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P R E S E N T A T I O N

Scott Van Winkle - Canaccord Genuity - Analyst

Good morning, everyone. I'm Scott Van Winkle with Canaccord Genuity. Thanks for being here. Very happy to have Amy Greene
from Herbalife here to give us the presentation. I don't know what other to say than the results have been simply impressive. I
think the valuation is incredibly reasonable. This would be the stock that I probably have the most confidence in in my forecast
and expectations with a good broad geographical exposure, a good non-discretionary product, and a very well-managed
company.

So with that, Amy?

Amy Greene - Herbalife - VP, IR

Good morning. As Scott said, I'm Amy Greene, Vice President of Investor Relations with Herbalife. And I'm going to walk you
through kind of a quick overview of the company and then we'll do the breakout afterwards. So if we need to dig [on] anything,
let me know. I'll point you all to the Safe Harbor agreement. And then, let's just look at some bullet points to start out with. The
company is structured around three key megatrends that are affecting most of the countries around the world. We're in 76
countries, so we've got broad geographical distribution. The growth that we've been seeing for the last couple of years is coming
through a new distribution model that the distributors have developed that makes the product more accessible to a greater
number of people than ever before in the past. The brand equity behind Herbalife continues to grow. We tend to drive equity
through brand sponsorship--through sponsorship that is sporting events or teams, whether it be the LA Galaxy, FC Barcelona
- we love soccer - and other sporting events like that.

We've had very strong financial performance for the past couple of years. We'll hit on that at the end of the presentation. And
then, we have made it our goal to return our cash to shareholders. We generate a lot of cash. We have a dividend and we have
a $1 billion share repurchase authorization of which 670 million remains.

I mentioned the three megatrends that our business kind of revolves around. We focus on obesity and aging population and
typically underemployment or the need for supplemental income. And everything kind of--when we look at projects or products,
they tend to fall into one of those three buckets. This is what our product breakout looked like at the end of last quarter. The
vast majority of our business falls in the weight management category. The meal replacement shake, which is our number one
product and our oldest product - it's 31 years old, just like--it was the original product of the company - accounts for about half
of that weight management category. Targeted nutrition is supplements and anything else that you would ingest, but they
tend to be condition specific, so heart healthy or immune support, something like that. Sports and energy is a small but growing
category for us. Outer nutrition is something we're focusing on as we move into 2012. And then, other is kind of a catch all
bucket.

The scale and size of meal replacement business, we in 2003 accounted for 12% market share from--on a global basis. And in
2009, that had almost doubled to 23%. It is a growing category, a well--you can see all of the large global players playing it
on--from a CPG standpoint. We predominantly are the main player in direct selling. Amway also has a sizeable business in some
places like in China.
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Now, when I talked about in the bullet points how the distributors have revolutionized the way they take this product to market,
what's important to recognize is that traditionally in direct selling the industry is typified by large infrequent purchases made
by consumers, which there is only a finite number of people that are going to come out of pocket for a month's supply of
product. And what distributors did was break it down to create a month--a daily price point. And what that did was allow
distributors to go much deeper in the market and see the exponential increase in the addressable audience.

And this is what we've seen happen through daily consumption. There are things called nutrition clubs. They started out in
Mexico. And to give you a little bit of background, we have a distributor that came to us in 2003 and said there's a huge need
for weight management and healthy active lifestyle products in Mexico. But the Mexican audience or population typically
cannot afford to pay a monthly price. So could you package it in daily sachets so that I could sell it on a per day price? We could
not get it broke down to that--at a price point that would work for him and he said, fine, I'll do it myself. We opened the front
door of his house and he invited his friends and family in and he began serving--he opened what was--what he called a nutrition
club. And he began serving a daily serving of an aloe, a tea, and a shake. And he charged a daily price point for that. That took
off in Mexico. And very low capital to open it, but an infinite number of people that he could invite in.

The U.S. Latino population saw the success that was happening in Mexico, and so they began adopting that business method
here in the U.S. And you can see the gray bar on this chart represents what per capita consumption was in those countries in
2003, selling at a monthly price point. The green bar looks at what happened to per capita consumption in those countries by
the end of 2010 and the only different is the way the distributors took it to market. So Mexico per capita consumption increased
from 1.2 to five. Then, as I mentioned, the U.S. Latino market adopted nutrition clubs and you saw the per capita consumption
grow from a little more than two to almost 11 at the end of last year total U.S.

And then, when you look--then the Taiwanese and the Koreans came over to try and figure out what the U.S. Latinos and the
Mexicans were doing to grow their business. They took nutrition clubs back to Asia and we saw a similar four or five-fold increase
in the per capita consumption in those markets. We're beginning to see it start working in Brazil, so we're beginning to see
nutrition clubs or daily consumption drive growth in more of our markets around the world.

These are the larger ones that had the earliest inception of daily consumption or nutrition clubs. As I mentioned to start with,
we're in 76 countries so there's a lot of run room left. These are just the early adopters.

When we look at nutrition clubs and what does it--what do they look like or what--how did they mature or grow into a market,
we typically look at these three buckets. You have a very early inception stage where a country or a group of distributors are
trying to figure out how to make it work in their culture and in their market. And during that, that's kind of the inception period.
Then you move into the expansion stage. And once you get into the expansion stage, they have kind of locked in on a type of
club or method of business that works for them and you begin to see success, growth, and volume, and rapid duplication in
the number of clubs. That's kind of the extent of the expansion phase.

And then, we look at enhancement. And I think one of the things that's interesting is when we look at the way that our countries
break out over this life cycle, we really only probably could identify maybe two, 2.5 markets that are in this right size enhancement
category. And if they would go back and look at that per capita consumption, it would be a Mexico, a U.S. Latino, and maybe a
Korea or Taiwan. You have one or two that are in expansion and then the rest of all of our countries are still in inception phase.

So there is still a very long run room left for the expansion of daily consumption and nutrition clubs around the world.

So we began to--as nutritions became something that we were seeing drive growth and we're talking to investors, investors
want to know--wanted to know what does the typical nutrition club member or the person that comes to a nutrition club look
like. So we contracted with an outside research firm to actually do some survey work within our U.S. nutrition clubs and this is
what the demographics look like at the club. By and large, 50% of them are under 35. It's 60/40 female to male, which I think is
an interesting split because people tend to think of weight management or healthy active lifestyle or even direct selling
companies as largely female. So we're very pleased with the 60/40 split. And then, 40% are full-time, so--and 20% are part-time.
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Now, when I look at their behaviors, I think we see some very interesting things. More than 50% of nutrition club members
come every day that the club is open. An incremental 25% come three plus days a week. So 75% of U.S. nutrition club members
are coming better than half the week. Then we look at what they spend. They spend $75 on top of the daily membership fee.
So if they're spending $4 a day in the membership fee at the club, 50--more than 50% of them say that they are spending $75
a month on tack-on purchases. So that could be of multivitamins, it could be of heart healthy products, it could be of anything.
But that's where the distributors having the dialogue or getting to know the customer has the opportunity to just sell incremental
products.

And then, more than 50% have attended the club for more than a year. So we create a very sticky customer who is willing to
spend more money with us and they stay for a long time. And then, distributors that operate the club more than 50%, so that
they've been in the--operating the club for a year or longer. So if you have a sticky customer that's spending money, you've got
very successful distributors.

Now, looking at some of our strategic initiatives, one of the things we've been talking to investors about is seed to feed. And
that's the verticalization of our manufacturing process and our purchasing. Principally, it's a protection strategy. There is a profit
component, but the main reason for doing it is because we want to make sure that as the FDA and the international versions
of the FDA look at the product or look at the industry, that we are definitely a leader and raising the bar in the manufacturing
of nutritional supplements.

This is what it looks like. We are definitely becoming more active on the ingredients side. We are contracting with farmers for
botanicals for soy, for tea, so that we have purchase options on crops. We can identify where the crops are coming from. We're
in the process of building out right now an extraction facility in Changsha, and we currently have two in-house manufacturing
facilities, one in Lake Forest, California, and one in China. Lake Forest has been coming online over the past couple of quarters
and last quarter manufactured a little more than 20% of our global volume for ingestibles and has the capacity to do 35%. After
this, we'll begin to look at a few more regional locations around the world.

I mentioned the--our sponsorships and our increasing of our brand's equity. Direct selling is a very difficult industry to run TV
ads behind because you have to--in order to effectively spend ad dollar, you have to push a consumer somewhere, which is
like selling - you have to push them to a person that may not necessarily all have fixed locations. So what we do instead are
sponsorship things that create equity around the brand Herbalife and make it easier for a distributor to introduce someone to
the product and to the brand because of the familiarity with it. So we've got Townsend Bell, who races in Indy for us.

We've got a sponsorship with Leo Messi in FC Barcelona. We also have the LA Galaxy, where we're the title jersey sponsors and
so every time David Beckham is photographed playing soccer somewhere he is wearing Herbalife on his chest. And then, recently
we were the title sponsor for the World Football Challenge, which aired on ESPN, Univision and other things around the world,
where we had Real Madrid, STV, Manchester United, LA Galaxy, all of them in the U.S. and Canada, playing games in different
venues around the country. So that has been huge.

And when we look at these things what we think of, you're looking for events that create brand equity but also offer an opportunity
for the distributors. So if you've got 17--I think it was 15 or 17 World Football Challenge games--you add all of those, distributors
have the opportunity to do tastings and all kinds of things in the parking lots around the venues where you've got large foot
traffic and large audiences, all done around the Herbalife brand.

And then, we reported results recently. So we'll do a quick flythrough on these. As you see here, we look at our volume points
and frankly we had volume growth in all of our regions except for China. China was off a little bit less than 9%. We actually think
that that's actually one of the more positive things that happened in the quarter because whenever we see volume softening
like this coupled with a 25% increase in our--the average activity of the distributors, it tends to lead us to believe that there is
an increase in the daily consumption method going on in that market. And one of the things we've been waiting to see in China
is for nutrition clubs to take route and really begin to grow. So we were actually pleased by the metrics we saw there.
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Likewise, North America, we've seen strong growth and the development of more nutrition clubs. Mexico, despite being our
oldest nutrition club market, is continuing to post very strong growth in what most people would identify as our most mature
daily consumption market. Asia Pac has been strong for us for several quarters. Korea is growing. India is a very strong market
for us. Central and South America was very strong. And EMEA, it's very interesting, we're beginning to see nutrition clubs work
in more countries around EMEA. And then, the strong growth in Russia and the surrounding states.

This looks at distributor engagement. And what I mentioned about China, one of the things that we look at is engagement level
of the distributors. And this is about as close to a same store sales metric as we can get for you all. And what it says is what
percentage of--what percentage increase in distributor engagement over the prior year period--what was the percentage
increase in engagement over the prior year period? So we saw a 21% increase in the average number of distributors that ordered
in the second quarter than that ordered in the second quarter of a prior--of the year before. So you have an increase in the
number of distributors that are ordering and are actively growing their business.

We often get asked about emerging and established markets, so I throw this in there to kind of illustrate that despite all the
growth that we've been seeing in a lot of the emerging markets, with the U.S. and Korea being as strong as they are for us, we
maintain a pretty healthy 52/48% split, because we're also seeing very strong growth in our established markets, and these are
using World Bank's categorizations. So a 12% growth in our established markets we think is very healthy.

Net sales - here it is on a constant currency and in a reported basis. So we saw net sales increase almost 28% in the second
quarter. EPS was up 35% compared to the prior year. And here's our guidance for the third quarter and for the remainder of
fiscal 2011. We're looking for volume point growth--we'll just look at the year--of 15 to 17% growth, net sales of 22 to 24. We
guide--we give guidance for our tax rate - 27.5 to 28.5. CapEx is 90 to 100 million. The way that we typically think of CapEx is
it's usually around 3% of net sales. And EPS of $2.97 to $3.07, compared to $2.37 a year ago.

We generate a lot of cash. And when modeling for Herbalife, it's a fairly safe assumption that whatever you model for free cash
flow--whatever you model for net income is just about what we're going to generate in free cash flow. And this just kind of
illustrates that and has been since 2007.

And what we have said from a long term growth standpoint is our aspirational goal is to do 10 billion volume points by 2020.
And in order to do that, we need about a 12% CAGR. And you can see that our growth has continued and that given the guidance
that we've given for this year, it looks like that we're pretty much on track to achieve that. And then, here's how we get the cash
back to you all. We have about a 1.5 to 2% dividend yield and we have--at the end of last quarter we had $670 million remaining
on our $1 billion repurchase authorization. So the majority--we didn't buy back stock in the first quarter. We bought back the
whole $98 million last year--last quarter in that year to date number.

And that's all. So I'll see if anyone has any questions.

Q U E S T I O N S  A N D  A N S W E R S

Scott Van Winkle - Canaccord Genuity - Analyst

Yes, I have a couple of questions (inaudible).

Amy Greene - Herbalife - VP, IR

Yes.
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Scott Van Winkle - Canaccord Genuity - Analyst

Just go back to 2008 (inaudible).

Amy Greene - Herbalife - VP, IR

Sure. Mexico's selling contracting in 2008, 2009, there were numerous things going on. So we had outgrown our distribution
and supply chain in Mexico through the explosive growth of nutrition clubs. So then, you had the contraction in the U.S. economy,
which meant fewer dollars repatriated to Mexico. And the Mexican government levied a 15% VAT on a bunch of products. So
all of those three things were happening about the same time - not the best time in Mexico.

So the first thing, in order to address the supply chain what we did was we partnered with a local retail chain in Mexico to--for
them to serve as points of distribution. So if a distributor calls Herbalife and orders products and pays for the products, they
get a confirmation number. They can then choose to pick it up at the local retailer, which gave us over 300 points of distribution
overnight, and that helped to address a lot of the supply chain issue. It wasn't the ability to get product into the country. It was
the ability to get product to distributors because of (inaudible) and UPS infrastructure.

So that helped with that. The VAT was something we just had to work--we had to [just allow]. And then, repatriated dollars, that
was something that the economy just had to come back on. But one of the things I think is important is that with the daily price
point, what was key is that with daily consumption and with nutrition club, you still had the consumers coming every day and
paying that daily price point. So you still had average active [sales leaders] very solid during that period.

Yes?

Scott Van Winkle - Canaccord Genuity - Analyst

(Inaudible).

Amy Greene - Herbalife - VP, IR

The competitive response to the daily price point - we have a lot of competitors in different markets around the world try it. No
one's been successful with it. We have got an eight-year head start on what makes them work and how do you make them
successful in a market. So we haven't seen anyone successfully be able to duplicate it or copy it.

Scott Van Winkle - Canaccord Genuity - Analyst

Amy, (inaudible) one question. (Inaudible) higher revenue per distributor or higher revenue per customer and (inaudible) one
core product. But you're talking about $75 average spend for that portion of the people who are holding nutrition clubs. As
you (inaudible), are we going to see the expansion of products (inaudible)?

Amy Greene - Herbalife - VP, IR

As far as tack-on spend or increasing spend per consumer, we don't have good metrics going back because we don't actually
create a transaction with the end user. So that's why with the survey work that we had to get at that to--just asking the question
point blank. So I don't have a compare/contrast for you. And the way we look at new products actually is that it creates a bigger
basket of products for distributors to sell from. So when you look at like our newest product launch of Herbalife 24, which is a
sports product, would we like for it to drive incremental sales per customer? Sure.
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But what we really are excited about is the fact that it creates the potential for an entirely different user group, so that even if
it's still $75 per person, it's an entirely different basket--it's an entirely different population group that may not have been an
addressable audience for weight management products, but care about the sports nutrition side of it. So that drives the
distributors' business. Increasing the number of people they can sell to increases their business just as much as increasing their
average check.

Scott Van Winkle - Canaccord Genuity - Analyst

Thanks very much.
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