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Financial Summary




Summarized Results in 1H2011

Turnover increased by 25.6% to HKS288.5 million
Net profit surged by 280.9% to HK$60.4 million
Gross margin maintain at a high level of 78%

Net cash increased slightly to HK$S577.1 million with no borrowing
despite dividend paid out of HKS90 million during the first six months

Interim dividend of HKS0.035 per share (Div. payout at 115.9%), same
as 1H2010
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inancial Summary

For six months ended

HKS Million 30 June, Chg %
2010 2011
Gross profit 159.4 224 .4 40.8%

Net profit 15.8 60.4 280.9%

Dividend payout (%) 440.7 115.9 -324.8




‘Waterfall Chart — Change in net profit
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¢+ Net profit growth momentum restored.



Key Ratios

Foryearended  For six months Good /
31 December, ended 30 June, Chg Improv't
2010 2011

A/R days * 14 days 14 days - u
A/P days * 37 days 52 days 15 days ‘.‘
Inventory turnover days * 131 days 111 days -20 days f
ROE * (%) 4.0 15.5 115 pts M
ROA * (%) 3.3 12.8 9.5 pts M
Cash (HKS million) 575.5 577.1 03% MW
Gearing Ratio Net cash Net cash N/A u
Dividend payout (%) 511.7 1159  -395.8 pts
Basic EPS (HK cents) 1.56 3.02 93.0% 1‘

* Annualised for comparison purpose.

Cash represents 61.0% of total assets as of 30 June 2011.
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\’\Sjcable Dividends and High Dividend Payout History
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¢ Historic dividend payout ratio >70%



Turnover Analysis for 1H2011

| By Region | By Products / Service
V749 yoy - 18.8% yoy
-4.2%
S 1.2% 1.3%
19.0%
79.8% 98.7%
37.3% yoy 26.6% yoy
The PRC Product Sales
Taiwan Service Income
Others (incl. Hong Kong, Macau & Malaysia)

Geographical Revenue Breakdown

Expressed in HKS'000 1H2011 % 1H2010 % Variance Var (%)
PRC 230,278 80% 167,730 73% 62,548 37.3%
Taiwan 54,828 19% 57,229 25% (2,402) -4.2%
Others 3,370 1% 4,646 2% (1,275) -27.4%
Total 288,476 100% 229,605 100% 58,871 25.6%
Revenue By Type Breakdown

Expressed in HKS'000 1H2011 % 1H2010 % Variance Var (%)
Product sales 284,681 99% 224,889 98% 59,792 26.6%
Services 3,795 1% 4,674 2% (878) -18.8%
Entrustment 0 0% 42 0% (43) -102.4%
Total 288,476 100% 229,605 100% 58,871 25.6%
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\Qistribution Network in Greater China

As at 30 June 2011 Franchisee Self- Self-

owned Entrusted owned owned
Spas Counters Spas Counters

The PRC 1,132 1,079 18 2 33
Taiwan 352 347 - 5 -
HK 1 - - -
Others Macau 34 - - 1 -
Malaysia 32 - - -
Total 1,518 1,459 18 8 33




Average Sales Per Store

e The Group’s average sales per
store grew by 36.4% to
HK195,000 in 1H2011, mainly
attributable to:

e Higher sales productivity of new
concept stores

e Increase in product sales with
stronger marketing programs

e Average store sales in PRC
surged by 44.4% yoy

e Average store sales in Taiwan up
by 9.9% yoy

Average Sales Per Store

(HKS) 1H2010  1H2011 Chg (%)
PRC 144,000 208,000  44.4%
Taiwan 141,000 155,000 9.9%
Group 143,000 195,000  36.4%
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Group Profitability
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s «®-- Gross margin (excl.non-cash

inventory provision, Fonperi and
Loss-Making Self-Owned Spas)

==ge== OQperating margin

A+ Operating margin (excl. one-off
expenses & non-cash stock option

expense)

FYO5 FYo6 FYO7 FYO8 FYO09 FY10 1H11

Group gross margin stood at 78% despite high inflation & higher labor costs

Improving operating margin mainly due to:

Strong sales in PRC as a result of increase in New Concept Store (NCS)
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PRC Profitability
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inventory provision)

Operating margin

A-+ Operating margin (excl. one-off

expenses (e.g. closure of self-owned
spas and subsidiaries))
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PRC gross margin stood at 79% despite high inflation & higher labor costs

Improving operating margin mainly due to:

Strong sales in PRC as a result of increase in New Concept Store (NCS)
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‘aiwan Profitability
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s+ «®° Gross margin (excl.non-cash
inventory provision and Fonperi)
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A-+ Operating margin (excl. non-cash
inventory provision, Fonperi and
business exits)

Taiwan gross margin improved to 76% due to product mix

Operating margin improved due to business exits of loss-making business in 2010
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\ - New Concept Store Development

15t May, 2010
e NCS Pilot Test in Xian

Aug , 2010
e Rolled out NCS in China

30" June, 2011

e 137 NCS opened in China
— 85 Upgrade
— 52 New
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New Concept Store Development

(May 2010 ~ June 2011, Cumulative )

May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun
==—new 0 0 0 0 4 5 7 16 29 29 30 38 45 52
== upgrading 1 1 2 7 18 23 27 42 56 57 57 73 82 85
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N,

NCS Upgrade (Sell-in)

\\;\ . 9
(RMB) (+/-%)
45,000,000 - 20%
40,000,000 |(May 2010 ~ June 2011) >18%
35,000,000 - 16%

- 14%
30,000,000
- 12%
25,000,000
- 10%
20,000,000
- 8%
15,000,000
- 6%
10,000,000 - 4%
0, 0,
5000000 | [0% |55 (1% 1220 32% 7% 13% - 2%
280% 06277%
0 — 0%
May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Total
mmmly mmTY =/~0% total franchisee sales
May  Jun Jul Aug Sep Oct  Nov Dec Jan Feb Mar Apr May Jun
Store No. 1 1 2 7 18 23 27 42 56 57 57 73 82 85
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Channel Sales Performance

( 12-month Rolling Sales per Store (PRC) )

Store No
RMB’000 o
NCS Stores No. & SPS-12 Month Rolling +47%
$550 2526 500
$500
- 150
2450 $390 $391
sq00 3377 $377 5380 $375 »387 ¢363 $371 $379 »388 100
$350
- 50
- PR AR RERERRRRERERERE
$250 -0
Jan/10 Feb/10Mar/10Apr/10 May/10Jun/10 Jul/10 Aug/10 Sep/10 Oct/10 Nov/10Dec/10 Jan/11 Feb/11Mar/11Apr/11May/11Jun/11
I Store No. - sps
Non-NCS Stores No. & SPS-12 Month Rolling +27%
$300 2,000
$264
$232 $243 5245 $242
250 1,500
» $208 $209 $208
$200 1,000
$150 - 500
638. 638I 638' 638' 638. 638. 638I 638I 638. 638. 638I 638' 638. 638. 638. 638. 638I 638
$100 o

Jan/10 Feb/10 Mar/10 Apr/10 May/10Jun/10 Jul/10 Aug/10 Sep/10 Oct/10 Nov/10 Dec/10 Jan/11 Feb/11 Mar/11 Apr/11 May/11Jun/11

= Store No.

—-sps
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Carrefour Highlights

* NB obtained Exclusive right to open SPA retail outlet at Carrefour
* Total 15 NCS stores opened at Carrefour (Tier 1 & 2 cities)

* Stores located at Old Carrefour Shopping Mall outperform than
newly opened location

* Higher sales of NCS located at Commercial than Residential area
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Carrefour Highlights

Sell-thru Mix

Services
47%

Sell-Thru Data: Dec, 2010 ~ July, 2011 of Total 15 Carrefour Stores

Product Mix

EO,

4%
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Consumer Profile Store Traffic & Conversion

m Office Lady House wife Jul 23 -
m Others = Student Jun 22
74
2%
| May 20 77
Apr 2! 111
23
Feb
34% 112
Jan 25 86
Dec 27 -
0 50 100 150

® Number of Conversion © Number of Consumers
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Franchisee Recruiting Exhibition

11th International Franchise Expo (Beijing)
11t RERFFNBEED ST/ NEGINBERSS

Top 10 Most Attractive Investment

2011 T A ez 20K 5/ 7] Bl 25 01 5 2
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\ Franchisee Recruiting Exhibition

\’ <

13th National Franchise Expo (Shenyang)
F13)m E T TFHESUIN AN GLH) E e

Best Beauty Franchise Network 2011
2011 72z [H 75 1] #5253 B P 25




Franchisee Recruiting Exhibition

16t International Beauty Products Exhibition (Shanghai)
FleEPEEMRERCWAZHAmERS

Best Beauty Franchise Network 2011
2011 FFex 515/ 222 BT N2




Retail Outlook

Two tier Strategy - NCS + Seeding Program

e NCS Focuson 62 key cities \
e H&B Expand to other tier 3-4 cities ( 200+ ) DNy
_/ —r— Changchun
J . e
P / Baotao

16%

’J . Beijing

GDP growth of Tier2 & 3 \ il:a v’ / aingleo
16%

cities are higher than that of
Tier 1
‘Suzhou
Chongqmg 73 a
\ Chﬁezngg;u 17 1% 13% .
‘\ 16%
1

Hangzhou
N 12%
- "‘
- Changsha
Kib15.5% Fuzhou
&I 14%

Guangzhou

I M11%
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Retail Outlook

New Concept Store (NCS)

— Upgrade from existing: Over 100 NCS
— Cumulatively over 250 NCS by end of 2011
— Continue NCS expansion in Carrefour Shopping Mall

Net Store increase: 100
Enhance new franchisee recruiting program

Further enhance technical and retail management training
program on NCS
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2011 Strategic Imperatives
Building Blocks and 1H Achievements

Re-define Marketing Mix |

- Portfolio and consumer segmentation to improve brand health

» NB-1: premium price, target at > 28 urban females, T1 — 2 cities
» Bio-Tech: mid to high price, target at 22 — 28 urban females, T 1- 3 cities
» Herbal: mid price, target at > 18 females, T2 — 4 cities

- Total 8 new products launched in 1H; RMB2.3M

» Bio-Tech: 1 sku in Mar
» Supplements: 4 skus in Mar - May
» Essence Qils : 3 skus in June

- Delisting of low performance line to improve product margin

- Rebuild price structure of Essence Oils and Powder Mask
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2011 Strategic Imperatives
Building Blocks and 1H Achievements

Drive Channel Growth |

- Launch of Mileage program in Q1

» tier-promotion for store differentiation
» special bonus points for NCS to encourage store upgrade
» promote growth of no. of “million” store

- Mini-site and tailored instore VM programs to drive NCS growth
- Develop tailored planogram and promotions for Carrefour NCS

- Rebuild promotion and product mix model for Counter
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2011 Strategic Imperatives
Building Blocks and 1H Achievements

Focused Investment Strategy |

- Focus on power brand building via PR and digital marketing

» 3 bursts of PR events target at top 30 national magazines for
brand imagery building

» 3 bursts of blogger activities target at top 15 bloggers to
recruit new consumers and promote brand trial

» 3 bursts of mini-site with banner ad to promote brand awareness

- Aggressive product placement in top monthlies and weeklies

» Skin care: NB-1 and Bio-Tech
» Supplements and Essence Oils

33



2011 1H PR & Advertising Achievements
NB Top Media Pool

MONTHLY MAGAZINE

1 HIRITES 980,000 FL 58 BREEAHRE
2 B R 2 B 868,100 SE BRERHIE
3 B A 866,000 EiE E£RREIBEK
5 TP AR 4 831,100 I EREREE 2 rH O e S
6 B 8 535 800,000 e HRESBY 2 % 830000 | wE | EARERA
7 KA 798,000 % EX 22 R 698,000 | RINE | HAREBHRE
8 B 638,000 NES E£RRM 23 415 600,000 | 3% Z£REISK
9 fi2 B 630,000 B RISk 24 BRER 596,000 | HED E£aml
10 eSS 628,000 KET BEREEARE 25 KA 520,000 | MER | BFESEE
11 B 580,000 IS RREDHRE 26 | dbmEEmT | 450,000 | M .
12 LR 540,000 K7 £RRIE A R e T
13 VOGUERRITS =R 525,000 KEX ERLE
14 ES 460,000 T £RRM
15 =A 438,000 ETkiE XAk
16 DIEAT 350,000 =5 £RRIE
17 EES 340,008 R HERA
18 SHRX 300,000 SKTIE £REISK
19 4% T 290,000 =4 RREDHE 34




2011 1H PR & Advertising Achievements

NB Top Blogger Pool

| MediaProvider |
http://blog.sina.com.cn/nini1128066

1 /NGB Sina Wik T AR 34,048,230
2 JEE L Sina BRT I A 95,935,494 http://blog.sina.com.cn/wangxiaoxing
3 HWr 218 Sina WORT I o & 12,716,853 http://blog.sina.com.cn/zuiaicunshang
4 HOEAT I Sina PR E SR 6,665,238 http://blog.sina.com.cn/appler969
5 AR Sina R R 7,878,440 http://blog.sina.com.cn/mayzhuan
6 Summerf & Sina PR AFNR S 25,486,135 http://blog.sina.com.cn/summerdejia
7 Y Sina PR TS0 3 16,889,811 http://blog.sina.com.cn/beautbeau
8 YRR Sina Bk T I8 F 12,390,746 http://blog.sina.com.cn/alexa9998
9 Milk 163 W Gy T R % 22,949,177 http://cormilk.blog.163.com/
10 rEmiss & Sohu TEZM%@I%{?Q?*’ R 4,715,565  |http://02040229.blog.sohu.com/
[~
11 SR T Sohu 23%?@?55&%&%@5\ 4,294,123 |http://ywiinzi.blog.sohu.com/
12 THENRA YOKA YOKAVIER ik A N/A http://blog.yoka.com/1449845/
13 Missfaye YOKA YOKANIER s A N/A http://blog.yoka.com/1149640/
14 INEK Onlylady onlfdﬁli?ﬁ%%ﬁgggg #rez 3758 N\ |http://blog.onlylady.com/kristi
15 Friendly Pclady Pclady A iiE R ik A N/A http://my.pclady.com.cn/120777/
16 Pclady Pclady tAIER 8 A N/A http://my.pclady.com.cn/hanyangyang/

Hanyangy#1%1%
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GED
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2011 1H PR and Advertising Achievements

- Top media penetration: 19 Monthlies and 8 Weeklies

» Total 216 articles; YTD May medial value at RMB10M
» YTD Jun ROl >5.2

- YTD May: total 16 top bloggers e.g. /NER, A X ktk, Cormilk
» 26 articles; total PV > 410K; +23% vs benchmark
- 3 bursts of mini-site; total PV > 1,900K

» Total unique visit > 540K; average time on site at 2:50 mins;
» Total consumer registration at 25K; all KPIs above industry benchmark

10,000 12.00% 321 3-08-
9,000

8.000 2:52

7,000 . 2:17

' 2:24

s 2:06
6,000 202
5,000 135 330
EEEEBR | N | HE H N

4,000 - 126 1|

3,000 -

2,000 | 1 0:57 —4

1,000 +— 0:28

0
: 2 S 0:00 T T T T
Benchmark  Anniversary Yam NB-1 Mix Eye Whitening
Benchmark Anniversary Yam NB-1 Mix
mm Total registration —li—Registration rate

Source of Data: OMP 36
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2011 Strategic Imperatives
Building Blocks and 1H Achievements

New Communications Programs |

- New brand positioning kicked off in Mar: Qi 4i7# 2 3%

» brand imagery building for new consumer and franchisee recruitment
» A unique brand positioning to promote spa channel and NB product
portfolios in an integrated manner

- New KVs by portfolio and by function to build power brands

- New packaging design to be kicked off in Q4

» Winning concept for NB-1, Bio-Tech and Herbal for both NB and
non-NB users in Focus Group conducted in July

- New POP and instore merchandising in Q4
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- New Product Launch

» Skin Care: 8 skus in Q3
» Supplements: 1 sku in Q3
» Essence Qils: 3 skus in Q4

- PR and Promotion

» Mega launch of Yam NPD and NB-1 re-promote in Q3
» Key account programs target at >1M franchisees in Q3

- Brand Revamp Program

» New packaging launch target in Q4
» Test market for new TVC and franchisee recruitment ad target in Q4




Operations Review



\PRC &TW Legal Entities and SKUs
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Systems Implementation

Cognos (Bl)
SRR E Y

Oracle B&3Z

( Standard Costing R AR A )

/e-Payment

B iR1T

Microsoft
Exchange Server

BB R4

POS/CRM
EEEFEE

e-Payroll

BFAEREG

41



\G\roup Working Capital

Trade Receivables
HKSM HKSM Inventory
S59
$60 - $100 - $89
$80 - <64
36 $
$40 - > /
- $60 - $47
$19 > s /_ $39
$20 |
$20 /—
$0 T T T ! $0 T T T T
2H2009 1H2010 2H2010 1H2011 2H2009 1H2010 2H2010 1H2011
Trade Payables Cash
HK$M HK$M
$20 - $18_ $600 -
$18 - $576 $577
gg | $12 $,-—H > $570 A $559
$12 1 20 $532
$10 - $540 -
$8 -
ig ] $510 -
$2 -
$0 T T T T $480 T T T 1
2H2009 1H2010 2H2010 1H2011 2H2009 1H2010 2H2010 1H2011
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‘Group Headcount
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Open Forum



