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Good morning. We will start off with the wonderful safe harbor agreement that you all are all plenty familiar with.

Then let's talk about Herbalife for a few minutes. To those that I don't -- we will probably have mixed familiarity around the
room.

But the company offers products that target three principal megatrends. We aim -- our sweet spots are weight management,
under- and unemployment, and antiaging.

The new distribution model, which is what has been driving our growth -- and we will talk about it in a few moments -- has
served to improve access and dramatically increases the addressable audience that has access to the Herbalife products. That
is in the 74 countries that we're in and has been principally responsible for the growth that we have seen over the past couple
of years.

We're in a stage right now where we're really working on strengthening the brand. You may have seen the sponsorships of FC
Barcelona, Leo Messi, the LA Galaxy, Los Angeles Triathlon -- things like that, things that put the Herbalife name out in such a
way that makes for a softer sell for the distributors when they are talking to consumers.

Herbalife also generates a lot of cash. We have -- we -- our goal is to return it to shareholders, to you all. We have a one -- typically
have a 1.5% to 2.0% dividend yield, and we have a $1 billion share repurchase authorization that we use on a regular basis.

Again, here are the three buckets that I mentioned before -- obesity, aging, and under-/unemployment. These are the drivers
in our business.

Our weight management category addresses the obesity epidemic, which is prevalent around the world.

Aging population is not changing or going away.

And the under- and unemployment -- we get a lot of questions about the cyclicality of the business, and I can't understate the
importance, not of the unemployment, but the under-employment. It's the employed people who could stand to generate
supplemental income that are typically ideal distributors.

This is just a look at obesity rates around the world. These are the -- it's sad to say it's 2002 and 2007, and you can see there,
obesity rates have grown across the world, and that is not slowing down.

These are our product categories. Over 60% of our product is sold in the weight management category. Half of that is of the
meal replacement shakes that they were serving out front. So the Formula 1 shake accounts for about 30% of our sales. It is our
oldest product. It is 30 years old, just like the company is, and is one of the principal products sold in the distributors' Nutrition
Clubs.

Targeting nutrition is what you would think of as the supplements. They are targeted toward condition-specific things, so heart
health, or digestive, or anti-aging, something like that.

1

THOMSON REUTERS STREETEVENTS | www.streetevents.com | Contact Us

©2011 Thomson Reuters. All rights reserved. Republication or redistribution of Thomson Reuters content, including by
framing or similar means, is prohibited without the prior written consent of Thomson Reuters. 'Thomson Reuters' and the
Thomson Reuters logo are registered trademarks of Thomson Reuters and its affiliated companies.

F I N A L  T R A N S C R I P T

Jan. 13. 2011 / 6:20PM, HLF - Herbalife Ltd. at Integrated Corporate Relations Xchange Investor Conference

http://www.streetevents.com
http://www010.streetevents.com/contact.asp


Sports and energy, outer nutrition, and then the other. Those are our smaller categories.

This is the meal replacement, Formula 1, that you had outside. Over the past six years our worldwide market share in meal
replacement shakes has grown from 12% to 23%. This is a Euromonitor number, and I think it speaks to the -- and is a testament
to the power of the transformation that the distributors have undergone over the past several years through going from a
traditional direct selling model to more of a daily consumption model.

From a category standpoint, we go to market with a doctor for each of our verticals. So we look at -- as you work your way down
the body, we have products that address brain health. We have cardiovascular products.

Just yesterday we announced Dr. Small joining the company, who focuses on brain.

Dr. Ignarro is the only scientist that has ever won the Nobel Prize for nutritional supplements, and he heads up our cardiac line
and develops products for us there.

Dr. Heber runs the Center for Human Nutrition at UCLA and does all of our weight management products.

Dr. [Kim] is outer care.

And Dr. [Heise] is one of our newer doctors, and he heads up our athletic and performance products.

The growth over the past couple of years, as I mentioned, has been driven by the distributors changing and improving access
to the products.

When we look at how consumers get Herbalife products, we look at putting them as close to them as possible, whether it be
clubs in offices, whether it is weight lost challenges, which are working in a lot of the European countries and in the US,
distributors' websites, or -- the use where taught category is kind of the old, traditional Herbalife. You would see distributors
wearing buttons that would say "I lost 20 pounds; ask me how" in hopes that someone is going to ask them. But now we're
taking it from there and taking it much closer to the street.

So to give you a little bit of color on what I am talking about, traditional direct selling implied that you have medium to large
size purchases done infrequently, so you would buy 100 plus dollars worth of product on a monthly basis. It has very high
customer acquisition costs, and it is pretty inefficient for distributors, because the onus is on the distributor to pick up the
telephone every month and call the consumer, or to make sure that the consumer's order is happening.

With daily consumption what distributors have done is they either open their homes or they open a retail -- a commercial
location in a strip mall or something like that. And it may be branded Amy's Wellness Center or something like that. And they
open the door every day, and they invite people in, and the person pays a daily membership fee. In a lot of places it is $3.00 or
$4.00. And for that, they are served an aloe drink, a tea and a shake.

The economics are the same to the distributor. It is $120 to buy the products at once. It is $4.00 a day if you come and pay a
daily membership fee and are served them in a club.

The addressable audience that can consume the product expands exponentially, because the number of people that have $4.00
to spend a day on -- replacement dollars, instead of a meal -- having a meal replacement shake instead of eating off a $1.00
value menu is much bigger than the number of people that have $120 to buy the products at the 1st of every month.

It's allowed the company to go much deeper in the markets they are in. We have much lower customer turnover.
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And frankly, it is a much more efficient model for distributors. The distributor wakes up every day, goes to their club, opens the
door, and the consumers come in. So it has definitely increased our distributor retention numbers, and it's what's been driving
the growth.

When I look at daily consumption and I look across some of our top markets -- I think this slide is pretty powerful -- the gray bar
on the slide represents what per capita consumption was in that market in 2003. The green bar represents what the annualized
results in 2010 would be off of third-quarter numbers in each of those same markets.

So you can see in Mexico, which was the birthplace of Nutrition Clubs, the per capita consumption in 2003 was 1.2 volume
points, which is a unit measurement, for each person in Mexico. This year it will be 4.8.

The US Latino market similarly has grown fivefold. Taiwan, almost five -- well fourfold. Korea, four.

When I say it allows distributors to go deeper into a marketplace, this is the end result. This is what we see.

Mexico started clubs in 2003; US Latino in 2006; Taiwan, Korea, Brazil were 2007 through 2008. So we're very new in this.

About a third of our business is being done in daily consumption. These are the markets where we have seen it move the needle
the most. But these are not the only markets that are seeing it by any means.

Those that are familiar with our earnings would have seen for the past couple of quarters -- I like to reference India. India is a
phenomenal market for us. We've been there 11 years. But the denominator is so large in India that I can't make it break the
axis. But India has been growing for the past several quarters between 80 and 100 plus percent, because of Nutrition Clubs
going into the market.

We look at the lifecycle of Nutrition Clubs. Many of you ask on a regular basis, how do Nutrition Clubs mature? What do they
look like as they mature?

So this is kind of how we've broken it apart. The first two years when Nutrition Clubs goes into a market, we look at it as the
inception phase. There is a trial and error period where they have to acculturate a Nutrition Club to their local market. Every
country or community has its own nuances, and that is in that inception in period.

As we move into the expansion period, we start seeing rapid acceleration in the growth and then the recruiting of distributors
and the opening of clubs.

Most of our markets are in the first bucket. We have a couple in the expansion bucket.

And then when we look at the ongoing enhancement phase, that is the later stage. We really only have Mexico there.

When we look at Mexico, we have over 20,000 home based Nutrition Clubs in Mexico alone, and they have been there since
2003, 2004. This last quarter they drove solid growth in Mexico, in the high single digit growth range in the third quarter.

Despite the fact you're not opening more new clubs, what you're doing is trying to drive the efficiency and productivity on a
per club basis and have more members in the clubs.

So we think it is a pretty interesting lifecycle.

I've been getting a lot of questions about -- what does the Nutrition Club consumer look like? So we commissioned some studies
of our US Nutrition Clubs in particular, and this is was the demographics look like for US Nutrition Club members.
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On average they are -- over half of them are under 35. The US has a pretty good female to male split amongst the club members.
It's about 60/40.

And then when I look at their employment, 40% of them said that they are employed full-time, and then I think interestingly
the homemaker is 30%.

So when you look at clubs, largely they function and their peak times are very similar to what a restaurant would be. They open
at 5.30 in the morning. They have a strong custom- -- a lot of them open at 5.30 in the morning. They have a strong customer
base in the morning. They have a midday daypart. And then a lot of them have a pretty busy evening.

And clubs are very sticky. And by "sticky" I mean that people ask, how frequently do people come? what do they spend? and
how long do they stay? When asked, the Nutrition Club member will tell you that over 50% of them say they come every day.
There's an incremental 25% to 30% that say that they come three to six times a week. So therefore three -- more than
three-quarters of the Nutrition Club members are coming in over half the week.

I can't underestimate -- I can't under-emphasize how sticky the model is from an attendance standpoint. On average, over half
of them are spending $75 or more a month on Herbalife products. And 40% of them have been coming for more than a year.
So they stay at while, they spent good money, and they come pretty frequently.

When you look at the distributors that are operating clubs, more than 50% of the operators that we surveyed had been operating
their club for more than a year. So they have been around for a little while.

Now, from a strategic initiative standpoint, we have several going on right now. One of the principal once is seed to feed. It's
our vertical manufacturing strategy.

The first thought behind vertical was protection. You all are probably all too familiar that the FDA takes a new tack these days.
They go to the media first. They worry about the aftereffects later.

We thought that the best thing we could do was to go vertical, take a lot of the middle people out of the process. Governments
want to know about traceability. They want to know, do you know what crop it came from? do you know how the active
ingredients were extracted from the botanicals?

We want to be able to answer those questions, and so the easiest way is for us to own the process.

So what we've done is we partner with farmers, and we buy -- we will buy the crops from the farmers. We're in the midst of
having an extraction facility built in China right now. It is supposed to be ready in the third quarter. And what it will do is take
the botanicals that we purchase, it will extract the botanicals, and it will then go to the manufacturer. And the manufacturer in
a lot of -- in most cases at this stage, are us.

We bought a facility in August of 2009 in Orange County that is capable of doing 40% of our global volume needs, and it is
ramping up as we speak.

And then going forward we will look at having more regional manufacturing around the world where it makes sense.

And I should preface it by saying -- because the obvious question is, what is the return? We've said that it will generate 100 to
200 basis points of margin benefit over a three- to five-year period. We're about a year and a half into that period now. The
facility has begun manufacturing, and we should start seeing that product in the channel this quarter.
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We have begun picking up the pace of the brand sponsorships that we do. The FC Barcelona sponsorship was a key one for us.
Leo Messi is now a spokesperson for Herbalife, and we will start seeing, particularly in Asia and some of the European markets,
some of the collateral with Leo on it.

We have 150 teams and athletes around the world, and we think the best way that we can spend our brand and advertising
dollars is in these types of sponsorships.

There's really no value in TV advertising for us, because where do we send the consumer? You can't send them to a big box
retailer to get the product. You need to soften the brand and make the sell easier for the distributors through things where
people are very -- easily recognize the name Herbalife. And we think that aligning ourselves with a healthy, active lifestyle is
the way to do that.

Okay. And the financials -- third quarter we saw volume across all -- volume growth across all of our regions. Worldwide volume
was up 13.5%.

We saw -- unlike most companies in the quarter, we saw strong growth in North America. North America for us is principally
the US. Our growth is coming both from our Latino market, which is our larger section of the US market, but also from our
general market.

The US is a 30-year-old market for us, and we are so pleased to see them beginning to adopt daily consumption in the general
market.

And anyone that has spent time following direct sellers is probably all too cognizant of the fact that it's difficult to get momentum
to start, but when you have, it continues. So this is something that we have been seeing for the past couple of quarters, and
we're very pleased with it.

Growth for us comes from engagement of distributors. So our average active sales leaders, which is an engagement metric --
it looks at the average number of sales leaders that ordered during a given period. So we're seeing that grow over the past four
quarters and are very pleased with it.

When you're running a Nutrition Club, you're engaged and you're ordering products, because you are having consumers that
are showing up every day. You have to replenish your product supply.

Established and emerging markets -- we are seeing pretty equal growth across both. Our company is pretty equally split across
emerging and established. Established markets -- this is using World Bank definitions -- are 48% of our third-quarter volume.
Emerging markets were 52%. And they were up 12% and 14 -- 12% and almost 15%, respectively. So it is nice to have that
balance.

Net sales -- here you see the actual and the constant currency. And on a year to date basis you can see that they continued to
see strong growth in the third quarter. They were up 15%.

EPS -- EPS was up 38% in the third quarter. And guidance -- this is the guidance that we gave November 1st. For the fourth
quarter we are guiding for $1.07 to $1.11, and for the fiscal year we've guided for $4.54 to $4.58. That is against $3.28 last year.

So very strong and healthy EPS growth driven by volume point growth of 12.5% to 13.0% growth, and -- 13.5%, and net sales
of 16.5% to 17.0%. The delta between that is generally currency.

And we entered -- November 1st when we did our analyst day, we introduced guidance for fiscal 2011. We are guiding for 8%
to 10% topline volume growth, 11% to 13% net sales growth, and a nice $5.00 to $5.25 for EPS. So -- and we will report next
quarter the third week of -- fourth week of February.
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Herbalife is always about cash flow generation. It's one of the principal questions we get -- we -- we're -- I am typically asked
about Nutrition Clubs, growth and cash. What are you going to do? How much are you going to generate? And what you going
to do with it?

You can see that free cash flow is typically a little bit more than our net income. And over the past several years, since 2007, we
have generated $825 million in net income, eight hundred and almost thirty-nine million in free cash flow.

CapEx is typically about 3% of net sales.

And with that cash, what we do with it is return it to you. I led with that, and I will kind of close out with that. We pay a dividend,
and we buy back stock, and the net result is the leftover cash comes back to investors. So we've returned a little north of 100%
of our net income.

The growth rate is sustainable, has been very sustainable. We have got an -- almost an 11.5% CAGR over the past several years
. And you will notice that our guidance for net sales was pretty much in that sweet spot as well. It was 11% to 13% for 2011.

So we definitely think that we can continue to pace the growth that we've been seeing, and it is driven by the Nutrition Club
model.

So I will wrap it up with the same place we started. The three global megatrends are what we think about every day when we
go to work. The distributor distribution model is paramount to our ability to grow this company. We will continue to strengthen
the brand. Very strong financial performance. And what cash we generate, after we -- after all of our internal projects, we return
it right back to you.

So any questions?

Okay. I will see you at a breakout.
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