
Natural Beauty 
FY2011 Annual Results 

27 March 2012 

1 



2 

Agenda 

 
• Introduction 

 
• Financial Summary 

 
• Retail Market Overview 

 
• Marketing Strategy 

 
• Operations Review 

 
• Open Forum 



Financial Summary 
 
Andy Chan 

3 



Summarized Results in FY2011 

• Turnover increased by 21.8% to HK$591.3 million 

– China Sales Growth 30.4% 

• Net profit surged by 275% to HK$115.2 million  

• Gross margin maintained at a high level of 79% 

• Net cash 558million with no borrowings despite 
dividend of HK$160 million paid in 2011 

• Final dividend increased by 11% to HK$0.050 per 
share (2010: HK$0.045 per share) 
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Financial Summary 
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HK$  Million Chg %

2010 2011

Turnover 485.4         591.3         21.8%

Gross profit 355.4         469.1         32.0%

Profit before tax 75.8           173.6         129.0%

Net profit 30.7           115.2         275.2%

Dividend per share (HK cents)

 - Interim (HK cents) 3.50           3.50           0.0%

 - Final (HK cents) 4.50           5.00           11.1%

Dividend payout (%) 511.7         147.8         -363.9        

Basic EPS (HK cents) 1.60           5.75           259.4%

For year ended

31 December,



Waterfall Chart for Key Drivers of 
Change in Profitability 
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Key Ratios 

7 



Dividend Summary 

8 

70%
100%

512%

148%

0%

100%

200%

300%

400%

500%

600%

$0.0700

$0.0720

$0.0740

$0.0760

$0.0780

$0.0800

$0.0820

$0.0840

$0.0860

2008 2009 2010 2011

P
ay

-o
u

t 
R

at
io

A
n

n
au

l D
iv

id
e

n
d

 P
e

r 
Sh

ar
e

 (
D

P
S)

 H
K

$

Stable / Increasing Dividends

Dividend per share (HK$) Full Year Dividend payout ratio



Turnover Analysis for FY2011 

PRC, 80% 

Taiwan, 
19% 

Others, 
1% 

By Region 
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Product 
sales, 
99% 

Services, 
1% 

By Activities 

Geographical Revenue Breakdown

Expressed in HK$'000 FY2010 % FY2011 % Variance Var (%)

PRC 362,899          75% 473,234          80% 110,335       30.4%

Taiwan 112,734          23% 110,503          19% (2,231)           -2.0%

Others (HK, Macau & Malaysia) 9,756               2% 7,558               1% (2,198)           -22.5%

Total 485,389          100% 591,295          100% 105,906       21.8%

Revenue By Type Breakdown

Expressed in HK$'000 FY2010 % FY2011 % Variance Var (%)

Product sales 476,396          98% 584,715          99% 108,319       22.7%

Services 8,943               2% 6,580               1% (2,363)           -26.4%

Entrustment 50                     0% -                         0% (50)                 -100.0%

Total 485,389          100% 591,295          100% 105,906       21.8%



Store Count at 31 Dec 2011 
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As at 31 Dec 2011  Franchisee 

owned  Entrusted 

 Self-

owned 

 Self-

owned 

Total Spas Counters Spas Counters

The PRC 1,192       1,134        22           2        34           

Taiwan 313          310           -              3        -              

HK 1               -              -         -              

Malaysia 32             -              -         -              

Total 1,538       1,477        22           5        34           

Others 33             



Average Sales Per Store 
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 (HK$)  FY2010  FY2011 Chg (%)

 PRC     318,000     416,000 30.8%

 Taiwan     292,000     331,000 13.4%

 Group 

Average 
    312,000     396,000 26.9%

Average Sales Per Store



Group Operating Margins 
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Retail Market Overview 
 
Antonio Lee 
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2011 

 New Store Growth in China 
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 NCS Store Growth in China 
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+191 stores  

2010 ( 80 stores )  Vs  2011 ( 271 stores )    

Yr 2009 Yr 2010 Yr 2011

NCS 0 80 271
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Total Consumer Touch Point 
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SPA Counter Franchisee Store 

2008 2009 2010 2011

SPA 7 7 4 2

Counter 56 63 47 56

Franchisee Store 1446 1125 1034 1134

Total 1509 1195 1085 1192
 +/- -314 -110 107

1509 1195 1085 1192 
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RMB’000 Store No 

+55% 
Same Store Base 2010 Vs 2011    



Sales per Store  
Old Store in China 
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2012 

Retail Management Key Initiatives  
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2012 Key Initiatives 

• Tiers Strategy 
– NCS         : 25 Primary Cities  

– NCS Lite : Secondary & Tertiary Cities  

• Speed up new store expansion 

• Accelerate store upgrade 

• Counter expansion into secondary & tertiary cities 

• Enhance consumers’ total experience 
– Standardize design for backend and treatment area 

– Implement NCS “Store Operation Process” ( SOP ) 
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NCS Lite 

• Objectives 

– To speed up store expansion in secondary & 
tertiary cities 

– Consistency NB retail brand image with NCS 

• Requirement 

–  Low initial investment 

• Our Offering  

– NCS lite@ 50% cost down 
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NCS (New Concept Store)  
( Before & After ) 
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Before  
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Before  
24 



25 



26 



27 

Before  
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Before  
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NCS Lite  
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Marketing Strategy 
 
Shirley Tai 

46 



47 

2011 Strategic Imperatives 
Product Portfolio Management  

 Build Power Portfolios to Fuel Growth  

 NB-1: targets Repair & Premium segment; high GP and key mix 
     - Represented 45% mix 
     - Increased 3 points vs 2010 
 
  Bio-Tech: targets the largest Moist. segment; recruit young consumers  
     - Represented 14% mix 
     - Second largest portfolio 

  Herbal: ride on growth of Traditional Chinese Medicine segment;  
     low entry point for T2-4 city penetration 
     - Represented 11% mix 
     - Increased 1 point vs 2010 
   
  Focus on high-margin skin care; link sell Supplements & E.Oils   
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2011 Strategic Imperatives 
Product Portfolio Management  

 Total 17 new launches at RMB11.7M Net Sales 
     -  Represented 3% of total Net Sales 
     -  Skin Care: NB-1 Yam 3 skus; Bio-Tech 3 skus; Herbal 3 skus 
     -  Supplements: 5 skus; Essence Oils: 3 skus 

New Product Launch to Drive Category Performance    

 High-margin skin care new products represented 83% of new launches 

Skin Care Supplements/ E.Oils

NB-1 Yam Toner NB-1 Soy Bean Lecithin Ginkgo Complex

NB-1 Yam Eye Gel Gream NB-1 Vegetable Potein Complex

NB-1 Yam Mask NB-1 Green Apple Complex

Bio-Tech Aqua Mask NB-1 Powder Fruits and Vegetables (Q10)

Bio-Tech Make Up Remover (Aqua) NB-1 Sour Cherry Complex

Bio-Tech Make Up Remover (Anti-acne) Household EO Grapefruit 10mL

Herbal Essence (Aqua) Household EO Lavender 10mL

Herbal Essence (Anti-sensitive) Household EO Sandle Wood 10mL

Herbal Essence (Anti-acne)

NPD List
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2011 Strategic Imperatives 
Focused Investment Strategy  

  Drive Brand Awareness via PR and Digital Marketing 

  Total brand awareness increased from 28% to 46%*.  

Remarks: *Synovate Asia Bus Brand Health Survey Wave IV (Dec 11 2011) 

 4 PR Press Events  
       - Support Star product portfolio: NB-1, Yam, Whitening, Eye    
       - Total 526  Clippings with year-round presence in top 35 magazines 
       - Media value >RMB20M; ROI at 6.7 

  5 bursts of digital marketing mini-site and blogger programs   
      - Mini-site supported by banner ad to promote brand awareness  
      - Top 20 bloggers to promote brand trials and experiences 
      - More than 40,000 data base recruited   
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  Eleven Marketing and Retailing Awards 

1. 《时尚健康》 “ 2010年健康榜样——最健康全方位美容美体中心” 

2. 《时尚健康》 “ 2011年全球最健康美妆品——最健康美肤美体中心” 

3. PC Lady “ 2011年度优质全方位美容美体中心” 

4. YOKA “2011年度最受白领欢迎口碑美妆大奖” 

5. 中国诚信企业合作促进会，国际名优品牌协会，中国保护消费者基金会“全国消费者信得过单位” 

6. 中国诚信企业合作促进会，国际名优品牌协会，中国保护消费者基金会“中国名优品牌金奖” 

7. 第11届北京国际特许加盟“2011十大最具吸引力创业投资项目奖” 

8. 第16届中国美容博览会“2011年最值得加盟美容连锁网络” 

9. 第13届全国特许连锁加盟创业展览会“2011年最值得加盟美容连锁网络” 

10. 中国互联网协会、网络营销工作委员会“2011年度金网奖——网络品牌营销优秀案例奖” 

11. 《成功营销》“2011年创新一百营销案例” 
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NPD and Re-promote of Yam Event – Hangzhou Aug 5, 2011  
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2011 Media Clippings 
Rayli Lady:  Leading local fashion & lifestyle monthly for office lady  
Circulation: 1,050,000 
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2011 Media Clippings 
Trends Health: No.1 Intl. women health & lifestyle monthly 
Circulation: 817,040 
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2011 Media Clippings 
Marie Claire: Leading International fashion & lifestyle monthly 
Circulation：880,000  



59 



60 



61 

2011 Media Clippings 
Harper’s Bazaar: Leading International high end fashion & lifestyle monthly 
Circulation：       856,000  
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2011 Media Clippings 
Vogue: Top International fashion and & lifestyle monthly 
Circulation: 640,000  
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2011 Media Clippings 
Vivi:  Leading Japan fashion monthly for young females  
Circulation: 1,124,755 
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2011 Media Clippings 
Femina:  Top 1 local fashion & lifestyle weekly  
Circulation: 1,850,000 
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2011 Media Clippings 
U+ Weekly: Top high end fashion & lifestyle weekly  
Circulation: 1,750,000  
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2011 Media Clippings 
Modern Weekly: Leading local high end business 
fashion & lifestyle weekly for female & male elites    
Circulation:          830,000 
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2011 Media Clippings 
Fashion Weekly: Leading local high end fashion weekly for young females  
Circulation: 650,000 
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http://blog.sina.com.cn/s/blog_5919b50e01017qdx.html
http://blog.sina.com.cn/s/blog_4cf36b300100m0js.html
http://blog.sina.com.cn/s/blog_60303f830100lhxo.html
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2011 Digital Marketing Program – Mini Site  

www.nblady.cn www.nb-1.cn www.nblady.cn 
www.nb-1.cn 

http://www.nblady.cn/
http://www.nblady.cn/
http://www.nblady.cn/
http://www.nblady.cn/
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2012 Outlook 
Key Marketing Strategies 
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2012 Strategic Imperatives 
Deliver Growth and Drive Brand Awareness and Preference 

  Build Business Scale 
- Continue to build power brands bull’s-eye 25 -35 affluent females.  
- Drive new launches of NB-1 and Bio-Tech to retain and recruit consumers.  
- Re-launch Anmi and Herbal Counter brands to recruit young consumers.  

 Drive Channel Growth 
- Target Marketing Programs (Bride and New Mum) via Print & Digital. 
- New communications programs to retain and recruit new consumers. 
- Co-op programs with training schools to speed up BA recruitment & training.      
- Rebuild counter strategy and re-define portfolio & promotion mix. . 

   Integrated Brand Investment 
- Continue to use PR, WOM and digital to build trials and preference. 

- Improve TOM via TVC, print to speed up brand revamp & recruitment. 
- Maximize new TVC awareness via video websites and outdoor LCD.   
- Tactical campaigns to drive NCS traffic via print and outdoor LCD. 
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2012 New Product Packaging  

 New NB-1自然美御妍系列 
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2012 New Product Packaging  

 New Bio 自然美芯肌系列  

 New Herbal 汉方系列  
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2012 New KV - Brand  
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2012 New KV - Brand  
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2012 New KV – Whitening 
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2012 New KV – Anti Aging  
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2012 New KV - Moisturizing 
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2012 New KV – Anti-Sensitive 
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2012 New KV – Anti-Acne 
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2012 New KV – Eye Product/ Treatment 
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2012 New KV – Facial Product/ Treatment 
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2012 New KV – Body Product/ Treatment 
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2012 New KV – Product Portfolio 
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2012 New KV – Product Portfolio 
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2012 New KV – Product Portfolio 



New Marcom Animation – Store Front One Billboard 



New Marcom Animation – One Billboard + One Light Box 



New Marcom Animation – Store Front 3 Light Boxes 



New Marcom Animation – Billboard + 2 Light Boxes 



Operations Review 
 
Jacky Chan 
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Oracle 甲骨文 
（Standard Costing 标准成本） 

Cognos(BI) 
数据分析系统 

e-Banking 
/e-Payment 
电子银行 

E-flow 
电子签呈 

e-Payroll 
电子人事系统 

Microsoft 
Exchange Server 
电子邮件系统 

POS/CRM 
零售客户管理 

Systems系统 (China) 
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PA/SA/Benc
hmark 

Process 
考勤制度/工资

系统 

HR policy/ Employee 
 Handbook 

人事政策、员工手册 

Authorized 
Procedures 
授权管理流程 

Monthly 
Management 

Process 
(BRR/MOR) 

管理流程 

S&OP 
销售及运营规

划流程 

Outsourcing 
服务外包 

GMP 
生产质量管理

规范 

Business Processes and Procedures 
(China) 业务流程 
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The above-mentioned Operational Improvement 
contributed to: 

• Customer Satisfaction improvement by 12% 

• Employee Satisfaction improvement by 10% 

• Productivity per HC improved by 35% 
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Latest Good News for Manufacturing 

• Accredited GMP Certification in January 2012 
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Thank you! 
 
NB IR website: www.nblife.com/ir 
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