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Financial Highlights
In millions, except per share data

Years ended December 31 2001 2000 % Change
Net sales $5,952.0 $5,673.7 5%
Net income $ 430.0 $ 478.4 -10%
Basic earnings per share 
Continuing operations $ 1.82 $ 2.04 -11%
Cumulative effect of accounting changes — (.03) —

$ 1.82 $ 2.01 - 9%
Diluted earnings per share 
Continuing operations $ 1.79 $ 2.02 -11%
Cumulative effect of accounting changes — (.03) —

$ 1.79 $ 1.99 -10%

2001net income includes $68.3 million, or $0.28 per diluted share, for special and non-recurring charges related to workforce 
reduction programs and facility rationalizations. Additional information concerning significant unusual items in 2001 and 2000 can 
be found on page 22.
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We are very pleased to report that Avon delivered

standout performance in 2001, on top of a very

strong 2000, demonstrating again the strength and

competitive advantage of our global direct selling

operations, even in times of significant external chal-

lenges. And we thank you–Avon’s owners– for your

continued support as we transform the company for

even greater success in the future.

We’re very proud that throughout the two-year

tenure of this management team, Avon has consis-

tently achieved its sales and earnings targets. Our

associates and Representatives responded to the

adversity of 2001 with both discipline and passion,

and our results reinforce our confidence in Avon’s

future. We’re also pleased that we achieved our

growth targets while making substantial incremental

investments in our longer-term strategies to extend 

the Avon brand to new customers.

The U.S., our largest market, countered 

a year of weak consumer confidence to deliver its

strongest full-year sales growth since 1996 and its

strongest fourth-quarter growth in over a decade.

Latin America confronted serious currency and 

economic difficulties in several major markets, but

responded with double-digit growth in local cur-

rency sales and operating profit. Europe continued

its outstanding growth track; and Asia, despite 

ongoing economic issues, posted impressive local

currency results. 

The Power of Performance. Overall, Avon’s sales

rose 5% to a record $5.95 billion. Excluding 

the impact of foreign currency exchange, sales

increased a very strong 10%, driven by 9% unit

growth and a10% rise in active Representatives.

Earnings per share, excluding unusual items, rose 

11% to $2.09, in line with our long-term target of

double-digit annual earnings growth. Unusual items

in 2001, which reduced reported earnings by $.30

per share to $1.79, included a restructuring charge
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of $.28 per share to implement business transforma-

tion initiatives designed to streamline Avon’s world-

wide operations and improve margins. Additional

information concerning significant unusual items in

2001 can be found in the Management’s Discussion

and Analysis section of this report on page 22.

Avon also generated record cash flow from

operations of $755 million in 2001, an increase 

of $431 million over the prior year. Your management

remains committed to using Avon’s cash to enhance

shareholder returns. In 2001, the company bought

back $133 million of stock as part of our ongoing

share repurchase program, and in January 2002,

we increased the dividend for the12th straight year 

to an annualized rate of $.80 per share.

In a very challenging stock market, Avon’s

share price closed the year at $46.50, down 3%,

which was a substantially better performance than

most of our competitors and the S&P 500, which

fell 13%. And for the two-year period under current

management, Avon’s shares have had a total return

of 46%, well above the market and our peer group.

The Beauty of Direct Selling. Our core direct selling

business performed extremely well in 2001, while

most retail competitors struggled in the face of weak

consumer demand. Beauty sales rose 6%, fueled by

continuing investments in customer initiatives that 

are driving category growth and gains in market

share. In 2001, we invested an incremental $40 

million–on top of the $90 million increase in

2000– for brochure upgrades, expansion of our 

Let’s Talk advertising campaign to 26 markets 

and other consumer-focused marketing activities.

The number of active Representatives in Avon’s

direct selling channel grew10% to 3.5 million world-

wide, continuing the growth trend in recent years in

this important metric.
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Avon’s sales in local currencies

have grown at a compound

annual rate of 10%, driven by 

solid gains in units and 

active Representatives.
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A key driver of Representative growth is Sales

Leadership, which lets Representatives increase 

their earnings by recruiting and training others. On

average, the earnings of Leadership Representatives

are two-to-three times higher than the earnings of 

traditional Representatives. Leadership now is active

in 24 countries, including many of our largest 

and fastest-growing markets. In the U.S., 38% of 

the sales force has been recruited by Leadership

Representatives. In Poland, 46% have come in

through Leadership, and in Hungary, a dramatic

76%. Ten additional markets are scheduled to 

launch Leadership in 2002.

Avon is also utilizing the Internet to contem-

porize direct selling by helping Representatives 

manage their business electronically. In the U.S.,

where we have built a business-to-business Internet

capability, more than 20% of our Representatives

submit their orders online, which is twice the number

of a year ago, and we are targeting significantly

more in 2002. In addition, over 20,000 U.S.

Representatives are marketing to their customers

through personalized Web sites linked to avon.com.

Globally, Avon has Internet sites in more than

20 markets. Most are consumer information sites, 

but in 2001, the U.K., Brazil, Argentina, Mexico

and Hungary also piloted business-to-business sites 

to support Representatives and sales managers. We

expect the Internet to play an increasingly important

role in driving down Avon’s transaction costs and

making our Representatives more productive.

We also extended the Avon brand to new

products and channels in 2001. Avon Wellness, 

our new global line of health and well-being prod-

ucts, launched in 15 markets and achieved sales 

of more than $150 million, nearly three times our

original forecast. In addition, beComing, a com-

pletely new line of beauty products created for
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Avon U.S. delivered 

accelerating sales growth 

throughout 2001, 

despite weakening 

consumer confidence. 2%
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women who shop at retail, launched in September 

in 92 J.C. Penney department stores in the U.S.

Consumer response to the beComing line has been

encouraging and is providing us with valuable 

lessons on how to leverage Avon’s brand equity

beyond our core channel.

The Power of Transformation. Looking to the future,

we are moving ahead in 2002 to implement the

business transformation initiatives we outlined last

May. Your management believes that business trans-

formation will be an important catalyst for driving

Avon’s future profitability.

Our goal is to transform Avon to be a far 

more efficient, streamlined and globally integrated

company. Our plans call for speeding up the pace

of new product development, streamlining our mar-

keting processes, driving end-to-end supply chain

opportunities throughout the company, and delivering
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a much higher and more flexible level of service to

Representatives and consumers.

In 2002, we expect to start seeing benefits

from business transformation, including freeing up

additional funds to invest in consumer marketing 

initiatives. Consumer-facing investments are critical 

to attracting new consumers to the Avon brand and

continuing to generate superior top-line growth.

At the same time, the efficiencies from business

transformation should enable us to significantly

expand operating margins going forward. We are

targeting a 250 basis-point improvement by year-

end 2004, which will help ensure that we deliver on

our long-term target of at least 10% annual growth in

earnings per share.

With the growing strength of Avon’s brand, the

power of our direct selling channel and the benefits

to be derived from business transformation, your

management believes that Avon’s best days are still

Avon’s total return 

to shareholders has 

substantially outperformed 

the overall stock market 

for the past two years. 

Assumes $1,000 invested 12/31 /99, and dividends reinvested
In dollars
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to come. We have the right strategies and a great

management team in place. We also are fortunate

to have the expertise and guidance of our out-

standing Board of Directors. In 2001, we elected

one new Director–W. Don Cornwell of Granite

Broadcasting Corporation, who brings strong operat-

ing and financial background, plus experience in

mass media.

In closing, we would like to thank our Avon

associates and Representatives all over the world.

We count on their skills, experience and com-

mitment to take Avon forward to even greater 

success and growth. And, we are very proud that

their efforts–plus contributions of thousands of 

people from all walks of life–have helped to raise

some $190 million globally in the fight against 

the deadly disease of breast cancer, further rein-

forcing Avon’s commitment to serve the needs 

of women.

Looking ahead, we are excited about Avon’s

prospects for the future. We have been entrusted

with a great heritage and a thriving business, and 

we pledge to do everything we can to help your

company realize its full potential.

Sincerely,

Andrea Jung

Chairman and Chief Executive Officer

Susan Kropf

President and Chief Operating Officer

March 1, 2002
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Business transformation is

intended to redesign  

Avon’s business processes 

and accelerate growth in leading key 

performance indicators.

Business Transformation Goals

2002–2004 
Annualized Targets

Sales Growth (Local Currency) 10%+

Beauty Sales Growth (Local Currency) 12%+

Consumer Spending as % of Sales 9%

Operating Margin Improvement 2.5 pts.

Cash Flow from Operations $700m

Inventory Days down 8–10



L E T ’ S  T A L K about how beautiful Avon makes me feel



You know it when you feel it. POWER. It springs 

from many sources, and finds expression in terms 

like confidence, self-assurance and enterprise. But 

at the Company for Women, it derives from one 

source– the Avon brand. 

Our research shows that Avon enjoys near-

universal name recognition, and conveys to women 

a sense of quality, service, and a wide range of

affordable beauty products. Avon, in fact, was one

of the only beauty companies listed in the Business

Week 2001 compilation of the 100 top global brands,

a ranking that highlights the international reach of our

brand…and undeniable competitive power. 

Avon. No matter where it’s spoken, Avon’s

name elicits the same popular image of leading-edge

beauty and trusting relationships. And behind those

four instantly recognizable letters stand three com-

pelling strengths: the Power of Beauty, the Power of

Relationships and the Power of Caring. 

When women talk about Avon, they talk about

breakthrough beauty products and great value. It’s a

conversation that crosses national borders, sharpened

by the newest edition of our Let’s Talk advertising cam-

paign, now appearing in 26 markets.

What’s the conversation about? It’s about Avon

being a major beauty company that increased sales

significantly in 2001. It’s also about Avon’s top eight

global brands growing11% (compounded annually)

since 1997. 

For example, sales of Anew, our anti-aging skin

care line, grew by nearly 16% in 2001, powered 

by breakthrough products like Anew Retroactive and

Pure O2. Retroactive improves skin tone and texture

at the cellular level and sells in 47 markets. Pure O2,

which launched in10 markets in late 2001, increases
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Only Avon 

reaches so many women 

in so many ways 

in so many parts of the world– 

this is the power 

of the Avon brand.
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oxygen delivery to skin cells and erases signs of stress

and fatigue. Overall, global sales of the Anew line

now exceed $300 million. 

The conversation also covers Avon Color, our

$700 million flagship cosmetics line, with colorful

innovations like Avon Beyond Color Illuminating

Radiance Vitamin C Foundation with enhanced skin

protection, and Avon Beyond Color Nutralush

Plumping Lipstick with SPF12 with dazzling, longer-

A

V
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Avon’s eight 

largest global beauty 

brands have grown 

11%, compounded

annually, since 1997.
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Sales of Top Eight
Beauty Brands
$ in billions

Let’s Talk advertising and

redesigned sales brochures 

are strengthening Avon’s 

beauty image and attracting

new customers (below).



lasting colors. And we’re talking about Little Black

Dress, our most successful global fragrance introduc-

tion ever, with launch sales of $42 million.

The talk is about hair care, too. Our global

Advance Techniques Hair Care line grew 33% last

year with innovative formulas that strengthen, repair

and protect hair. The line today is a $97 million

global hair care franchise. 

The conversation includes new product lines

and channels as well. Avon Wellness launched in

15 markets in 2001 and brings women inner and 

outer beauty with a holistic line of vitamins, nutritional

supplements, and health and well-being offerings.

Our beComing brand launched in September

2001 in the U.S. and offers women who shop at

retail an integrated array of beauty and personal

care products best suited to their lifestyles. 

So let’s talk…about Avon and the Power 

of Beauty.

N

beComing launched in attractive

“stores-in-a-store” in the U.S. to

reach new customers who buy

beauty at retail (right).



L E T ’ S T A L K , the way only friends can



T H E

power
O F

relationships

Avon is 

about relationships–  

one-to-one

woman-to-woman– 

warm, caring and personal. 

This year, 3.5 million Avon Representatives in 

143 countries will go door-to-door, office-to-office, 

and computer-to-computer to bring Avon directly 

to their customers. These warm, personal bonds

explain why so many women everywhere trust

Avon–a powerful competitive advantage in today’s

crowded and often impersonal beauty marketplace.

To strengthen that advantage, we’re contempo-

rizing our direct selling channel as a 21st century

earnings opportunity for women. For example, Avon

Representatives in 24 markets participate in Sales

Leadership, where they can earn substantially 

more by recruiting and training new Representatives.

In the U.S., over 15,000 Representatives have

received world-class training to become “Avon 

Beauty Advisors” with enhanced product knowledge

and professional beauty consulting skills. In some

markets, entrepreneurial Representatives can manage

Avon beauty boutiques and other retail-oriented

opportunities that increase their income, build their

careers, and bring Avon to new customers in ways

that complement direct selling. 

And, we’re connecting high-touch direct selling

with the high-tech Internet. Business-to-business (B2B)

sites in major markets are enabling Representatives 

to manage more of their business online. In the U.S.,

for example, more than 20% of our Representatives

are submitting orders online, more than twice the

number of a year ago.

Earnings opportunities and friendly, convenient

service– that’s Avon and the Power of Relationships.
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“ I love Avon because it is a 

winning brand and that makes

me a winner too. I really care

about Avon because it has

always been concerned about

women’s needs and issues.

That is what attracted me to

becoming a Representative.”

— Maria Eunice Vieira

Guimarães Franco, 

Representative, age 48, 

São Paolo, Brazil

“Avon has given me so many

opportunities. I started as a

Representative; I then became

a Beauty Advisor and a

Leadership Representative. 

I feel I’m growing all the time.

I have a lot of flexibility so I

can work and also be with

my family. I love talking with

the customers, giving them

makeovers and building 

relationships with them.”

— Luz Stella Bongiovi, below

right, Representative, age 40,

Brooklyn, New York, U.S.

“ I love the quality of Avon’s

products. I love the way 

they give me more confi-

dence in my appearance 

and how I present myself 

professionally. Avon is my

favorite beauty company.”

— Ester Gomez, below 

left, Customer, age 33, 

Brooklyn, New York, U.S.

Number of Active 
Representatives Worldwide
In millions

1

2

3

4

97 98 99 00*01*
* Revised methodology for calculating 
 active Representatives

The number of 

Avon Representatives

increased 10% last 

year to an all-time 

high of 3.5 million, 

continuing the growth

trend in recent years 

in this important metric.

V
Leadership Representatives

increase their earnings 

by recruiting and training 

new Representatives (below).
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“Avon is a company full of car-

ing people who make a sensa-

tional team. I’ve learned to

love and care about the peo-

ple in my job. My customers

are my special passion! Every 

day, I have a new opportunity

to meet new people who usual-

ly become my friends. I always

look forward to bringing them

the latest beauty products.”

— Veronica Ponce,

Representative, age 25,

Mexico City, Mexico 

“Being an Avon Represen-

tative has opened doors 

for me. I’ve made many 

new friends and gained 

confidence, not to mention

the earnings, which have

enabled me to treat myself

and my family to those little

extras I might not otherwise

be able to afford.”

— Jeanette Campkin,

below right, Representative,

age 42, London, England

“Avon makes shopping easy

and enjoyable for me. I like

being able to buy from a

company that I trust, and 

with Avon I know that the

products will be good. Avon

also introduced me to my

Representative, Jeanette; 

she’s more like a friend than

a salesperson and I value 

her advice.” 

— Debbie Sharp, below

left, Customer, age 29, 

London, England

“Why do I love Avon?

Because Avon is a company

that loves women, under-

stands and takes care of

women. Avon means having

a possibility of many choices.

There is always a great 

variety of products in every

brochure, with many interest-

ing offers. With Avon you

can find the right products 

for different ages and differ-

ent budgets.”

— Irina Suhareva, Customer,

age 27, Moscow, Russia 

“Avon has given me the

courage and opportunity to

have my own business and

career. There is no other com-

pany like Avon that provides

the training to become a skillful

beauty consultant or a profes-

sional management executive.

Avon is like a warm family,

too, where you receive support

and care from all the other

family members.”

— Ling Aiqun, top, 

Manager, Avon Beauty

Boutique, age 29, 

Conghua, China

“ I love Avon’s fashionable 

makeup products. I love the

variety of products and colors.

Whenever you see something

new in a fashion magazine,

you can also find it at Avon.

Now I am one of Avon’s 

faithful fans.”

— Yun Su, bottom, Customer,

age 24, Guangzhou, China



L E T ’ S  T A L K about what’s important to us



Avon’s vision is to be the company that best 

understands the product, service and self-fulfillment

needs of women globally. The power of this vision

comes alive in our 116-year-old heritage of caring 

for women in ways that are important to them. 

In our most recent Avon Global Women’s

Survey, more than 43,000 women in 33 coun-

tries told us that they are most concerned about

health issues and economic independence. As the 

Company for Women, when women talk, we 

listen–and we act. 

We began addressing women’s health in1992

through the Avon Worldwide Fund For Women’s

Health. To date, the Fund has raised some $190 

million–mostly for the fight against breast cancer–

through fundraising initiatives in 34 markets. No

other company has raised so much money for

women’s health issues. What’s more, we plan to

exceed our goal of $250 million by year-end 2002.

Avon Representatives lead the way by for-

going commissions on the sale of “pink ribbon” 

products and in other fundraising activities. Proceeds

help support education and awareness programs,

and purchase medical equipment in communities

where we do business. The funds also are helping to

build research laboratories and cancer-care facilities

at leading medical centers, and provide support for

medical research that one day may lead to a cure

for breast cancer. 
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The power of Avon 

may one day 

help women 

kiss goodbye to 

breast cancer. 
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In 2001, Avon launched Kiss Goodbye 

to Breast Cancer, our first globally coordinated

cause-related program on women’s health. Avon

Representatives and associates in a dozen mar-

kets came together on “days of commitment” to 

sell Kiss Goodbye to Breast Cancer lipsticks 

and to hand out informative literature to consumers 

in homes, stores, malls and offices. We plan to 

expand Kiss Goodbye to Breast Cancer to more

than 40 markets in 2002. 

Avon also empowers women’s economic 

independence on a global scale, beginning with 

the earnings opportunity we provide to our 3.5 

million independent Representatives. We provide

funding for organizations and programs that assist

women and girls with economic opportunity, voca-

tional training, education scholarships, and serv-

ices that enhance their physical and emotional 

well-being.

For example, we’ve been working since 1999

with Dress For Success Worldwide, an international

organization in 58 cities that helps low-income

women by providing business attire and other sup-

port as they seek employment. Avon has helped 

fund the international expansion of Dress For Success

A V
Avon in the Philippines conducts

the Gintong Ilawan Teodora

Alonso Educator’s Awards in

partnership with the Department

of Education to recognize out-

standing achievement of female

educators and help improve

quality of education (right).



Worldwide, and also has donated jewelry, hosiery

and cosmetics in the U.S. and the U.K.

Avon also cares when tragedy strikes, as it did

on September 11. Our 550,000 U.S. Representatives

raised nearly $7 million in ten days by selling the

special Avon Heart of America pin. Net proceeds

support financial aid for educational institutions, after-

school programs and other programs that aid chil-

dren affected by the tragedy.

As the Company for Women, Avon’s response

to women’s concerns and aspirations demonstrates

the caring spirit that is part of the global power of

the Avon brand.

Crusade funds 

in the U.S. support

many initiatives 

in the fight against

breast cancer.

N
O

A mammogram machine pur-

chased with funds raised by 

Avon in Hungary (left). 

Funds raised by Avon initiatives 

are helping to build research 

laboratories and cancer-care 

facilities at leading U.S. medical

centers (above).

Avon Breast Cancer Crusade
Gifts, 1993–2001 (U.S.)
Total = $147.8 million

■ Cancer Centers/Research
■ Education and Screening Programs
   for Underserved Women
■ Support Programs for Women
 With Breast Cancer
■ Advocacy Training and 
 Medical Education

$2.4

$27.6

$77.1

$40.7



Avon’s momentum continued in 2001, despite external
challenges in some markets.

Proven Profitable Growth in North America Robust per-
formance in the U.S., Avon’s largest market, drove North
America’s 2001 results. U.S. sales growth accelerated in
every quarter of the year, proving that a large developed
market can grow profitably, even in a weak economy. 
Full-year sales increased 6%, the strongest growth in five
years, driven by 6% unit growth and a 3% gain in the 
number of active Representatives. Operating profit in the
U.S. grew ahead of sales at 9% due to improved sourc-
ing, distribution, and resource allocation, as well as costs
in 2000 associated with exiting certain Avon-owned
Beauty Centers.

Avon’s direct selling channel was a striking com-
petitive advantage and helped strengthen customer 
relationships during the economic downturn. Avon U.S.
continued contemporizing direct selling as more women
pursued enhanced earnings opportunities and training.
Leadership Representatives grew 17% to 210,000 and
today account for 38% of the sales force, and specially
trained Avon Beauty Advisors now number over15,000. 
At year-end, more than 20% of Representatives were 
submitting customers’ orders online, with a goal of 50%
ordering online by the end of 2002.

Continued investments in U.S. customer growth 
and brand building included the Let’s Talk advertising 
campaign, which helped boost Avon’s internally measured
consumer Beauty Image Index by 21 points. An upgraded 
U.S. sales brochure debuted in the fourth quarter, and
along with aggressive sampling throughout the year,
helped Representatives reach new customers.

Leveraging Resources Across Borders in Europe The
Europe Region in 2001 generated local currency sales
and operating profit gains of 18% and 31%, respectively.
Results were driven by 19% unit growth and a 19% gain in
the number of active Representatives. Sharply higher sales
in certain markets, plus sourcing benefits and selected
reductions in import and custom duties, contributed to an
operating margin improvement of almost 200 basis points.
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Change

from Operating

North America $  Millions 2000 Margin*

Net Sales $ 2,273.2 + 6%

Business Unit Operating Profit †‡ $ 380.2 + 3% 16.5%

Europe 

Net Sales $ 1,009.6 +14%

Business Unit Operating Profit ‡ $ 167.0 +29% 16.5%

Pacific

Net Sales $ 771.4 – 4%

Business Unit Operating Profit ‡ $ 112.6 – 4% 14.4%

Latin America

Net Sales $ 1,899.6 + 3%

Business Unit Operating Profit ‡ $ 427.5 + 3% 22.5%

* Based on total revenue.

† Operating profit for North America excludes a Contract settlement
gain, net of related expenses, of $25.9 million pretax in 2001.

‡ Business unit operating profit excludes global expenses and unusual
items. Additional information covering global expenses and unusual
items can be found in the Management’s Discussion and Analysis
section of this report.
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Within the region, Central and Eastern Europe, 
which includes Russia, generated sales and operating 
profit growth of 61% and 91%, respectively, as Avon 
continued to leverage the power of its high brand aware-
ness and direct selling channel to reach more consumers. 
Avon holds commanding leadership positions in these 
markets, and the long-range outlook is to double beauty
market share.

In Western Europe, the U.K. generated local cur-
rency sales growth of 7% and a 23% increase in local 
currency operating profit, benefiting from installation of
more efficient shipping systems in the prior year.

Europe in 2001 also accelerated its leveraging of
assets, functions and resources as part of a fully integrated,
cross-border operations model. In Garwolin, Poland, Avon’s
expanded manufacturing facility is gearing up to meet
accelerating consumer demand in Central and Eastern
Europe and Western Europe. Additionally, by managing
marketing and distribution from central locations (Italy 
and Germany, respectively), Western Europe is reaping fur-
ther efficiencies. Europe also launched common demand
forecasting software in 2001, and finalized plans for imple-
mentation of a fully integrated supply chain.

Asian Expansion The Pacific Region in 2001 increased
both local currency sales and operating profit by 6%, sup-
ported by 8% unit growth and an11% gain in the number
of active Representatives. Asia’s performance reflects con-
tinuing expansion of market coverage and penetration
throughout the region.

All major markets except Taiwan contributed to the
gains. The Philippines generated double-digit increases in
local currency sales and operating profit. Japan delivered
8% growth in local currency operating profit despite severe
economic difficulties.

In China, sales grew 36% to nearly $100 million.
China is on track to reach $150 –200 million in sales by
2003 and is solidly profitable as strategies implemented
following the 1998 government ban on direct selling 
have flourished.

Since the ban, Avon has operated mainly through 
a retail/wholesale distribution model, including more than
4,400 Beauty Boutiques (independently owned Avon-
designed stores that sell Avon products exclusively), and
over 1,300 Beauty Counters located in department stores.

These channels position Avon for accelerated
growth following China’s 2001 entry into the World 
Trade Organization (WTO). Avon and other direct 
selling companies are working with the Chinese govern-
ment to re-establish direct selling opportunities under 
WTO provisions.

Growth in Latin America Despite Headwinds The Latin
America Region in 2001 increased local currency sales 
by 12%, supported by 9% unit growth and a 9% gain in
the number of active Representatives. Operating profit 
rose 11% in local currencies. Most markets contributed to
these gains, even against economic headwinds, as Avon
outperformed many competitors and gained market share
in Mexico, Brazil and Argentina.

In Argentina, local currency sales and operating
profit both declined versus last year due to the worsening
economic crisis as the year closed. Even so, Avon strength-
ened its leadership position in most beauty categories. 

In Mexico, sales and operating profit rose in the
double digits, driven by a 7% increase in units and a 
9% gain in the number of active Representatives. Market
share in the important skin care category improved five 
percentage points to 25% as new products like Anew
Retroactive attracted new consumers. Avon Mexico also
implemented measures in 2001 to accelerate operating
efficiencies and strengthen future profitability. For example,
70% of distribution was shifted to a new, lower-cost facility
in Celaya, a centrally located hub.

Brazil generated double-digit growth in both local
currency sales and operating profit as active Representatives
increased 8%. Anew Retroactive expanded Avon’s market
share in the anti-aging market to almost 50%. To meet
accelerating consumer demand, Avon is breaking ground
in 2002 for a new distribution facility to be built at Bahia
in northern Brazil.

19 A V O N  2 0 0 1 : F E E L  T H E  P O W E R



Net Sales
$ In billions

1

2

3

4

5

6

97 98 99 00 01

Financial Achievements
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Financial Highlights
In millions, except per share data

Years ended December 31 2001 2000 % Change
Net sales $5,952.0 $5,673.7 5%
Net income $ 430.0 $ 478.4 -10%
Basic earnings per share 
Continuing operations $ 1.82 $ 2.04 -11%
Cumulative effect of accounting changes — (.03) —

$ 1.82 $ 2.01 - 9%
Diluted earnings per share 
Continuing operations $ 1.79 $ 2.02 -11%
Cumulative effect of accounting changes — (.03) —

$ 1.79 $ 1.99 -10%

2001net income includes $68.3 million, or $0.28 per diluted share, for special and non-recurring charges related to workforce 
reduction programs and facility rationalizations. Additional information concerning significant unusual items in 2001 and 2000 can 
be found on page 22.
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