFTING CULTURE

Nu Skin Enterprisesisguided by its missionto
be aforce forgoodinthe world.Livingbetter
requires thatpeoplebe partof environmental
and humanitariancausesthat are making a global
difference. People want to leave a legacythatgoes
beyondthesizeof theirbankaccounts. The NuSkin
Force for Good Foundation™ and ourrecently
launchedNourishthe Children™ Initiative—both
fueled by our hundreds of thousandsofdistribu-
tors aroundthe world—are making a difference.
Our objective is to make the world abetter place
forchildren. And we’re doing that by supporting
research tofind cures forinsidiousdiseases,
preserving invaluable ecosystems,and providing
nutritiousmeals to save thelives of starvingand

malnourishedchildren.
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4,780

1,440

2002 2003

NOURISH THE CHILDREN™ MEALS DONATED

IN THOUSANDS

WE ARE OPTIMISTICABOUT OURFUTURE -Continue positive trendsin other markets
Aswe pursue our goal tobecome the world’s lead- - Advanceouremerging marketsbusinessmodel

ingdirectselling company, we will focus on the » Focus onretention

followingprioritiesin2004: We have a bright future. All of the resources we
- Build Japanmomentum needtomeetourobjectivesare “inthebag”—abag
- Achieve 20 percent U.S.NuSkinand brimming with strong corporate qualitiesanda
Pharmanex growth dedicateddistributor forceand employeebase
-Double China revenue thatwillenable us to successfullymeetourgoals.

& w‘»% Fuman-liwsT

Blake M. Roney, Chairman M. Truman Hunt, President and CEO

1. Thisearningspersharemeasureadjusts GAAPearnings pershare to remove theimpactof certainone-timethird quarter restructuring chargesthat
are unusual in nature and unlikely toimpactresults of operationsgoing forward. See Reconciliationto GAAPEarnings Per Share table on p.72.
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JAPAN

CHINA EUROPE/AMERICAS

BALANCE OF ASIA UNITED STATES

REVENUE BY REGION

“OurJapanbusinessisstrongandvibrant.

We have launchedprogramspromotinghealthy

businessgrowthandincreased rewards to

new executives. We are also focused onusing

o :

already large consumerbase, making our products accessible

technology and sales tools to expandour

to many more people.”

Robert S. Conlee, President, North Asia

“In the United States, we are enthusiastically

driving automatic delivery subscribers

By theend of2004,automaticdelivery ordersshould represent

throughall threedivisions,settingour2o004
. targetati1o0,000 subscribers—double our

subscriberbase at thebeginning of 2004.

sopercent of U.S.revenue.”

Scott €. Schwerdt, General Manager, United States

1
l > e
(r._'#. 54

o

Corey B. Lindley, President, Greater China

“Ourrobust growthin2003 gives us confidence
that China hasthepotential tobecomethe com-
pany’s largest market. Adapting our growing
businessto the changing dynamics of the

J

Chinese marketwillbeourtoppriorityin2004.

NU SKIN PHARMANEX

BIG PLANET

REVENUE BY DIVISION

“In2004,NuSkinwillenable more people to
benefit fromadvancementsinskincare science.
Key treatment products promise to strengthen

ourshare of the lucrative anti-aging skin care

NuSkin® Regimen Optimizerwillallowdistributors to customize

market, while the mobile technology of the

ourproductportfolio to every consumer.”

Lori H. Bush, President, Nu Skin

n

Pharmanex to gain greater share of the S7billion weight

“We plan to deploymore than 3,000 Pharmanex”
BioPhotonicScanners throughoutourU.S.

andglobal marketsbyDecember2o004.In addi-

tion,wewillrolloutourrecentlyannounced

products,including TRA’ whichwillenable

management category.”

Joseph Y. Chang, President, Pharmanex

“We are investing in high profit margin soft-
ware and services in high growth consumer
market segments, including digital imaging
and Internetsecurity. Big Planet’s mission

high technology products and services.”

is to enable mass markets tobenefit from

Larry V. Macfarlane, President, Big Planet
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ANNUAL MEETING

Nu Skin Enterprises’ annual stockholders’meetingwillbeheld

at 4 p.m.onMonday, May 17,2004 at:

One NuSkinPlaza
75 West Center Street
Provo, Utah 84601

INDEPENDENT AUDITORS

PricewaterhouseCoopers LLP
36 South State Street, Suite 1700
Salt Lake City, Utah84111

Telephone:801-531-9666

STOCK LISTING

Nu SkinEnterprises’ stockislisted onthe New York Stock
Exchangeunder theticker symbol:NUS

TRANSFER AGENT

Inquiriesregarding lost stock certificates, consolidation of
accounts,and changesinaddress,name, or ownershipshould
beaddressed to:

AmericanStock Transfer & Trust
59 Maiden Lane
New York, New York10038

Domestictelephone:877-777-0800
International telephone:718-921-8200

CORPORATE HEADQUARTERS

Nu Skin Enterprises
75 West Center Street
Provo, Utah 84601

Telephone:801-345-6100

COMPANY WEB SITES

Nu Skin Enterprises:www.nuskinenterprises.com
Nu Skin:www.nuskin.com

Pharmanex: www.pharmanex.com

Big Planet:www.bigplanet.com

ADDITIONAL STOCKHOLDERINFORMATION

Additional informationandnews aboutNu Skin Enterprisesis

available at www.nuskinenterprises.com.Forinvestorinformation,
inquiries,annual reports,and SECfilings, call 801-345-6100,

e-mail callen@nuskin.com, orwrite Investor Relationsat the cor-
porateheadquarters.

FORWARD-LOOKING STATEMENTS

Thisannual reportcontains forward-looking statements, which
represent the Company’s expectationsandbeliefs about future
events and operating results as of the date of thisreport,including
theoutlook for future growth and performance, strategicinitia-
tives,new products and anticipated 2004 results. Words or phrases

”» « ” ” «

such as “believes,” “expects,” “anticipates,” “plans,” and similar
wordsorphrasesareintended to helpidentify forward-looking
statements. These forward-looking statements are subject torisks
anduncertainties,including thoserisksand uncertaintiesidentified
under the captionNote Regarding Forward-Looking Statementsin
thisannual reportandthoseidentifiedinthe Company’smost recent
10-K. The forward-looking statements represent the Company’s
views as of the date of thisreportanditassumesnodutytoupdate

these forward-looking statements.

RECONCILIATION TO GAAP EARNINGS PER SHARE

Management believes thenon-GAAPearnings per sharemeasure
provided hereinassists management and investors in evaluating,
and comparing fromperiodtoperiod,results from ongoing oper-
ationsinamoremeaningful and consistent mannerwhile also

highlightingmoremeaningful trendsinthe results of operations.

(U.S. dollars inooo4, except per share amounts) 2002 2003

GAAPnetincome asreported S 64,843 S 67,876

One-timecharges:

Chargesrelated toheadcount reductions

andearly retirement program - 5,067
Divestiture of PEO - 525
Tax effects on adjustments - (2,069)

Total charges, netof tax effects - 3,523
Netincome excludingone-timecharges S 64,843 S 71,399

Dilutedincomepershare excluding
one-timecharges S 0.78 S 0.90
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A Nu Skin ENTERPRISES™

©2004NuSkin Enterprises, Inc.
One NuSkinPlaza,75West Center Street, Provo, Utah 84601

www.nuskinenterprises.com 01101662





