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Item 2.02 Results of Operation and Financial Condition.

On April 26, 2018, Helen of Troy Limited (the “Company”, “our”, “we” or “us”) issued a press release announcing the
results for the fiscal quarter and year ended February 28, 2018. Additionally, on April 26, 2018, the Company held a
conference call discussing its results for the same periods mentioned above. With this Form 8-K, we are furnishing
copies of the press release (attached hereto as Exhibit 99.1), the text of the conference call (attached hereto as
Exhibit 99.2) and a supplemental addendum that provides quarterly GAAP and non-GAAP information for fiscal 2018
and 2017 on a continuing operations basis after the divestiture of Nutritional Supplements segment (attached hereto
as Exhibit 99.3). The table entitled “Reconciliation of GAAP Diluted Earnings Per Share (“EPS”) to Adjusted Diluted
EPS (non-GAAP)” reflects minor revisions from our release on April 26, 2018. The press release and copy of the text
of this conference call are also provided on the Investor Relations Page of our website at: http://www.hotus.com. The
information contained on this website is not included as a part of, or incorporated by reference into, this report.

The Company desires to avail itself of the safe harbor provisions of the Private Securities Litigation Reform Act of
1995 (the “Act”) and is including this cautionary statement for the express purpose of availing itself of the protection
afforded by the Act. The accompanying press release and conference call transcript contain certain forward-looking
statements, which are subject to change. Any or all of the forward-looking statements may turn out to be wrong. They
can be affected by inaccurate assumptions or by known or unknown risks and uncertainties. Many of these factors will
be important in determining the Company’s actual future results. Consequently, no forward-looking statement can be
guaranteed. Actual future results may vary materially from those expressed or implied in any forward-looking
statements. The forward-looking statements are qualified in their entirety by a number of risks that could cause actual
results to differ materially from historical or anticipated results. Generally, the words “anticipates”, “believes”,
“expects”, “plans”, “may”, “will”, “should”, “seeks”, “estimates”, “project”, “predict”, “potential”, “continue”, “intends”, and
other similar words identify forward-looking statements. We caution readers not to place undue reliance on forward-
looking statements. The forward-looking statements contained in this press release should be read in conjunction
with, and are subject to and qualified by, the risks described in the Company’s Form 10-K for the year ended
February 28, 2018 and in our other filings with the SEC. Investors are urged to refer to the risk factors referred to
above for a description of these risks. Such risks include, among others, our ability to deliver products to our
customers in a timely manner and according to their fulfilment standards, the costs of complying with the business
demands and requirements of large sophisticated customers, our relationships with key customers and licensors, our
dependence on the strength of retail economies and vulnerabilities to any prolonged economic downturn, our
dependence on sales to several large customers and the risks associated with any loss or substantial decline in sales
to top customers, expectations regarding any proposed restructurings, our recent and future acquisitions or
divestitures, including our ability to realize anticipated cost savings, synergies and other benefits along with our ability
to effectively integrate acquired businesses or separate divested businesses, circumstances which may contribute to
future impairment of goodwill, intangible or other long-lived assets, the retention and recruitment of key personnel,
foreign currency exchange rate fluctuations, disruptions in U.S., U.K., Eurozone, and other international credit
markets, risks associated with weather conditions, the duration and severity of the cold and flu season and other
related factors, our dependence on foreign sources of supply and foreign manufacturing, and associated operational
risks including, but not limited to, long lead times, consistent local labor availability and capacity, and timely availability
of sufficient shipping carrier capacity, the impact of changing costs of raw materials, labor and energy on cost of
goods sold and certain operating expenses, the geographic concentration and peak season capacity of certain U.S.
distribution facilities increases our exposure to significant shipping disruptions and added shipping and storage costs,
our projections of product demand, sales, and net income are highly subjective in nature and future sales and net
income could vary in a material amount from such projections, the risks associated with the use of trademarks
licensed from and to third parties, our ability to develop and introduce a continuing stream of new products to meet
changing consumer preferences, trade barriers, exchange controls, expropriations, and other risks associated with
U.S. and foreign operations, the risks to our liquidity as a result of changes to capital market conditions and other
constraints or events that impose constraints on our cash resources and ability to operate our business, the costs,
complexity and challenges of upgrading and managing our global information systems, the risks associated with
information security breaches, legal




developments in Europe that could result in changes to our business practices, penalties, increased cost of
operations, or otherwise harm our business, the risks associated with product recalls, product liability, other claims,
and related litigation against us, the risks associated with accounting for tax positions, tax audits and related disputes
with taxing authorities, the risks of potential changes in laws in the U.S. or abroad, including tax laws, regulations or
treaties, employment and health insurance laws and regulations, and laws relating to environmental policy, personal
data, financial regulation, transportation policy and infrastructure policy along with the costs and complexities of
compliance with such laws, and our ability to continue to avoid classification as a controlled foreign corporation. We
undertake no obligation to publicly update or revise any forward-looking statements as a result of new information,
future events or otherwise.

The press release and copy of the text of this conference call include or refer to certain information that the Company
believes is non-GAAP Financial Information as contemplated by SEC Regulation G, Rule 100. The press release
contains tables that reconcile these measures to their corresponding GAAP based measures presented in the
Company’s Consolidated Statements of Operations. The material limitation associated with the use of the non-GAAP
financial measures is that the non-GAAP measures do not reflect the full economic impact of the Company’s activities.
These non-GAAP measures are not prepared in accordance with GAAP, are not an alternative to GAAP financial
information, and may be calculated differently than non-GAAP financial information disclosed by other companies.
Accordingly, undue reliance should not be placed on non-GAAP information.

The information in this Item 2.02 of this Form 8-K and Exhibits 99.1, 99.2 and 99.3 attached hereto shall not be
deemed “filed” for purposes of Section 18 of the Securities Exchange Act of 1934, nor shall it be deemed incorporated
by reference in any filing under the Securities Act of 1933 or any proxy statement or report or other document we may
file with the SEC, regardless of any general incorporation language in any such filing, except as shall be expressly set
forth by specific reference in such filing.

Item 9.01 Financial Statements and Exhibits.

(d) Exhibits

Exhibit Number Description

991 Press Release, dated April 26. 2018

99.2 Text of conference call held April 26. 2018

99.3 Supplemental Addendum of Fiscal 2018 and 2017 Quarterly GAAP and non-GAAP Information on a

Continuing Operations Basis After the Divestiture of the Nutritional Supplements Segment
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Brian L. Grass

Chief Financial Officer, Principal Financial Officer and
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Exhibit 99.1
Helen of Troy Limited Reports Fourth Quarter Fiscal 2018 Results
e Consolidated Net Sales Revenue Growth of 12.5%; Core Business Growth of 11.3%

e GAAP Diluted Earnings Per Share (EPS) from Continuing Operations of $0.31
. Adjusted Diluted EPS from Continuing Operations of $1.69

e Initiates Outlook for Fiscal 2019 GAAP Diluted EPS from Continuing Operations of $6.30 to $6.50

Initiates Outlook for Fiscal 2019 Adjusted Diluted EPS from Continuing Operations of $7.30 to $7.55
e Initiates Outlook for Fiscal 2019 Consolidated Net Sales of $1.485 to $1.510 billion

El Paso, Texas, April 26, 2018 — Helen of Troy Limited (NASDAQ: HELE), designer, developer and worldwide
marketer of consumer brand-name housewares, health and home and beauty products, today reported results for
the three-month period ended February 28, 2018. Following the divestiture of Healthy Directions on December
20, 2017, the Company no longer consolidates the Nutritional Supplements segment’s operating results. The
former segment’s operating results are included in the Company’s financial statements and classified as
discontinued operations for all periods presented.

Executive Summary — Fourth Quarter of Fiscal 2018

Consolidated net sales revenue increase of 12.5%, including:

o Anincrease in Leadership Brand net sales of approximately 16.0%
o Anincrease in online channel net sales of approximately 28.0%

o Core business growth of 11.3%

GAAP operating income of $31.4 million, or 8.0% of net sales, which includes $11.4 million in pre-tax non-
cash asset impairment charges and $0.7 million in restructuring charges, compared to $41.5 million, or 11.9%
of net sales, which includes $0.5 million in pre-tax non-cash impairment charges, in the same period last year

Non-GAAP adjusted operating income growth of 4.2% to $52.7 million, or 13.5% of net sales, compared to
$50.5 million, or 14.5% of net sales in the same period last year

One-time provisional charge of $17.9 million related to recently-passed U.S. tax reform

GAAP diluted EPS from continuing operations of $0.31, which includes a total of $1.07 per share in tax
reform, impairment and restructuring charges, compared to GAAP diluted EPS from continuing operations of
$1.25 in the same period last year, which includes $0.02 per share in impairment charges

Non-GAAP adjusted diluted EPS from continuing operations growth of 9.0% to $1.69, compared to $1.55 in
the same period last year

Repurchased 409,121 shares of common stock in the open market during the quarter for $36.9 million

Executive Summary — Fiscal 2018

Consolidated net sales revenue growth of 5.9%, including:
o Anincrease in Leadership Brand net sales of approximately 9.5%

o An increase in online channel net sales of approximately 32.5%
o Core business growth of 5.1%

GAAP operating income of $169.1 million, or 11.3% of net sales, which includes $15.4 million in pre-tax non-
cash asset impairment charges, $1.9 million in restructuring charges and a $3.6 million charge related




to the bankruptcy of Toys ‘R’ Us (TRU), compared to $169.7 million, or 12.1% of net sales, which includes
$2.9 million in pre-tax non-cash impairment charges and a patent litigation charge of $1.5 million, in the same
period last year

e Non-GAAP adjusted operating income growth of 6.6% to $223.9 million, or 15.0% of net sales, compared to
$209.9 million, or 14.9% of net sales in the same period last year

e One-time provisional charge of $17.9 million related to recently-passed U.S. tax reform

e GAAP diluted EPS from continuing operations of $4.73, which includes a total of $1.36 per share in tax
reform, impairment, TRU bankruptcy and restructuring charges, compared to GAAP diluted EPS from
continuing operations of $5.17 in the same period last year, which includes a total of $0.14 per share in
impairment and patent litigation charges

e Non-GAAP adjusted diluted EPS from continuing operations growth of 11.6% to $7.24, compared to $6.49 in
the same period last year

¢ Net cash provided by operating activities of $218.6 million and free cash flow of $205.0 million, which
represents a yield of 8.9%, based on our current market capitalization

e Repaid $197.0 million of debt and repurchased $65.8 million of common stock

Julien R. Mininberg, Chief Executive Officer, stated: “I am very pleased with our results in the fourth

quarter, which rounded out a particularly strong fiscal year performance, marking our fourth consecutive year of
executing well against our transformational strategy. During the fourth quarter, we delivered a strong 12.5%
increase in consolidated net sales and adjusted diluted EPS from continuing operations growth of 9%, both
above our expectations. Better than expected momentum from all three of our business segments helped us
achieve a 16% increase in our Leadership Brands’ net sales and a 28% increase in online channel net sales. Our
Health & Home segment experienced one of its strongest quarters in years, with sales up 19.4% as our products
provided comfort and relief to families around the world during a particularly severe, global cough, cold and flu
season and periods of unseasonably cold weather. Our Housewares segment also demonstrated excellent
growth, with sales up 13.4% and strength across both brands, online, and in brick and mortar. Sales in our
Beauty segment had a less than expected decline of 2.1%, with solid growth in the online channel, partially
offsetting a decline in brick and mortar.

For the fiscal year we grew net sales 5.9%, increased adjusted diluted EPS from continuing operations by 11.6%,
and generated a free cash flow yield of 8.9%, based on our current market capitalization. We improved our
return on invested capital with strong income growth and the divestiture of Healthy Directions. Adhering to our
strategies, we invested in our core to grow our Leadership Brands, made further efficiency gains in our shared
services, initiated Project Refuel to streamline the business, opportunistically repurchased stock and paid down
debt.”

Mr. Mininberg continued: “Just four years ago we began our transformation by focusing on strategies to unlock
additional shareholder value. Since then, on a continuing operations basis, we increased sales at a 3.1% CAGR,
expanded adjusted operating margin by 1.1 percentage points, improved asset efficiency, increased free cash
flow at a 15.9% CAGR, and grew adjusted diluted EPS at a 12.6% CAGR, while making incremental investments
in the long-term health of our Leadership Brands. | am very proud of these results and of our outstanding
employees all around the world who have worked tirelessly to achieve them. As | look to fiscal 2019, we are
pleased to provide an outlook that reflects continued top and bottom line growth on top of a strong fiscal 2018,
even as our industry faces challenges including rising commodity costs and a fast-changing retail landscape. | am
very excited about our future prospects. Helen of Troy has become an organization that is even more capable of
winning with digital marketing, adapting to change in our channels, and improving our operations and other
shared services to capitalize on future growth opportunities. Our enhanced infrastructure is ready to add new
businesses and operate all our segments with greater efficiencies.”




Three Months Ended February 28,

Health &
Housewares Home Beauty Total

Fiscal 2017 sales revenue, net 102,826 $ 162,119 $ 82,424 $ 347,369

Core business 13,424 28,573 (2,636) 39,361

Impact of foreign currency 404 2,811 902 4,117
Change in sales revenue, net 13,828 31,384 (1,734) 43,478
Fiscal 2018 sales revenue, net 116,654  § 193,503 $ 80,690 $ 390,847
Total net sales revenue growth 13.4 % 19.4 % (2.1)% 12.5 %

Core business 13.1 % 17.6 % (3.2)% 11.3 %

Impact of foreign currency 0.4 % 1.7 % 1.1 % 1.2 %
Operating margin (GAAP)

Fourth quarter fiscal 2018 15.6 % 6.6 % 0.4 % 8.0 %

Fourth quarter fiscal 2017 20.0 % 79 % 9.8 % 11.9 %
Adjusted operating margin (non-GAAP)

Fourth quarter fiscal 2018 17.5 % 9.0 % 18.5 % 13.5 %

Fourth quarter fiscal 2017 214 % 10.7 % 13.6 % 14.5 %

Consolidated Operating Results - Fourth Quarter Fiscal 2018 Compared to Fourth Quarter Fiscal 2017

Consolidated net sales revenue increased 12.5% to $390.8 million compared to $347.4 million, which includes an

increase of 1.2% from foreign currency fluctuations. The net sales increase also includes the contribution from
new product introductions, online customer growth, incremental distribution, and growth in international sales.

e Consolidated gross profit margin decreased 0.3 percentage points to 41.3% compared to 41.6%. The
decrease in consolidated gross profit margin is primarily due to an increase in promotional programs and
unfavorable channel mix, partially offset by favorable product mix, growth in the Company’s Leadership
Brands and the favorable impact from foreign currency fluctuations.

o Consolidated SG&A as a percentage of sales increased by 0.6 percentage points to 30.1% of net sales

compared to 29.5%. The increase is primarily due to higher incentive compensation expense, the unfavorable

comparative impact of foreign currency exchange and forward contract settlements, and higher advertising
and new product development expense. These factors were partially offset by improved distribution
efficiency, lower outbound freight costs, and the impact that higher overall net sales had on operating
leverage.

e Operating income was $31.4 million, or 8.0% of net sales, compared to $41.5 million, or 11.9% of net sales,
in the same period last year. Operating income includes pre-tax non-cash asset impairment charges of $11.4
million and pre-tax restructuring charges of $0.7 million, compared to pre-tax non-cash asset impairment
charges of $0.5 million in the same period last year. These items unfavorably impacted the year-over-year
comparison of operating margin by 3.0 percentage points. The remaining decrease in consolidated operating
margin primarily reflects the decline in gross profit margin, higher incentive compensation expense, the
unfavorable comparative impact of foreign currency exchange and forward contract settlements, and higher
advertising and new product development expense. These decreases were partially offset by a higher mix of
Leadership Brand sales at a higher operating margin, improved distribution efficiency, lower outbound freight
costs, and the impact that higher overall net sales had on operating leverage.

e Income tax expense as a percentage of pre-tax income was 70.6%, compared to income tax expense
of 9.3% for the same period last year. The increase in the Company’s tax rate is primarily due to a one-time
provisional charge of $17.9 million related to recently-passed U.S. tax reform, which increased the effective
tax rate by 62.9 percentage points.

¢ Income from continuing operations was $8.4 million, or $0.31 per diluted share on 27.1 million weighted
average shares outstanding, compared to $34.4 million, or $1.25 per diluted share on 27.6 million weighted
average diluted shares outstanding. Income from continuing operations for the fourth quarter of fiscal 2018




includes after-tax non-cash asset impairment charges of $10.3 million ($0.38 per share), a one-time tax
reform charge of $17.9 million ($0.66 per share), and after-tax restructuring charges of $0.7 million ($0.03 per
share). This compares to after tax non-cash asset impairment charges of $0.4 million ($0.02 per share) in the
same period last year.

¢ Income from discontinued operations, net of tax, was $51.7 million, compared to $1.3 million in the same
period last year. Diluted EPS from discontinued operations was $1.91 compared to $0.05 in the same period
last year. Fourth quarter fiscal 2018 income from discontinued operations includes a tax benefit of $49.2
million related to non-cash asset impairment charges.

o Adjusted EBITDA (EBITDA excluding non-cash asset impairment charges, restructuring charges, and non -
cash share based compensation, as applicable) increased 4.1% to $56.6 million compared to $54.4 million.

On an adjusted basis for the fourth quarters of fiscal 2018 and 2017, excluding non-cash asset impairment
charges, restructuring charges, the one-time tax reform charge, non - cash share based compensation, and non-
cash amortization of intangible assets, as applicable:

e Adjusted operating income was $52.7 million, or 13.5% of net sales, compared to $50.5 million, or 14.5% of
net sales. The 1.0 percentage point decrease in adjusted operating margin primarily reflects the decline in
gross profit margin, higher incentive compensation expense, the unfavorable comparative impact of foreign
currency exchange and forward contract settlements, and higher advertising and new product development
expense. These decreases were partially offset by a higher mix of Leadership Brand sales at a higher
operating margin, improved distribution efficiency, lower outbound freight costs, and the impact that higher
overall net sales had on operating leverage.

¢ Adjusted income from continuing operations was $45.7 million, or $1.69 per diluted share, compared to $42.7
million, or $1.55 per diluted share. The 9.0% increase in adjusted diluted EPS from continuing
operations primarily reflects the impact of higher adjusted operating income, lower interest expense, and
lower weighted average diluted shares outstanding year-over-year.

Segment Operating Results - Fourth Quarter Fiscal 2018 Compared to Fourth Quarter Fiscal 2017

Housewares net sales increased by 13.4% reflecting an increase in online channel sales, incremental distribution
with existing customers, expanded domestic distribution, international growth, and new product introductions for
both Hydro Flask and OXO brands. This growth was partially offset by the unfavorable comparative impact of
strong sales into the club channel in the same period last year. Segment net sales also benefitted from the
favorable impact of net foreign currency fluctuations of approximately $0.4 million, or 0.4%. GAAP operating
margin was 15.6% compared to 20.0%. The decrease in operating margin is primarily due to an increase in
promotional programs, unfavorable channel mix, higher marketing and new product development expense, higher
personnel costs, and restructuring charges of $0.2 million.

Health & Home net sales increased 19.4% reflecting growth in online channel sales, expanded international
distribution, and incremental distribution with existing customers. Sales were favorably impacted by
unseasonably cold fall and winter weather, and significantly higher cough/cold/flu incidence compared to the
same period last year. Segment net sales also benefitted from the favorable impact of net foreign currency
fluctuations of approximately $2.8 million, or 1.7%. GAAP operating margin was 6.6% compared to 7.9%. The
decrease in operating margin reflects higher advertising expense, higher incentive compensation expense, an
increase in product liability expense, and the unfavorable comparative impact of foreign currency exchange and
forward contract settlements. The decrease was partially offset by improved distribution efficiency, lower
outbound freight costs, increased operating leverage from net sales growth, and the favorable impact of net
foreign currency fluctuations on net sales.

Beauty net sales decreased 2.1% primarily reflecting a decline in brick and mortar, which offset solid growth in
the online channel. Segment net sales benefitted from the favorable impact of net foreign currency fluctuations




of approximately $0.9 million, or 1.1%. GAAP operating margin was 0.4% compared to 9.8%. Operating margin
was unfavorably impacted by non-cash asset impairment charges of $11.4 million and restructuring charges of
$0.5 million, compared to asset impairment charges of $0.5 million in the same period last year. These items
unfavorably impacted the year over year comparison of operating margin by 14.2 percentage points. The
remaining improvement in operating margin is primarily due to a favorable margin mix, lower media advertising
expense, and cost savings from our restructuring plan, Project Refuel. The improvement was partially offset by
the net sales decline and its unfavorable impact on operating leverage.

Balance Sheet and Cash Flow Highlights

e Cash and cash equivalents totaled $20.7 million, compared to $23.8 million

e Total short- and long-term debt was $289.9 million, compared to $485.6 million, a net decrease of $195.7
million

e Accounts receivable turnover was 61.3 days, compared to 60.4 days

e Inventory was $251.5 million, compared to $280.9 million, a net decrease of 10.5%. Inventory turnover was
3.0 times compared to 2.8 times

e Net cash provided by operating activities of $218.6 million and free cash flow of $205.0 million for fiscal 2018,
compared to net cash provided by operating activities of $212.5 million and free cash flow of $197.0 million
for fiscal 2017

Fiscal 2019 Annual Outlook

For fiscal 2019, the Company expects consolidated net sales revenue in the range of $1.485 to $1.510 billion,
which implies consolidated sales growth of 0.4% to 2.1% after accounting for the expected impact from the
adoption of ASU 2014-09 “Revenue from Contracts with Customers” (Revenue Recognition Standard) in fiscal
2019 with conforming reclassifications to fiscal 2018. We expect the adoption of the Revenue Recognition
Standard to result in the reclassification of certain expenses from SG&A to a reduction of net sales revenue in the
amount of $13.0 million in fiscal 2019, with a corresponding conforming reduction to net sales revenue of $10.9
million in fiscal 2018. Please refer to the table entitled “Fiscal Year 2019 Outlook for Net Sales Revenue After
Adoption of Revenue Recognition Standard” in the accompanying tables to this press release for additional
information.

The Company’s net sales outlook assumes the severity of the cough/cold/flu season will be in line with historical
averages, which unfavorably impacts the year-over-year comparison by 1.1%. The Company’s net sales outlook
also assumes that March 2018 foreign currency exchange rates will remain constant for the remainder of the
fiscal year. Finally, the Company’s net sales outlook reflects the following expectations by segment:

e Housewares net sales growth in the mid-single digits;

e Health & Home net sales growth in the low-single digits, with an unfavorable impact of approximately 2.5%
from the average cough/cold/flu assumption; and

e Beauty net sales decline in the low- to mid-single digits.

The Company expects consolidated GAAP diluted EPS from continuing operations of $6.30 to $6.50 and non-
GAAP adjusted diluted EPS from continuing operations in the range of $7.30 to $7.55, which excludes any asset
impairment charges, restructuring charges, share-based compensation expense and intangible asset
amortization expense.

The year-over-year comparison of adjusted diluted EPS is impacted by an expected increase in growth
investments in support of the Company’s Leadership Brands of 14% to 18% in fiscal 2019. The year-over-year




comparison is also unfavorably impacted by approximately $0.12 to $0.14 from the average cough/cold/flu
assumption and approximately $0.15 from fiscal 2018 tax benefits that are not expected to repeat in fiscal 2019.

The Company’s diluted EPS from continuing operations outlook assumes that March 2018 foreign currency
exchange rates will remain constant for the remainder of the fiscal year. The diluted earnings per share outlook is
based on an estimated weighted average diluted shares outstanding of 27.0 million.

The Company expects net cash provided by operating activities growth in the range of 10% to 12% for fiscal
2019. The Company expects capital expenditures in the range of $30.0 million to $35.0 million, which includes
approximately $15.0 million in expected leasehold improvements from multiple office relocations not expected to
repeat in the near future.

As previously announced, the Company has initiated Project Refuel, which continues to target annualized profit
improvement of approximately $8.0 million over the duration of the plan. The plan is estimated to be completed
by the first quarter of fiscal 2020, and the Company expects to incur total cumulative restructuring charges in the
range of $3.2 to $4.8 million over the same period.

The Company expects a reported GAAP effective tax rate range of 9.0% to 11.0%, and an adjusted effective tax
rate range of 8.7% to 10.7% for the full fiscal year 2019, which reflect an ongoing benefit from U.S. tax reform of
approximately 1.0 percentage point. The Company’s outlook assumes that tax benefits of approximately $4.1
million recorded in fiscal 2018 will not repeat in fiscal 2019, which unfavorably impacts the year over year tax rate
comparison by approximately 2.1 percentage points. Please refer to the schedule entitled “Effective Tax

Rate (GAAP) and Adjusted Effective Tax Rate (Non-GAAP)” in the accompanying tables to this press release.

The likelihood and potential impact of any fiscal 2019 acquisitions and divestitures, future asset impairment
charges, future foreign currency fluctuations, or further share repurchases are unknown and cannot be
reasonably estimated; therefore, they are not included in the Company’s sales and earnings outlook.

Conference Call and Webcast

The Company will conduct a teleconference in conjunction with today’s earnings release. The teleconference
begins at 9:00 a.m. Eastern Time today, Thursday, April 26, 2018. Investors and analysts interested in
participating in the call are invited to dial (888) 882-4478 approximately ten minutes prior to the start of the call.
The conference call will also be webcast live at:  http:/investor.hotus.com/ . A telephone replay of this call will be
available at 12:00 p.m. Eastern Time on April 26, 2018 until 11:59 p.m. Eastern Time on May 3, 2018 and can be
accessed by dialing (844) 512-2921 and entering replay pin number 3106767. A replay of the webcast will remain
available on the website for one year.

Non-GAAP Financial Measures

The Company reports and discusses its operating results using financial measures consistent with accounting
principles generally accepted in the United States of America (“GAAP”). To supplement its presentation, the
Company discloses certain financial measures that may be considered non-GAAP financial measures, such as
Leadership Brand net sales, adjusted operating income, adjusted operating margin, free cash flow, adjusted
effective tax rate, adjusted income, adjusted diluted earnings per share, EBITDA and adjusted EBITDA, which
are presented in accompanying tables to this press release along with a reconciliation of these financial
measures to their corresponding GAAP-based measures presented in the Company’s consolidated statements of
operations. All references to our continuing operations exclude the Nutritional Supplements segment.
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About Helen of Troy Limited

Helen of Troy Limited (NASDAQ: HELE) is a leading global consumer products company offering creative
solutions for its customers through a strong portfolio of well-recognized and widely-trusted brands, including
OXO®, Hydro Flask®, Vicks®, Braun®, Honeywell®, PUR®, and Hot Tools®. All trademarks herein belong to
Helen of Troy Limited (or its affiliates) and/or are used under license from their respective licensors.

For more information about Helen of Troy, please visit http://investor.hotus.com/

Forward Looking Statements

Certain written and oral statements made by our Company and subsidiaries of our Company may constitute
“forward-looking statements” as defined under the Private Securities Litigation Reform Act of 1995. This includes
statements made in this press release. Generally, the words “anticipates”, “believes”, “expects”, ‘plans”, “may’,
“will”, “should”, “seeks”, “estimates”, “project”, “predict”, “potential”, “continue”, “intends”, and other similar words
identify forward-looking statements. All statements that address operating results, events or developments that
we expect or anticipate will occur in the future, including statements related to sales, earnings per share results,
and statements expressing general expectations about future operating results, are forward-looking statements
and are based upon our current expectations and various assumptions. We believe there is a reasonable basis
for our expectations and assumptions, but there can be no assurance that we will realize our expectations or that
our assumptions will prove correct. Forward-looking statements are subject to risks that could cause them to
differ materially from actual results. Accordingly, we caution readers not to place undue reliance on forward-
looking statements. The forward-looking statements contained in this press release should be read in conjunction
with, and are subject to and qualified by, the risks described in the Company’s Form 10-K for the years ended
February 28, 2018 and 2017, and in our other filings with the SEC. Investors are urged to refer to the risk factors
referred to above for a description of these risks. Such risks include, among others, our ability to deliver products
to our customers in a timely manner and according to their fulfillment standards, the costs of complying with the
business demands and requirements of large sophisticated customers, our relationships with key customers and
licensors, our dependence on the strength of retail economies and vulnerabilities to any prolonged economic
downturn, our dependence on sales to several large customers and the risks associated with any loss or
substantial decline in sales to top customers, expectations regarding any proposed restructurings, our recent and
future acquisitions or divestitures, including our ability to realize anticipated cost savings, synergies and other
benefits along with our ability to effectively integrate acquired businesses or separate divested businesses,
circumstances which may contribute to future impairment of goodwill, intangible or other long-lived assets, the
retention and recruitment of key personnel, foreign currency exchange rate fluctuations, disruptions in U.S., U.K,,
Eurozone, and other international credit markets, risks associated with weather conditions, the duration and
severity of the cold and flu season and other related factors, our dependence on foreign sources of supply and
foreign manufacturing, and associated operational risks including, but not limited to, long lead times, consistent
local labor availability and capacity, and timely availability of sufficient shipping carrier capacity, labor and energy
on cost of goods sold and certain operating expenses, the geographic concentration and peak season capacity of
certain U.S. distribution facilities increases our exposure to significant shipping disruptions and added shipping
and storage costs, our projections of product demand, sales and net income are highly subjective in nature and
future sales and net income could vary in a material amount from such projections, the risks associated with the
use of trademarks licensed from and to third parties, our ability to develop and introduce a continuing stream of
new products to meet changing consumer preferences, trade barriers, exchange controls, expropriations, and
other risks associated with U.S. and foreign operations, the risks to our liquidity as a result of changes to capital
market conditions and other constraints or events that impose constraints on our cash resources and ability to
operate our business, the costs, complexity and challenges of upgrading and managing our global information
systems, the risks associated with information security breaches, the risks associated with product recalls,
product liability, other claims, and related litigation against us, the risks associated with accounting for tax
positions, tax audits and related disputes with taxing authorities, the risks of potential changes in laws in the U.S.
or abroad, including tax laws, regulations or treaties, employment and health insurance laws and regulations, and
laws relating to environmental policy, personal data, financial regulation, transportation policy
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and infrastructure policy along with the costs and complexities of compliance with such laws, and our ability to
continue to avoid classification as a controlled foreign corporation. We undertake no obligation to publicly update
or revise any forward-looking statements as a result of new information, future events or otherwise.

Investor Contact:

Helen of Troy Limited

Anne Rakunas, Director, External Communications
(915) 225-4841

ICR, Inc.
Allison Malkin, Sr. Managing Director
(203) 682-8200




HELEN OF TROY LIMITED AND SUBSIDIARIES
Consolidated Condensed Statements of Income
(Unaudited)

(in thousands, except per share data)

Sales revenue, net
Cost of goods sold
Gross profit

Selling, general, and administrative expense ("SG&A")
Asset impairment charges
Restructuring charges @

Operating income

Nonoperating income, net
Interest expense
Income before income tax

Income tax expense
Income from continuing operations

Income from discontinued operations, net of tax
Net income

Earnings per share - diluted:
Continuing operations
Discontinued operations

Total earnings per share - diluted

Weighted average shares of common stock used in
computing diluted earnings per share

Sales revenue, net
Cost of goods sold
Gross profit

Selling, general, and administrative expense ("SG&A")
Asset impairment charges
Restructuring charges @

Operating income

Nonoperating income, net
Interest expense
Income before income tax

Income tax expense
Income from continuing operations

Loss from discontinued operations, net of tax
Net income

Earnings (loss) per share - diluted:
Continuing operations
Discontinued operations

Total earnings per share - diluted

Weighted average shares of common stock used in
computing diluted earnings (loss) per share

Three Months Ended February 28,

2018 2017
390,847 100.0 % $ 347,369 100.0 %
229,549 58.7 % 202,762 58.4 %
161,298 413 % 144,607 41.6 %
117,727 30.1 % 102,607 29.5 %
11,447 2.9 % 500 0.1 %
691 0.2 % = =%
31,433 8.0 % 41,500 11.9 %
47 - % 70 - %
(2,968) (0.8)% (3,600) (1.00%
28,512 7.3 % 37,970 10.9 %
20,134 5.2 % 3.545 1.0 %
8,378 21 % 34,425 9.9 %
51,703 13.2 % 1.271 0.4 %
60,081 15.4 % $ 35,696 10.3 %
0.31 $ 1.25
1.91 0.05
2.22 $ 1.30
27,102 27,550
Fiscal Year Ended February 28,
2018 2017
1,489,747 100.0 % $ 1,406,676 100.0 %
867,646 58.2 % 824,119 58.6 %
622,101 41.8 % 582,557 41.4 %
435,735 29.2 % 409,993 291 %
15,447 1.0 % 2,900 0.2 %
1.857 0.1 % = - %
169,062 1.3 % 169,664 121 %
327 - % 414 - %
(13,951) (0.9)% (14.361) (1.00%
155,438 10.4 % 155,717 1.1 %
26,556 1.8 % 11,407 0.8 %
128,882 87 % 144,310 10.3 %
(84,436) (5.7)% (3,621) (0.3)%
44,446 3.0 % $ 140,689 10.0 %
4.73 $ 517
(3.10) (0.13)
1.63 $ 5.04
27,254 27,891




HELEN OF TROY LIMITED AND SUBSIDIARIES

Consolidated and Segment Net Sales, Operating Margin and Adjusted Operating Margin (non-GAAP) @
(Unaudited)
(in thousands)

Three Months Ended February 28,

Health &
Housewares Home Beauty Total

Fiscal 2017 sales revenue, net $ 102,826 $ 162,119 $ 82,424 $ 347,369

Core business 13,424 28,573 (2,636) 39,361

Impact of foreign currency 404 2,811 902 4,117
Change in sales revenue, net 13,828 31,384 (1,734) 43,478
Fiscal 2018 sales revenue, net $ 116,654 $ 193,503 $ 80,690 § 390,847
Total net sales revenue growth 13.4 % 19.4 % (2.1)% 12.5 %

Core business 13.1 % 17.6 % (32)% 11.3 %

Impact of foreign currency 0.4 % 1.7 % 1.1 % 1.2 %
Operating margin (GAAP)

Fourth quarter fiscal 2018 15.6 % 6.6 % 0.4 % 8.0 %

Fourth quarter fiscal 2017 20.0 % 79 % 9.8 % 11.9 %
Adjusted operating margin (non-GAAP)

Fourth quarter fiscal 2018 17.5 % 9.0 % 18.5 % 13.5 %

Fourth quarter fiscal 2017 21.4 % 10.7 % 13.6 % 14.5 %

Fiscal Year Ended February 28, 2018
Health &
Housewares Home Beauty Total

Fiscal 2017 sales revenue, net $ 418,128 $ 632,769 $ 355,779 $ 1,406,676

Core business 33,467 45,937 (7,661) 71,743

Impact of foreign currency 76 3,899 1,205 5,180

Acquisitions @ 6,148 - - 6,148
Change in sales revenue, net 39,691 49,836 (6,456) 83,071
Fiscal 2018 sales revenue, net $ 457,819 $ 682,605 $ 349,323 $ 1,489,747
Total net sales revenue growth 9.5 % 7.9 % (1.8)% 5.9 %

Core business 8.0 % 7.3 % (2.2)% 519%

Impact of foreign currency - % 0.6 % 0.3 % 0.4 %

Acquisitions 1.5 % - % - % 0.4 %
Operating margin (GAAP)

Fiscal 2018 19.5 % 9.1 % 51 % 11.3 %

Fiscal 2017 213 % 8.1 % 8.3 % 121 %
Adjusted operating margin (non-GAAP)

Fiscal 2018 213 % 11.9 % 12.8 % 15.0 %

Fiscal 2017 22.7 % 1.3 % 121 % 14.9 %

Leadership Brand Net Sales Revenue M@
(Unaudited)
(in thousands)
Three Months Ended February 28, Fiscal Year Ended February 28,
2018 2017 2018 2017

Leadership Brand sales revenue, net $ 307,958 $ 265,415 $ 1,151,128 $ 1,051,203
All other sales revenue, net 82,889 81,954 338,619 355,473

Total sales revenue, net $ 390,847 § 347,369 $ 1,489,747 $ 1,406,676
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HELEN OF TROY LIMITED AND SUBSIDIARIES

Selected Consolidated Balance Sheet, Cash Flow and Liquidity Information
(Unaudited)
(in thousands)

February 28,
2018 2017
Balance Sheet:
Cash and cash equivalents $ 20,738 $ 23,848
Receivables, net 273,168 229,416
Inventory, net 251,511 280,877
Total assets, current 555,311 546,051
Total assets 1,621,320 1,613,942
Total liabilities, current 297,089 278,154
Total long-term liabilities 309,772 498,644
Total debt 289,869 485,615
Stockholders' equity 1,014,459 1,020,766
Liquidity:
Working capital $ 258,222 % 267,897
Fiscal Year Ended February 28,
2018 2017
Cash Flow:
Depreciation and amortization $ 33,730 $ 36,175
Net cash provided by operating activities 218,609 212,491
Capital and intangible asset expenditures 13,605 15,507
Payments to acquire businesses, net of cash received - 209,267
Net debt repayments 197,000 133,200
Payments for repurchases of common stock 65,795 75,000
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SELECTED OTHER DATA

Reconciliation of Non-GAAP Financial Measures — GAAP Operating Income

Operating income as reported (GAAP)
Asset impairment charges
Restructuring charges @

Subtotal
Amortization of intangible assets
Non-cash share-based compensation

Adjusted operating income (non-GAAP)

Operating income, as reported (GAAP)
Asset impairment charges
Subtotal
Amortization of intangible assets
Non-cash share-based compensation
Adjusted operating income (non-GAAP)

Operating income, as reported (GAAP)
Asset impairment charges
Restructuring charges @

TRU bankruptcy charge @
Subtotal
Amortization of intangible assets
Non-cash share-based compensation
Adjusted operating income (non-GAAP)

Operating income, as reported (GAAP)
Asset impairment charges
Patent litigation charge
Subtotal
Amortization of intangible assets
Non-cash share-based compensation
Adjusted operating income (non-GAAP)

to Adjusted Operating Income (non-GAAP) @
(Unaudited)
(in thousands)

Three Months Ended February 28, 2018

Housewares Health & Home Beauty Total
$ 18,235 156 % $ 12,856 66% $ 342 04% $ 31,433 8.0 %
- - % - - % 11,447 142 % 11,447 2.9 %
220 0.2 % - - % 471 0.6 % 691 0.2 %
18,455 15.8 % 12,856 6.6 % 12,260 152 % 43571 111 %
608 0.5 % 2,728 1.4 % 1,320 1.6 % 4,656 1.2 %
1,321 1.1 % 1,750 0.9 % 1,364 1.7 % 4,435 1.1 %
$ 20,384 175% $ 17,334 9.0% $ 14944 185% $ 52,662 13.5%

Three Months Ended February 28, 2017

Housewares Health & Home Beauty Total
$ 20,554 200% $ 12,877 79% $ 8,069 98% $ 41500 11.9%
- - % - - % 500 0.6 % 500 0.1 %
20,554 20.0 % 12,877 7.9 % 8,569 104 % 42,000 121 %
657 0.6 % 3,037 1.9 % 1,418 1.7 % 5,112 1.5 %
842 0.8 % 1,366 0.8 % 1,212 1.5 % 3,420 1.0 %
$ 22,053 214% $ 17280 107% $ 11,199 136% $ 50532 145%

Fiscal Year Ended February 28, 2018

Housewares @ Health & Home Beauty Total
$ 89,319 195% $ 62,099 91% $ 17,644 51% $ 169,062 11.3 %
- - % - - % 15,447 4.4 % 15,447 1.0 %
220 - % - - % 1,637 2.0 % 1,857 0.5 %
956 0.2 % 2,640 0.4 % - - % 3,596 0.2 %
90,495 19.8 % 64,739 9.5 % 34,728 9.9 % 189,962 12.8 %
2,226 0.5 % 11,101 1.6 % 5,527 1.6 % 18,854 1.3 %
4,701 1.0 % 5,721 0.8 % 4,632 1.3 % 15,054 1.0 %
$ 97,422 21.3% $ 81561 119% $ 44,887 12.89% $ 223,870 15.0%

Fiscal Year Ended February 28, 2017

Housewares Health & Home Beauty Total
$ 89,020 21.330 $ 51,072 8.1 Zﬁ; $ ZSZBS(Y)% ggZo $ 16&23883 1%;2?
- - /0 - - /0 y . (] y . (]
- - % 1,468 0.2 % - - % 1,468 0.1 %
89,020 21.3 % 52,540 8.3 % 32,472 9.1 % 174,032 124 %
2,643 0.6 % 13,663 2.2 % 5,718 1.6 % 22,024 1.6 %
3,409 0.8 % 5,449 0.9 % 5,003 1.4 % 13,861 1.0 %
$ 95,072 227% $ 71652 1139% $ 43193 121 % $ 209,917 149 %
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SELECTED OTHER DATA

Reconciliation of Non-GAAP Financial Measures - EBITDA
(Earnings Before Interest, Taxes, Depreciation and Amortization) and Adjusted EBITDA by Segment

Operating income, as reported (GAAP)
Depreciation and amortization, excluding amortized interest
Nonoperating income, net
EBITDA (non-GAAP)
Add: Non-cash asset impairment charges
Restructuring charges ®
Non-cash share-based compensation
Adjusted EBITDA (non-GAAP)

Operating income, as reported (GAAP)
Depreciation and amortization, excluding amortized interest
Nonoperating income, net
EBITDA (non-GAAP)
Add: Non-cash asset impairment charges
Non-cash share-based compensation
Adjusted EBITDA (non-GAAP)

Operating income, as reported (GAAP)
Depreciation and amortization, excluding amortized interest
Nonoperating income, net
EBITDA (non-GAAP)
Add: Non-cash asset impairment charges
Restructuring charges “
TRU bankruptcy charge @
Non-cash share-based compensation
Adjusted EBITDA (non-GAAP)

Operating income, as reported (GAAP)
Depreciation and amortization, excluding amortized interest
Nonoperating income, net
EBITDA (non-GAAP)
Add: Non-cash asset impairment charges
Patent litigation charge
Non-cash share-based compensation
Adjusted EBITDA (non-GAAP)

(Unaudited)
(in thousands)

Three Months Ended February 28, 2018

Health &
Housewares Home Beauty Total
$ 18,235 $ 12,856 $ 342§ 31,433
1,643 4,198 2,745 8,586
- - 47 47
19,878 17,054 3,134 40,066
- - 11,447 11,447
220 - 471 691
1,321 1,750 1,364 4,435
$ 21419 $ 18,804 $ 16,416 $ 56,639
Three Months Ended February 28, 2017
Health &
Housewares Home Beauty Total
$ 20,554 $ 12,877 $ 8,069 $ 41,500
1,040 4,194 3,689 8,923
- - 70 70
21,594 17,071 11,828 50,493
- - 500 500
842 1,366 1,212 3,420
3 22436 $ 18,437 $ 13,540 $ 54,413
Fiscal Year Ended February 28, 2018
Health &
Housewares Home Beauty Total
$ 89,319 §$ 62,099 $ 17,644 $ 169,062
5,825 16,750 11,155 33,730
- - 327 327
95,144 78,849 29,126 203,119
- - 15,447 15,447
220 - 1,637 1,857
956 2,640 - 3,596
4,701 5,721 4,632 15,054
$ 101,021 $ 87,210 § 50,842 $ 239,073
Fiscal Year Ended February 28, 2017
Health &
Housewares Home Beauty Total
$ 89,020 $ 51,072 §$ 29572 $ 169,664
5,795 20,483 9,897 36,175
- - 414 414
94,815 71,555 39,883 206,253
- - 2,900 2,900
- 1,468 - 1,468
3,409 5,449 5,003 13,861
$ 98,224 $ 78,472 § 47786 $ 224,482
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HELEN OF TROY LIMITED AND SUBSIDIARIES

Reconciliation of GAAP Income and Diluted Earnings Per Share (“EPS”) from Continuing Operations to
Adjusted Income and Adjusted EPS from Continuing Operations (non-GAAP) ("
(Unaudited)

(dollars in thousands, except per share data)

Three Months Ended February 28, 2018

Income from Continuing Operations Diluted EPS
Before Tax Tax Net of Tax  Before Tax Tax Net of Tax
As reported (GAAP) $ 28,512 $ 20,134 $ 8,378 $ 105 $ 074 $ 0.31
Tax reform - (17,939) 17,939 - (0.66) 0.66
Asset impairment charges 11,447 1,195 10,252 0.42 0.04 0.38
Restructuring charges 691 - 691 0.03 - 0.03
Subtotal 40,650 3,390 37,260 1.50 0.13 1.37
Amortization of intangible assets 4,656 192 4,464 0.17 0.01 0.16
Non-cash share-based compensation 4,435 491 3.944 0.16 0.02 0.15
Adjusted (non-GAAP) $ 49741 $ 4073 $ 45668 $ 184 $ 015 $ 1.69
Weighted average shares of common stock used in computing diluted EPS 27,102
Three Months Ended February 28, 2017
Income from Continuing Operations Diluted EPS
Before Tax Tax Net of Tax Before Tax Tax Net of Tax
As reported (GAAP) $ 37970 $ 3,645 § 34,425 $ 138 § 013 $ 1.25
Asset impairment charges 500 60 440 0.02 - 0.02
Restructuring charges “ - - - - - -
Subtotal 38,470 3,605 34,865 1.40 0.13 1.27
Amortization of intangible assets 5,112 316 4,796 0.19 0.01 0.17
Non-cash share-based compensation 3,420 433 2987 0.12 0.02 0.1
Adjusted (non-GAAP) $ 47002 $ 4354 $ 42648 $ 171 $ 016 $ 1.55
Weighted average shares of common stock used in computing diluted EPS 27,550
Fiscal Year Ended February 28, 2018
Income from Continuing Operations Diluted EPS
Before Tax Tax Net of Tax  Before Tax Tax Net of Tax
As reported (GAAP) $ 155438 $ 26,556 $ 128,882 $ 570 $ 097 $ 4.73
Tax reform - (17,939) 17,939 - (0.66) 0.66
Asset impairment charges 15,447 1,613 13,834 0.57 0.06 0.51
Restructuring charges “ 1,857 69 1,788 0.07 - 0.07
TRU bankruptcy charge 3.596 204 3.392 0.13 0.01 0.12
Subtotal 176,338 10,503 165,835 6.47 0.39 6.08
Amortization of intangible assets 18,854 850 18,004 0.69 0.03 0.66
Non-cash share-based compensation 15,054 1,669 13,385 0.55 0.06 0.49
Adjusted (non-GAAP) $ 210,246 $ 13,022 $ 197.224 $ 7711 $ 048 $ 7.24
Weighted average shares of common stock used in computing diluted EPS 27,254
Fiscal Year Ended February 28, 2017
Income from Continuing Operations Diluted EPS
Before Tax Tax Net of Tax  Before Tax Tax Net of Tax
As reported (GAAP) $ 155,717 $ 11,407 $ 144310 $ 558 $ 041 $ 517
Asset impairment charges 2,900 354 2,546 0.10 0.01 0.09
Patent litigation charge 1.468 4 1.464 0.05 - 0.05
Subtotal 160,085 11,765 148,320 5.74 0.42 5.32
Amortization of intangible assets 22,024 1,538 20,486 0.79 0.06 0.73
Non-cash share-based compensation 13,861 1.762 12,099 0.50 0.06 0.44
Adjusted (non-GAAP) $ 195970 $ 15,065 $ 180,905 $ 7.03 $ 054 $ 6.49
Weighted average shares of common stock used in computing diluted EPS 27,891
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HELEN OF TROY LIMITED AND SUBSIDIARIES

Consolidated Condensed Statements of Income and Reconciliation of Non-GAAP Financial Measures —
Adjusted Operating Income, Adjusted Diluted Earnings Per Share (“EPS”) from Continuing Operations ("

Sales revenue, net
Cost of goods sold
Gross profit

SG&A

Asset impairment charges
Restructuring charges
Operating income

Nonoperating income, net
Interest expense
Income before income tax

Income tax expense

Income from continuing operations
Diluted EPS from continuing operations

Weighted average shares of common stock used in computing

diluted EPS

Sales revenue, net
Cost of goods sold
Gross profit

SG&A

Asset impairment charges
Operating income

Nonoperating income, net
Interest expense
Income before income tax

Income tax expense

Income from continuing operations
Diluted EPS from continuing operations

Weighted average shares of common stock used in computing

diluted EPS

(Unaudited)
(in thousands, except per share data)

Three Months Ended February 28,

15

2018
As Reported Adjusted
(GAAP) Adjustments (Non-GAAP)
$ 390,847 100.0% $ - $ 390,847 100.0 %
229,549 58.7 % - 229,549 58.7 %
161,298 41.3 % - 161,298 41.3 %
117,727 30.1 % (4,656)® 108,636 27.8 %
(4,435)®
11,447 2.9 % (11,447) - - %
691 0.2 % (691)@ - - %
31,433 8.0 % 21,229 52,662 13.5%
47 - % - 47 - %
(2,968) (0.8)% - (2,968) (0.8)%
28,512 7.3 % 21,229 49,741 12.7 %
20,134 5.2 % (16,061) 4,073 1.0 %
8,378 2.1 % 37,290 45,668 11.7 %
$ 0.31 $ 138 $ 1.69
27,102 27,102
Three Months Ended February 28,
2017
As Reported Adjusted
(GAAP) Adjustments (Non-GAAP)
$ 347,369 1000% $ - 3 347,369 100.0 %
202,762 58.4 % - 202,762 58.4 %
144,607 41.6 % - 144,607 41.6 %
102,607 29.5 % (5,112)® 94,075 271 %
(3,420)®
500 0.1 % (500) - - %
41,500 11.9 % 9,032 50,532 14.5 %
70 - % - 70 - %
(3,600) (1.0)% - (3,600) (1.0)%
37,970 10.9 % 9,032 47,002 13.5 %
3,545 1.0 % 809 4,354 1.3 %
34,425 9.9 % 8,223 42,648 12.3 %
$ 1.25 $ 030 $ 1.55
27,550 27,550




HELEN OF TROY LIMITED AND SUBSIDIARIES
Consolidated Condensed Statements of Income, and Reconciliation of Non-GAAP Financial Measures —
Adjusted Operating Income, Adjusted Diluted Earnings Per Share (“EPS”) from Continuing Operations
(Unaudited)
(in thousands, except per share data)

Fiscal Year Ended February 28,

2018
As Reported Adjusted
(GAAP) Adjustments (Non-GAAP)
Sales revenue, net $ 1,489,747 1000 % $ - $ 1,489,747 100.0 %
Cost of goods sold 867,646 58.2 % - 867,646 58.2 %
Gross profit 622,101 41.8 % - 622,101 41.8 %
SG&A 435,735 29.2 % (3,596)" 398,231 26.7 %
(18,854)®
(15,054)®
Asset impairment charges 15,447 1.0 % (15,447) - -%
Restructuring charges 1,857 0.1 % (1,857)® - - %
Operating income 169,062 11.3 % 54,808 223,870 15.0 %
Nonoperating income, net 327 - % - 327 - %
Interest expense (13,951) (0.9)% - (13,951) (0.9%
Income before income taxes 155,438 10.4 % 54,808 210,246 141 %
Income tax expense 26,556 1.8 % (13,534) 13,022 0.9 %
Income from continuing operations 128,882 8.7 % 68,342 197,224 13.2 %
Diluted EPS from continuing operations $ 4.73 $ 251 % 7.24
Weighted average shares of common stock used in computing
diluted EPS 27,254 27,254
Fiscal Year Ended February 28,
2017
As Reported Adjusted
(GAAP) Adjustments (Non-GAAP)
Sales revenue, net $ 1,406,676 100.0 % $ - $ 1,406,676 100.0 %
Cost of goods sold 824,119 58.6 % - 824,119 58.6 %
Gross profit 582,557 41.4 % - 582,557 41.4 %
SG&A 409,993 291 % (1,468)® 372,640 26.5 %
(22,024)®
(13,861)®
Asset impairment charges 2,900 0.2 % (2,900) - - %
Restructuring charges - - % - - - %
Operating income 169,664 121 % 40,253 209,917 14.9 %
Nonoperating income, net 414 - % - 414 - %
Interest expense (14,361) (1.0)% - (14,361) (1.0)%
Income before income taxes 155,717 1.1 % 40,253 195,970 13.9 %
Income tax expense 11,407 0.8 % 3,658 15,065 1.1 %
Income from continuing operations 144,310 10.3 % 36,595 180,905 12.9 %
Diluted EPS from continuing operations $ 5.17 $ 131§ 6.49
Weighted average shares of common stock used in computing
diluted EPS 27,891 27,891
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HELEN OF TROY LIMITED AND SUBSIDIARIES

Fiscal 2019 Outlook for Net Sales Revenue After Adoption of Revenue Recognition Standard
(Unaudited)
(in thousands)

Fiscal 2018 Outlook Fiscal 2019
Net sales revenue prior to adoption $ 1,489,747 $ 1,498,000 - $ 1,523,000
Reclassification of expense from SG&A to net sales revenue (10,901) (13,000) - (13,000)
Expected net sales revenue after adoption $ 1478846 § 1,485,000 - $ 1,510,000
Fiscal 2019 net sales revenue growth after adoption' 0.4% - 2.1%

Reconciliation of Fiscal 2019 Outlook for GAAP Diluted Earnings Per Share (“EPS”) from Continuing
Operations to Adjusted Diluted EPS from Continuing Operations (non-GAAP) ™

(Unaudited)
Outlook Fiscal 2019
Diluted EPS from continuing operations, as reported (GAAP) $ 6.30 - % 6.50
Amortization of intangible assets, net of tax 0.50 - 0.50
Non-cash share-based compensation, net of tax 0.50 - 0.55
Adjusted EPS from continuing operations (non-GAAP) $ 730 - $ 7.55
Effective Tax Rate (GAAP) and Adjusted Effective Tax Rate (Non-GAAP) ™
(Unaudited)
Outlook Fiscal 2019

Effective tax rate, as reported (GAAP) 9.0 % - 11.0 %
Amortization of intangible assets (0.5)% - (0.5)%
Non-cash share based compensation 02% - 0.2 %
Adjusted effective tax rate 8.7 % - 10.7 %

17




SELECTED OTHER DATA
Reconciliation of GAAP Diluted Earnings Per Share (“EPS”) to Adjusted Diluted EPS (non-GAAP) ®

(Unaudited)
Fiscal Years Ended the Last Day of February

(in thousands, except per share data) 2014 2015 2016 2017 2018
Diluted EPS as reported (GAAP) $ 266 $ 436 $ 323 $ 517 $ 473
Tax reform - - - - 0.66
Asset impairment charges, net of tax 0.37 0.28 0.18 0.09 0.51
Restructuring charges, net of tax - - - - 0.07
TRU bankruptcy charges, net of tax - - - - 0.12
CEO succession costs, net of tax 0.51 - 0.14 - -
Acquisition-related expenses, net of tax - - 0.02 - -
Venezuela re-measurement related charges, net of tax - - 0.65 - -
Patent litigation charge, net of tax - - 0.62 0.05 -
Subtotal $ 354 % 464 $ 485 $ 532 $ 6.08
Amortization of intangible assets, net of tax 0.64 0.70 0.71 0.73 0.66
Non-cash share-based compensation, net of tax 0.32 0.16 0.22 0.44 0.49
Adjusted diluted EPS (non-GAAP) $ 450 $ 550 $ 578 $ 649 §$ 7.24
Weighted average shares of common stock used in computing diluted EPS: 32,344 29,035 28,749 27,891 27,254

SELECTED OTHER DATA
Reconciliation of Net Cash Provided by Operating Activities (GAAP) to Free Cash Flow (non-GAAP) ®
(Unaudited)
(in thousands)

Fiscal Years Ended the Last Day of February

(in thousands, except per share data) 2014 2015 2016 2017 2018

Net cash provided by operating activities (GAAP) $154,165 $171,742 $170,263 $212,491 $218,609
Less: Capital and intangible asset expenditure (40,463) (5,908) (16,676) (15,507) (13,605)
Free cash flow (non-GAAP) $113,702 $165,834 $153,587 $ 196,984 $ 205,004
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HELEN OF TROY LIMITED AND SUBSIDIARIES
Notes to Press Release

(1) This press release contains non-GAAP financial measures. Leadership Brand net sales revenue, adjusted operating income, adjusted
operating margin, free cash flow, adjusted effective tax rate, adjusted income, adjusted diluted earnings per share, EBITDA, and
adjusted EBITDA (“Non-GAAP measures”) that are discussed in the accompanying press release or in the preceding tables may be
considered non-GAAP financial information as contemplated by SEC Regulation G, Rule 100. Accordingly, we are providing the
preceding tables that reconcile these measures to their corresponding GAAP-based measures presented in our Consolidated
Statements of Income and our Consolidated Statements of Cash Flows in the accompanying tables to the press release. The Company
believes that these non-GAAP measures provide useful information to management and investors regarding financial and business
trends relating to its financial condition and results of operations. We believe that these non-GAAP financial measures, in combination
with the Company’s financial results calculated in accordance with GAAP, provide investors with additional perspective regarding the
impact of such charges on net income and earnings per share. We also believe that these non-GAAP measures facilitate a more direct
comparison of the Company’s performance with its competitors. We further believe that including the excluded charges would not
accurately reflect the underlying performance of the Company’s continuing operations for the period in which the charges are incurred,
even though such charges may be incurred and reflected in the Company’s GAAP financial results in the near future. Additionally, the
non-GAAP financial measures are used by management for measuring and evaluating the Company’s performance. The Company
further believes that the items excluded from certain non-GAAP measures do not accurately reflect the underlying performance of its
continuing operations for the periods in which they are incurred, even though some of these excluded items may be incurred and
reflected in the Company’s GAAP financial results in the foreseeable future. The material limitation associated with the use of the non-
GAAP financial measures is that the non-GAAP measures do not reflect the full economic impact of the Company’s activities. These
non-GAAP measures are not prepared in accordance with GAAP, are not an alternative to GAAP financial information, and may be
calculated differently than non-GAAP financial information disclosed by other companies. Accordingly, undue reliance should not be
placed on non-GAAP information.

(2) Leadership Brand net sales consists of revenue from the OXO, Honeywell, Braun, PUR, Hydro Flask, Vicks, and Hot Tools brands.

(3) The Housewares segment includes approximately one-half month of incremental operating results from Hydro Flask, which was acquired
on March 18, 2016.

(4) Charges incurred in conjunction with the Company’s restructuring plan (Project Refuel) for the three- and twelve -months ended
February 28, 2018, with no comparable charges in the same periods last year.

(5) Amortization of intangible assets.
(6) Non-cash share-based compensation.
(7) Charge related to the bankruptcy of Toys “R” Us, Inc. (TRU), with no comparable charges in the same period last year.

(8) Patent litigation charge.
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Corporate Participants

Jack Jancin — Senior Vice President-Corporate Business Development, Helen of Troy Ltd.
Julien R. Mininberg — Chief Executive Officer & Director, Helen of Troy Ltd.
Brian L. Grass — Chief Financial Officer, Helen of Troy Ltd.

Other Participants

Frank Camma — Analyst, Sidoti & Co. LLC

Lee Jagoda — Analyst, CJS Securities, Inc.

Christopher M. Carey — Analyst, Bank of America Merrill Lynch
Linda Bolton Weiser — Analyst, D. A. Davidson & Co.

Steven L. Marotta — Analyst, C.L. King & Associates, Inc.

MANAGEMENT DISCUSSION SECTION

Operator: Good day, and welcome to the Helen of Troy Limited Fourth Quarter 2018 Earnings Call. Today’s
conference is being recorded. At this time, I'd like to turn the conference over to Jack Jancin, Senior Vice
President, Corporate Business Development. Please go ahead.

Jack Jancin, Senior Vice President-Corporate Business Development, Helen of Troy Ltd.

Thank you, operator. Good morning, everyone, and welcome to Helen of Troy’s fourth quarter fiscal 2018 earnings
conference call. The agenda for the call this morning is as follows: I'll begin with a brief discussion of forward-
looking statements; Mr. Julien Mininberg, the Company’s CEO, will comment on the financial performance of the
quarter and accomplishments of the year, and then outline areas of focus for fiscal 2019; then, Mr. Brian Grass,
the Company’s CFO, will review the financials in more detail and comment on the Company’s outlook for fiscal
2019. Following this, Mr. Mininberg and Mr. Grass will take questions you have for us today.

This conference call may contain certain forward-looking statements that are based on management’s current
expectation with respect to future events or financial performance. Generally, the words anticipates, believes,
expects and other similar words are words identifying forward-looking statements. Forward-looking statements are
subject to a number of risks and uncertainties that could cause anticipated results to differ materially from actual
results.

This conference call may also include information that may be considered non-GAAP financial information. These
non-GAAP measures are not an alternative to GAAP financial information and may be calculated differently than
the non-GAAP financial information disclosed by other companies. The Company cautions listeners not to place
undue reliance on forward-looking statements or non-GAAP information.

Before | turn the call over to Mr. Mininberg, I'd like to inform all interested parties that a copy of today’s earnings
release has been posted to the Company’s website at www.hotus.com. The earnings release contains tables that
reconcile non-GAAP financial measures to their corresponding GAAP-based measures. The release can be
obtained by selecting the Investor Relations tab on the Company’s homepage and then the News tab.

| will now turn the conference call over to Mr. Mininberg.




Julien R. Mininberg, Chief Executive Officer & Director, Helen of Troy Ltd.

Thanks, Jack, and good morning, everyone. Thanks for joining us today. Welcome to our call. I'm pleased to report
that our continued execution against our clear and focused transformation plan enabled us to deliver a strong
fourth quarter and another successful year at Helen of Troy.

Before continuing, I'd like to point out that I'll be focusing my remarks on our results from continuing operations. As
announced in December 2017, we completed the divestiture of Healthy Directions early in our fiscal fourth quarter.
This is in line with our strategy of focusing our resources on our Leadership Brands which comprise the majority of
our revenue and an even higher proportion of our operating profit.

We finished fiscal year 2018 strong. We delivered fourth quarter results above our expectations. During the
quarter, net sales from continuing operations grew 12.5% and adjusted diluted earnings per share rose 9% to
$1.69. Our performance was supported by an especially severe cough, cold and flu season, strength in
Housewares and a better than expected performance in Beauty.

Customer replenishment was healthy following the strong sell-through of our products during the holiday season.

For the full year, we achieved consolidated sales growth of 5.9% and core sales growth of 5.1%. We delivered
adjusted diluted earnings per share growth of 11.6% and expanded our adjusted operating margin, while
simultaneously investing in our Shared Services, our core business and the caliber of our organization.

We reaccelerated core sales growth in fiscal 2018 well beyond the cough, cold and flu strength. Growth was strong
across our diversified portfolio reflecting disciplined strategic investment in our Leadership Brands, digital
marketing and e-commerce. These results reflect the strength of the transformation plan we put in place in fiscal
2015 to unlock additional shareholder value.

As many of you are aware, this plan focuses on seven strategies, which are investing in our core, strategic
disciplined M&A, consumer-centric innovation, upgrading our organization and people systems, creating best-in-
class shared services, attacking waste, becoming more asset efficient and also more shareholder friendly. | am
proud of our outstanding employees all around the world who have worked tirelessly to execute this plan and
generate such strong results over the four years.

Our measures of success include growing our net sales at a 3.1% compound annual rate driven by focusing on our
Leadership Brands and e-commerce. Our adjusted diluted EPS CAGR was 12.6%. Our gross margin expanded by
2.6 percentage points providing fuel to make prudent incremental investments. Adjusted operating margin has
expanded by 1.1 percentage points. Our free cash flow CAGR was 15.9% during those four years which allowed
us to add new businesses to our portfolio via acquisition and pay down debt. Our strong cash flow also allowed us
to opportunistically return capital to shareholders.

Over the past four years, we’ve bought back approximately 7 million shares, acting when we felt our share price
was undervalued. Reflecting on the matter valuation, we believe that objective measures such as enterprise value
to free cash flow and enterprise value to adjusted earnings per share can provide a fair indication of our
Company’s intrinsic value. For perspective, our free cash flow yield is currently 8.9%.

Finally, while not a strict financial measure, perhaps our most important achievement over the past four years has
been the benefits generated by meaningful investments in our Shared Services capabilities, people systems and
upgrading the caliber of our organization. These, together with significant improvements to our culture are
producing new levels of efficiency and excellence that we believe will power us in fiscal 2019 and well into the
future.

Now turning to fiscal 2018, our Leadership Brand portfolio represents more than 77% of total sales from continuing
operations for fiscal 2018. Each grew faster than our 2% to 3% core revenue objective and most grew share for
those that we track. As a group, they grew 16% in the fourth quarter and 9.5% for the full fiscal year 2018. These
brands have the greatest potential to win as we dig deep for consumer-centric




insights that lead to superior branding through design, innovation, digital marketing and e-commerce. These
assets generally have number one or number two positions in their categories and are among the highest volume,
highest margin and most efficient businesses in our portfolio.

During Q4 and for the full fiscal year 2018, we made further progress in our online sales and our digital marketing
efforts. We continue sharpening our strong focus on winning with consumers in their preferred shopping habits and
channels. Online sales accounted for over 15% of Company net sales for full fiscal year 2018 and over 14% for the
fourth quarter, representing year-over-year increases of 32.5% and 28%, respectively.

Our e-commerce growth spans across key customers, distributors and our own websites. Amazon continues to
grow and is our number two customer, accounting for approximately 13% of sales during the fiscal year after the
sale of Healthy Directions.

Digital marketing remains a major focus company-wide. In fact, of the planned 14% to 18% incremental spending
behind our brands for fiscal 2019, a significant amount is going to digital on our Leadership Brands. We are also
making further investments in our digital marketing capabilities as we continue to make significant strides nearly
every day to keep our brands in the hearts, minds and the checkout carts of consumers around the world.

Our approach was validated as the NPD Group Home Division presented its fifth annual industry awards during
last month’s International Home and Housewares Show in Chicago. Our Housewares Segment earned three
awards for being the top grower in online market share for calendar year 2017. Two were awarded for OXO for
gadgets and for food storage and one to Hydro Flask for portable beverageware.

Turning now to our business segments. Overall, each of our three segments exceeded our expectations in the
fourth quarter, rounding out a very good year for Helen of Troy. In Health & Home, our largest and most global
business, we continue to make positive gains domestically, internationally, online and in-store. Its sales
performance in the fourth quarter was the strongest in recent years, up 19.4%, bringing the Segment’s growth to
7.9% year-over-year. Building further on the margin improvement in this Segment over the past several years,
fiscal 2018 added 0.6 percentage points in adjusted operating margin.

In the fourth quarter, Health & Home revenue benefited from sales of thermometers and humidifiers, which
correlate closely to the severity of the cold and flu season, especially the incidence of fever, cough and congestion.

Sales of Honeywell fans, heaters and air purifiers similarly correlate to adverse environmental conditions, like the
forest fires on the West Coast and the extraordinary cold spells this past winter. These adverse conditions across
multiple categories, which came primarily in January and February, represented a marked change to the more
normal start of the season we saw in the fall.

Sales gains were achieved even amidst retail partners’ ongoing efforts to streamline inventory, while serving
consumers and their families at a time when need for quality products was above normal.

The Housewares Segment delivered an impressive fourth quarter, with sales up 13.4%, beating our expectations.
Housewares grew 9.5% for the full fiscal year, as both OXO and Hydro Flask finished strong and posted healthy
growth for the full year. Our execution and business fundamentals remain healthy, and we are winning with
consumers and customers domestically, internationally, online, and in brick-and-mortar. Our investments in
innovation, new distribution, marketing and e-commerce are working and providing good returns.

Sales were underpinned by healthy replenishment after the holiday season at key customers. On a full-year basis,
adjusted operating margins of 21.3% were also healthy. We did see some pressure on margins from additional
promotional activity, new channels of distribution, and continued investments behind new content for these
Leadership Brands on the marketing side, particularly online where consumers increasingly research, compare
and buy.




OXO had an excellent quarter, rounding out its solid performance for fiscal 2018 both domestically and overseas.
Hydro Flask sell-through rates continue to be solid and the brand continued to add share to its already market-
leading position. This is according to syndicated data as it delivered excellent sales growth for the quarter and our
full fiscal year. Our inventory remains in a healthy position across the business with customer order replenishment
pacing largely in line with sell-through after the holiday season.

In February, we began shipping our 2018 spring collection including new colors for Hydro Flask, the new QOasis line
of highly stylish and functional large personal and family beverage containers, and Hydro Flask Accessories,
including our new bottle slings. Customer reaction has been very positive, and we are strongly supporting the
launches with digital and in-store marketing to consumers.

Beauty, I'm pleased to report, continued to improve even in a relatively weak market for our categories. Stabilizing
and subsequently growing this business is an important priority for Helen of Troy. Our improving products,
branding, e-commerce, execution and consumer-focused communications are delivering better results.

Revenue during the fourth quarter was modestly down by 2.1%, better than we expected as sell-through and
replenishment orders following the healthy holiday season came in. Progress was also made on adjusting
operating margins in the quarter. For the full fiscal year, the Segment declined by 1.8%, also ahead of
expectations, as retail and professional appliance growth nearly offset the decline in personal care.

In appliances, point of sale activity in both the professional and retail businesses continue to be encouraging.
Syndicated data shows that during the latest 52-week period, we grew our share in the U.S. retail appliances.
We're pleased that Helen of Troy continues to improve its number two domestic position. Nevertheless, we
recognize that there are still challenges and much work ahead in order to earn the consistently positive results we
believe will make Beauty the stable performer we seek for our portfolio.

Our Beauty Segment, through Project Refuel, is also addressing its cost base to better invest in sales and
earnings growth and improve its trajectory. Additionally, we are refining our strategies and continuing to upgrade
talent and skills as we increasingly focus more effort on digital, e-commerce and innovation.

Turning to some highlights from our operations, our Shared Services continue to make strides through new
technologies and business practices to further improve speed and service while lowering costs. These have been
a key driver of margin improvement and prepare us well to support further expansion of our core business, as well
as make further acquisitions. Our business segments are increasingly integrated into our Shared Services base,
which helps us further leverage scale and ensure best practices are in place all across the Company. At this point
in our transformation, doing so is not only strategic, it is cultural. In fiscal 2018, all of this helped us reduce
inventory by a further 10.5%, even as we grew revenues, now reaching three turns in fiscal 2018, an important
milestone as we make further progress on asset efficiency.

As reflected in our outlook for fiscal 2019, our work in Shared Services is also helping us mitigate rising commodity
and transportation costs and fund the further investments needed to keep our Leadership Brands growing in the
rapidly changing and highly challenging retail environment.

In closing, let me reiterate our confidence in our business, organization, and our ability to succeed, compete and
win. This confidence comes from what we achieved over the past four years and from the very strong year we just
delivered in fiscal 2018. It is also reflected in our fiscal 2019 outlook where we expect to grow both our top and
bottom line over the strong base of fiscal 2018 and invest further for the long-term. I'm pleased that we expect to
grow over the particularly tough compares we will face in Health & Home and Housewares. And in Beauty, we are
working very hard to improve our trend line.

We continue to be relentless in our focus on executing against the choices in our transformation plan. With our
favorable leverage, we are in a good position to continue to deploy capital towards accretive acquisitions and
potential further opportunistic share repurchases. We are also focused on further




improving inventory management and other efficiencies to accelerate cash flow. We are even more excited about
the longer-term opportunities we see ahead.

And with that, | will now turn the call over to Brian.

Brian L. Grass, Chief Financial Officer, Helen of Troy Ltd.

Thank you, Julien, and good morning, everyone. Before discussing the quarter in more detail, I'd like to remind
everyone that upon the divestiture of Healthy Directions in December 2017, we no longer consolidate the
Nutritional Supplements Segment’s operating results. The Nutritional Supplements Segment’s operating results
are classified as discontinued operations for all periods presented, and my comments today will be regarding our
results from continuing operations unless otherwise indicated.

Now, turning to a review of the quarter, consolidated sales revenue was $390.8 million, a 12.5% increase over the
prior-year period, driven by an increase in our core business of 11.3% and a 1.2% benefit from foreign

currency. Core business revenue growth was driven by the contribution from new product introductions, online
customer growth, incremental distribution and growth in international. Sales growth in the online channel continued
to be strong and increased approximately 28% for the quarter and comprised approximately 15% of our
consolidated net sales for fiscal 2018.

I'd like to point out these percentages are calculated from continuing operations in both periods. With the
divestiture of Healthy Directions, our online growth rates have increased while our online percentage of total sales
have slightly declined from previous disclosures.

Contributing to the consolidated net sales growth was an increase from our Leadership Brands of 16%. Our
Leadership Brands represented almost 79% of our consolidated net sales for the quarter, compared to
approximately 76% on a continuing operations basis for the same period last year.

Housewares core net sales increased 13.1%, driven by an increase in online channel sales, incremental
distribution with existing customers, expanded domestic distribution, international growth and new product
introductions for both Hydro Flask and OXO brands, partially offset by the unfavorable comparative impact of
strong sales into the club channel in the same period last year.

Housewares core net sales increased 13.1% driven by an increase in online channel sales, incremental
distribution with existing customers, expanded domestic distribution, international growth and new product
introductions for both Hydro Flask and OXO brands, partially offset by the unfavorable comparative impact of
strong sales into the club channel in the same period last year. Segment net sales also benefited from the
favorable impact of net foreign currency fluctuations of approximately $0.4 million, or 0.4%.

Health & Home net sales increased 19.4% reflecting growth in the online channel, expanded international
distribution and incremental distribution with existing customers. Sales were favorably impacted by unseasonably
cold fall and winter weather and significantly higher cough/cold/flu incidence compared to the same period last
year. Segment net sales also benefited from the favorable impact of net foreign currency fluctuations of
approximately $2.8 million, or 1.7%.

Beauty net sales decreased 2.1%, primarily reflecting the decline in brick-and-mortar, partially offset by growth in
the online channel. Segment net sales benefited from the favorable impact of foreign currency fluctuations of
approximately $0.9 million or 1.1%.

Consolidated gross profit margin was 41.3% compared to 41.6% for the same period last year. The 0.3 percentage
point decrease is primarily due to an increase in promotional programs and the unfavorable margin impact of a
higher mix of sales into the discount channel. This was partially offset by favorable product mix, growth in the
Company'’s Leadership Brands and the favorable impact from foreign currency fluctuations.

SG&A was 30.1% of net sales compared to 29.5% for the same period last year. The 0.6 percentage point
increase is primarily due to higher incentive compensation expense, the unfavorable comparative impact




of foreign currency exchange and forward contract settlements and higher advertising and new product
development expense. These factors were partially offset by improved distribution efficiency, lower outbound
freight costs and the impact that higher overall net sales had on operating leverage.

Operating income was $31.4 million or 8% of net sales, which includes asset impairment and restructuring charges
totaling $12.1 million, compared to operating income of $41.5 million or 11.9% of net sales in the same period last
year, which includes asset impairment charges of $0.5 million. Collectively, these items unfavorably impacted the
year-over-year comparison of operating margin by 3 percentage points.

Adjusted operating income was $52.7 million or 13.5% of net sales compared to $50.5 million or 14.5% of net
sales. The 1 percentage point decrease in adjusted operating margin primarily reflects the decline in gross profit
margin, higher incentive compensation expense, the unfavorable comparative impact of foreign currency exchange
and forward contract settlements, and higher advertising and new product development expense. These
decreases were partially offset by a higher mix of Leadership Brands’ sales at higher operating margin, improved
distribution efficiency, lower outbound freight costs and the impact that higher overall net sales had on operating
leverage.

Turning now to adjusted operating margin by segment. Housewares adjusted operating margin was 17.5%
compared to 21.4% in the same period last year. The 3.9 percentage point decrease was primarily due to an
increase in promotional programs, higher sales into the discount channel, increased marketing and new product
development expense and higher personnel costs. This was partially offset by a higher mix of Hydro Flask sales,
lower incentive compensation expense and the favorable impact of increased operating leverage from net sales
growth. We invested into the strength of the fourth quarter and believe that the fiscal year adjusted operating
margin performance is more reflective of this Segment’s ongoing profitability.

Health & Home adjusted operating margin was 9% compared to 10.7%. The 1.7 percentage point decrease
primarily reflects higher advertising expense resulting from a shift in the timing of spend from the third quarter to
the fourth quarter, higher incentive compensation expense, an increase in product liability expense and the
unfavorable comparative impact of foreign currency exchange and forward contract settlements. These factors
were partially offset by improved distribution efficiency, lower outbound freight cost, increased operating leverage
from net sales growth and the favorable impact of net foreign currency fluctuations on net sales. We believe the
adjusted operating margin performance for the fiscal year is more reflective of this Segment’s ongoing profitability.
We also believe the Segment has further long-term adjusted operating margin expansion potential.

Beauty adjusted operating margin increased 4.9 percentage points to 18.5%, reflecting the favorable margin mix,
lower media advertising expense and cost savings from our restructuring plan, Project Refuel. The improvement
was partially offset by the net sales decline and its unfavorable impact on operating leverage. Income tax expense
as a percentage of pre-tax income was 70.6% compared to income tax expense of 9.3% for the same period last
year, primarily due to a one-time provisional charge of $17.9 million related to recently passed U.S. tax reform.
This increased our effective tax rate by 62.9 percentage points. On an ongoing basis, we expect the impact of tax
reform to have a net benefit to our effective tax rate of approximately 1 percentage point.

Income from continuing operations was $8.4 million or $0.31 per diluted share, which includes impairment,
restructuring and one-time tax reform charges, totaling $28.9 million or $1.07 per diluted share. Income from
continuing operations in the prior year was $34.4 million or $1.25 per diluted share and included after-tax
impairment charges of $0.4 million or $0.02 per share.

Adjusted income from continuing operations was $45.7 million or $1.69 per diluted share compared to $42.7
million or $1.55 per diluted share. The 8.4% increase in adjusted diluted EPS from continuing operations primarily
reflects the impact of higher adjusted operating income, lower interest expense and lower weighted average
diluted shares outstanding.

Now moving on to our financial position, receivable days outstanding increased to 61.3 days, compared to 60.4
days in the same period last year, reflecting strong sales growth at the end of the quarter. Inventory




was $251.5 million, representing a 10.5% decline year-over-year. Inventory turnover improved to 3 times
compared to 2.8 times in the prior year period.

Total short- and long-term debt decreased $195.7 million to $289.9 million compared to $485.6 million at the end
of the fourth quarter last year. We ended the fourth quarter with a leverage ratio of 1.3 times compared to 2.1 times
at the end of the fourth quarter last year. During the fourth quarter, we repurchased approximately 409,000 shares
of our common stock for approximately $36.9 million. For the fiscal year, we paid down $197 million of debt and
repurchased over $65 million of our common stock.

Reflecting on the fiscal year, I'm proud of what we accomplished in fiscal 2018 and I'm excited about our
positioning for the future. We were able to drive strong organic growth, expand adjusted operating margin and
grow adjusted EPS by 11.6% while making incremental growth investments in our strongest assets.

We invested into the strength of the fourth quarter which we believe sets us up well for fiscal 2019. We continue to
improve our already peer-leading free cash flow through disciplined receivables management and what we believe
is becoming a best-in-class supply chain. Through the divestiture of the Healthy Directions business and strong
earnings growth, we improved our return on invested capital in fiscal 2018 and are positioned for continued
improvement in fiscal 2019.

We are also streamlining key pieces of our organization to make them better integrated, more effective and more
efficient. We've created several Shared Services functions we believe are becoming best-in-class that we can
further leverage through acquisition and organic growth, all of this while navigating the rapidly evolving retail
environment.

Turning now to our outlook. Please note that we have provided a reconciliation of fiscal 2019 projected GAAP
diluted EPS to non-GAAP adjusted diluted EPS in our earnings release issued this morning. Also note that the
Company will be adopting the new Revenue Recognition Standard in the first quarter of fiscal 2019. We expect the
adoption of the standard to result in the reclassification of certain expenses from SG&A to a reduction of net sales
revenue of approximately 1% in fiscal 2019, with conforming reclassifications in fiscal 2018. We expect the impact
to result in reductions to net sales of approximately $13 million and $11 million in fiscal 2019 and 2018,
respectively, with corresponding reductions to SG&A expense in each period. Please see the table entitled “Fiscal
Year 2019 Outlook for Net Sales Revenue After Adoption of the Revenue Recognition Standard” in the
accompanying tables to the press release.

For fiscal 2019, we expect consolidated net sales revenue in the range of $1.485 billion to $1.51 billion which
implies consolidated sales growth of 0.4 to 2.1% including the impact from the Revenue Recognition Standard in
both periods and also implies the two-year CAGR in line with our long-term organic growth expectations.

Our net sales outlook assumes the severity of the upcoming cough/cold/flu season will be in line with historical
averages, which unfavorably impacts the comparison to fiscal 2018 by 1.1%. Our net sales outlook also assumes
that March 2018 foreign currency exchange rates will remain constant for the remainder of the fiscal year. By
segment, we expect Housewares net sales growth in the mid-single digits, Health & Home net sales growth in the
low-single digits with an unfavorable impact of approximately 2.5% from the average cough/cold/flu assumption,
and Beauty net sales decline in the low- to mid-single digits.

We expect consolidated GAAP diluted EPS from continuing operations of $6.30 to $6.50 and adjusted diluted EPS
from continuing operations in the range of $7.30 to $7.55 based on estimated weighted average diluted shares
outstanding of 27 million.

Our outlook excludes any non-cash asset impairment charges, restructuring charges, share-based compensation
expense and intangible asset amortization expense. The year-over-year comparison of adjusted diluted EPS is
impacted by an expected increase in growth investments in support of the Company’s Leadership Brands of 14%
to 18% in fiscal 2019, any impact of expected commodity and freight inflation on our cost of goods sold and SG&A.




The year-over-year comparison is also unfavorably impacted by approximately $0.12 to $0.14 from the average
cough/cold/flu assumption and approximately $0.15 from fiscal 2018 tax benefits that aren’t expected to repeat in
fiscal 2019. Our outlook for adjusted diluted EPS implies a growth rate range of 0.8% to 4.3%, which includes a
combined drag of 3.9% from the average cough/cold/flu assumption and the unfavorable tax comparison.

Our outlook for diluted EPS from continuing operations assumes that March 2018 foreign currency exchange rates
will remain constant for the remainder of the fiscal year. We expect cash flow from operations growth in the range
of 10% to 12% for fiscal 2019. We expect capital expenditures in the range of $30 million to $35 million, with
approximately $15 million of infrequently occurring leasehold improvement capital related to several facility
relocations that happen to fall within the same fiscal year.

Looking at our expectations for tax, we expect a reported GAAP effective tax rate range of 9% to 11% and an
adjusted effective tax rate range of 8.7% to 10.7% for the full fiscal year 2019. The comparison of the effective tax
rate range to fiscal 2018 is unfavorably impacted by 2.1 percentage points from tax benefits recorded in fiscal 2018
that are not expected to repeat in fiscal 2019. Please refer to the schedule entitled “Effective Income Tax Rate and
Adjusted Effective Income Tax Rate” in the accompanying tables to today’s press release.

The likelihood and potential impact of any fiscal 2019 acquisitions or additional divestitures, future asset
impairment charges, future foreign currency fluctuations or further share repurchases are unknown and cannot be
reasonably estimated. Therefore, they are not included in the Company’s sales and earnings outlook.

And now, I'd like to turn it back to the operator for questions.




QUESTION AND ANSWER SECTION

Operator: Thank you very much, sir. [Operator Instructions] Our first question today comes from Frank Camma
from Sidoti. Please go ahead. Your line is now open.

<Q - Frank Camma - Sidoti & Co. LLC>: Good morning, guys. Thanks for taking the question.
<A — Julien Mininberg — Helen of Troy Ltd.>: Hey, Frank.

<Q - Frank Camma - Sidoti & Co. LLC>: Hey. So just a couple of quick questions. First of all, with Beauty, if |
had to force you to pick just one, and | know it's not maybe a fair question, but given the strength of the categories
you'’re in especially with appliances, is it more important that what you’re doing or what your partners are doing as
far as getting Beauty back on a growth path? And what | mean by that is do you feel that just the retail environment
is weighing on those categories more so than you maybe innovating in the category.

<A - Julien Mininberg — Helen of Troy Ltd.>: Yes, it's a great question Frank. Julien here and good morning. It's
a tough category, Beauty. It's not growing in brick-and-mortar. We do believe it's growing online. And, as a result,
the actions that we’re taking are enough, as we proved in fiscal 2018, even in that tough environment to grow the
appliances business. It didn’t just grow, it also grew shares. Said another way, it grew faster than the market and
our competitors.

And in the case of appliances, the combination of innovation and packaging improvements gets you to branding,
quality, marketing improvement, and the major push online from us over the last 12 months in particular, but it
stems before that, we are able to grow the appliance business.

In terms of which is the stronger force, which | think is what you’re asking...
<Q - Frank Camma — Sidoti & Co. LLC>: Yes.

<A - Julien Mininberg — Helen of Troy Ltd.>: ...it is hard to push water up that hill. And so, it makes it hard to
grow fast enough to turn all of Beauty positive. And that did happen in fiscal 2018 that we grew fast enough to
grow appliances, but not fast enough to overcome the weakness that we’re seeing in Personal Care. So as you
look forward or we look forward, what we see is reasons to continue to be encouraged for Beauty to basically
flatten and then start some growth. And that said, the factors that you're talking about do make it difficult.

Outside of the U.S., there’s lots of opportunity for us in appliances. So in Pro, we are becoming much more active
on that subject, Europe being the most specific example of 2018 and we’ve got some major pushes going on. And
even in a domestic environment, the way we position our businesses from a branding standpoint, what's in which
channel and the kinds of innovations and the way we represent our brands should be enough to counter those
balancing forces out of the retail trade.

<Q - Frank Camma - Sidoti & Co. LLC>: Okay. And my other question was just, you were really clear about
some of the puts and takes on what'’s going to affect the guidance, obviously, cold, cough, and stuff. But are there
any things seasonality-wise that we should look out for Housewares that you might be anticipating, like a
promotion with Prime Day with Amazon that might give you a bump and the timing of such things?

<A - Julien Mininberg — Helen of Troy Ltd.>: Thanks. We participate in a lot of those things; some pay out
better than others. So we’re careful to focus also on ROI, so not just to pop and not just moving inventory around
irregularly because it has to sell-through and you don’t want to promote it through at margins that you don’t like. So
there’s a double-edged sword there.

On Health & Home, it’s not just cold and flu, Brian talked about this. He talked about drag from it. I'd like to say
clear “on the puts and takes. We're pretty proud to grow over a pretty strong year in Health & Home. And it's not
just cold and flu. Everybody says that. But they sometimes forget that we’re in heaters, we're




in fans, we’re in air purifiers, is three other examples of core categories there. And all of them actually had really
strong years because of the tough weather, whether it's cold, forest fires, allergies, all kinds of things.

And so, when you have a positive perfect storm of sales — I'm not suggesting that we like the adverse conditions
that people face, but we love that we can provide relief when they have those problems. The fact is all of that went
our way in fiscal 2018. To be able to grow over that in Health & Home in fiscal 2019, we’re proud to be able to
guide in that direction with the low-single digits [indiscernible] (37:01).

And when it comes to Housewares, specifically your question on seasonality, it's much less the case. The
opportunities there are on the Web, international, getting our new products in front of consumers, expanding
distribution. And then seasonality, it'll come and it'll go. There is some in the business. Hydro Flask each quarter
during the calendar year tends to be a little bigger than the one before. So, four is bigger than three, is bigger than
two, like that. And in OXO, it's very stable in that regard. Christmas is always just a little bit better but there’s not
that much seasonality there.

<Q - Frank Camma - Sidoti & Co. LLC>: Okay. And | guess just to tail into that, you said that — you mentioned
on the prepared remarks, Hydro Flask — | think a product — one of the product launches. Is there anything in
Healthcare, Home Environment that we should look out for that might offset some of those counterpoints so that
the difficult comp, the product launches that...?

<A - Julien Mininberg — Helen of Troy Ltd.>: Yes. So, we have to be careful not to speak of specific launch that
we haven’t announced yet publicly just because of competitors. There’s some very, very capable competitors out
there. The less they hear about our future the better on the one hand. On the other hand, we have announced new
products in most of the core categories either some during fiscal 2018 that will have their push now and into fiscal
2019 and some new ones.

We’re going up market a little bit in a few cases. | think humidifiers for example. That's a market that has been
pushed down actually over the years to private label, et cetera. So, there’s some higher end innovation. There’s
some opportunities for distribution expansion. There’s major pushes going on company-wide on the Web. And |
mentioned before about opportunities internationally.

So, these are examples of some drivers. | wouldn’t say any of them are major catalysts and, in fact, in Health &
Home, you saw low-single digit guide. It's going to take a lot of work to climb over the very strong 2018.

<Q - Frank Camma - Sidoti & Co. LLC>: Okay. So, just a bunch of singles to offset some of that pressure
essentially. Okay. Thank you.

<A - Julien Mininberg — Helen of Troy Ltd.>: Yes. As any good company, we’re working on a couple of doubles
and triples there, but when they’re ready, we’ll tell you all about them.

<Q - Frank Camma - Sidoti & Co. LLC>: Okay. Appreciate it, Julien.

<A — Julien Mininberg — Helen of Troy Ltd.>: You bet.

<Q - Lee Jagoda — CJS Securities, Inc.>: Hi. This is actually Lee Jagoda for Bob. Good morning.
<A - Brian Grass - Helen of Troy Ltd.>: Hey, Lee.

<A - Julien Mininberg — Helen of Troy Ltd.>: Hi there.




<Q - Lee Jagoda — CJS Securities, Inc.>: So, a couple of questions. There’s been a lot of discussion around
pricing of brands at retail. Can you talk about your innovation pipeline and your ability to get price and margin on
some of these new products?

<A - Julien Mininberg — Helen of Troy Ltd.>: Yes, great. So, every time you launch a new product you get a
chance to reset price and margin because you’re setting the price and it's a new ball game on margin. There’s no
history to promotion or competitive activity. So, with new products, it's the best chance to reset price and margin.
And as you go a little bit higher end on some of the products, you get a little bit more room. Some of that gets
spent right back into creating the demand for those higher end products because they have to be differentiated
from the good products that they’re replacing with the better products when you put something that’s in the best
category out there.

And on existing products, if anyone is going to get pricing, it's the market leaders and we generally are market
leaders especially in the United States now, almost 80% of our business, which does not suggest that it's easy to
take pricing. It's a shame actually because it's widely known that the commodity pressures and transportation
costs are moving against all the manufacturers where they make something that's completely undifferentiated like
private label or highly differentiated like a market leader. The pricing environment or the commodity environment is
pushing costs up for all of them and think of all the basic commodities. So, not easy in that regard but if anyone is
going to take it, it's the market leader.

We've built very little big price changes into our forecast but nonetheless we are seeing some pressure on margins
and it is right to take some pricing. So, we’ll do the very best we can in the market and | think our customers
understand that but they’re in a difficult environment as well.

<Q - Lee Jagoda — CJS Securities, Inc.>: And then, just going to your customers, any commentary around retail
inventory levels or store closing activities that are impacting demand?

<A - Julien Mininberg — Helen of Troy Ltd.>: Yes, from a demand standpoint, we don’t think so. Some of that
naturally flows somewhere else. So, if a consumer wants to buy something, they’'ll find a place. So, if store X is
closed, they'll find store Y that's open. And the Web is an opportunity for them to buy regardless of some of the
brick-and-mortar challenges or those store closings, credit issues, and all the things that are making that
environment so tough. So, | don’t think so is the short answer on the demand impact.

In terms of the impact of retail on, | guess, us from an inventory standpoint. | know a lot of folks have talked about
lots of inventory reductions. We saw a lot of that in fiscal 2017 but frankly have not much in fiscal 2018 and we've
been very, very careful in our inventory planning work with customers to get to healthy levels of stocking for them
and frankly also for us.

We’re working very hard on our supply-chain. You'll hear us talk about it all the time. So, shortening lead times,
picking the best suppliers and making sure we have the right product on time but not tons of it. So, we’ve been
able to take inventory out. We've been able to sell to demand even as they take inventory out. And then you soften
the shipments that we just reported in our sales and the comments that we made that we did not see inventory
disruptions from retailers doing big consolidation because the products sold through and when that happen, they
reorder.

<Q - Lee Jagoda — CJS Securities, Inc.>: Sure. And then one more and I'll hop back in. In terms of your current
net leverage, looks like you're going to be around 1 times debt-to-EBITDA. How do you view your optimal capital
structure? And to the extent it's much different than the 1 times we’re at today, how do you expect to get there?

<A - Brian Grass - Helen of Troy Ltd.>: Sorry. | missed part of the question, Lee. Repeat the first part.

<Q - Lee Jagoda — CJS Securities, Inc.>: Sure. Just pointing out your net debt-to-EBITDA leverage is around 1
times currently.

<A - Brian Grass - Helen of Troy Ltd.>: Yes.




<Q - Lee Jagoda — CJS Securities, Inc.>: And just trying to figure out, how you view your optimal capital
structure. And if it's different than that 1 times, what levers are you going to pull to kind of get there?

<A - Brian Grass - Helen of Troy Ltd.>: Yes, | would say we kind of strive to be in the 2 times to 4 times range.
So, we're slightly below that and we’re looking at acquisitions all the time and want to have plenty of firepower to
do that. And so, it's kind of a balancing act. We’'ll also look for opportunities to return capital and repurchase
shares.

| would say we're slightly below the optimal range where we would like to be. But again we’re also looking at
acquisitions and want to be able to execute on those. So, we’ll continue to balance those things and strive to be in
the 2 times to 4 times range.

<A - Julien Mininberg — Helen of Troy Ltd.>: Yes. My only build on that one, Lee, is we generate a lot of cash.
We're proud of that. We work hard. You saw us go the extra mile this time to point out our cash flow — that cash
flow compound annual growth rate over the last four years is 15.9%. And we put it to work in all the ways that
Brian just said. And that said, our balance sheet could use a bit more leverage on it and when the right acquisition
comes along, we're not afraid to pounce. And if the market undervalues our stock and you’ve heard us call out
some new measures in that area and that catches our attention frankly.

<Q - Lee Jagoda — CJS Securities, Inc.>: Thanks very much. I'll hop back in.

Operator: Thank you. Our next question is Chris Carey from Bank of America. Please go ahead.
<Q - Chris Carey — Bank of America Merrill Lynch>: Good morning. How are you?

<A - Julien Mininberg — Helen of Troy Ltd.>: Hi, Chris.

<Q - Chris Carey — Bank of America Merrill Lynch>: Good. So, just | think you guys covered the sales comp
dynamic and some of the puts and takes going forward on the investment side. Can you talk the impact of the 14%
to 18% growth in investments and the impact on earnings and maybe what could cause that investment level to be
relatively higher or lower as you progress through the year?

<A - Julien Mininberg — Helen of Troy Ltd.>: Yes. So | mean I'm glad you called it out. An incremental
investment, we’ve talked this before...

<Q - Chris Carey — Bank of America Merrill Lynch>: Yes, the incremental, yes.

<A - Julien Mininberg — Helen of Troy Ltd.>: Yes, so we did invest significantly in the brands in 2018 and in fact
we've pumped it up a bit in the fourth quarter. You probably saw that in the margins for the fourth quarter and the
Company made some bets. And so, put a fair amount of money down and grew through our support in fiscal 2018
significantly.

In fiscal 2019, we're talking about a 14% to 18% increase in that number year-over-year, so that's why | was
emphasizing incremental. And in the case of where it's going, you heard in our comments that it's going primarily
to the Leadership Brands whether it's on marketing support, the Web, or the new product development work and
some other key areas to support those businesses.

In terms of what would make us feed it like we did at the end of fiscal 2018, we’re very willing and in fact quick to
get behind strength and when we see a product working, we will feed it quickly. And when we see a product not
working, a new product that we still believe in, which is why we launched it, we have a lot of pre-market testing
before we launch, we will support it.

At some point though, we shift our bets during the course of the year and then the seasonality also has a way of
playing out. So, when we saw all of that we moved quickly in fiscal 2018, and we wouldn’t be afraid to do it again in
2019 even if it moves the earnings around a little bit because in the end sustainable long-term growth in top line,
the bottom line and the market share is what's going to win the game of over a long-term basis.




<Q - Chris Carey — Bank of America Merrill Lynch>: Okay. And just to clarify to make sure | understand here,
the incremental is on the $0.45. Where did that number end last year? Is the 14% to 18% incremental on that
incremental investment number from last year?

<A - Brian Grass - Helen of Troy Ltd.>: We were very close to our most recent guidance on incremental
spend...

<A - Julien Mininberg — Helen of Troy Ltd.>: From last..

<A - Brian Grass - Helen of Troy Ltd.>: ...for fiscal 2018. So, we were very close to what we said we would do
our most recent update and then the 14% to 18% is on top of that.

<A - Julien Mininberg — Helen of Troy Ltd.>: And | think the easiest way to think about it is double-digit on top of
double-digit. So, if we grew that investment double-digit last year, we’re doing it again this year. If that's not a show
of strength that we believe in those brands, | don’t know what is. And frankly, it's a tough environment out there.
You've got to play ball — video content, all the different online tools. This costs money and leaning in against
private label and all the rest of the dynamics that are out there. It's important to support them.

And so, where is the cash coming from because we’re growing our earnings nevertheless? It's coming from the
strength in Shared Services and we’re proud of that. It's actually even overcoming some pretty ugly headwinds
when it comes to things like commodities and transportation for tons of companies. I've talked about those forces
that are out in the market. So, to be able to balance all that and grow your earnings while you invest that kind of
incremental money in the business and overcome the headwinds and the tough fiscal 2018 compare that's ahead
of us for this year, we think we have the balance just right.

<A - Brian Grass - Helen of Troy Ltd.>: And Chris, just to clarify the 14% to 18% is on our total spend. So, it's
growth on top our total spend from last year which includes the increase that we did in fiscal 2018.

<Q - Chris Carey — Bank of America Merrill Lynch>: >: Okay. Understood. Thanks for that. And | guess just
following up on this last question, right, the net leverage of one turn is quite low and two turns below, it sounds like
the midpoint of where you tend to like to think about your range. So, how much is the fact that fundamentals are a
big challenge for some of the players in the space or indeed the backdrop is just more challenging with a tough
retail environment and inflation on commodities and transportation? How does that factor into your calculus on this
given that you have said that you're actively in discussions with potential companies for an acquisition, it just kind
of hasn’t gotten across the finish line. So, | wonder if you could just provide a bit more context around those
discussions. And then if that isn’t the right move, why? Why not use some of that to accelerate buybacks? Thanks.

<A - Julien Mininberg — Helen of Troy Ltd.>: Yes. Great. So, we may see it a little bit differently. We don’t see a
relationship between the leverage ratio and the choices on the business from a day-to-day standpoint. From a
shareholder value creation, we strongly agree, the balance sheet is underutilized right now and we could do more
with it. So, our priority remains acquisition. We’re very, very picky, and | think that's probably a good thing, on the
matter. We're humbled by the fact that not all acquisitions work out, but we're proud of the record we have. So
getting those to the finish line; and we want to bring the right one there, not just bring one there.

<A - Brian Grass - Helen of Troy Ltd.>: Look, | would just add that | think if | understand your question, what
you’re asking, | would say fit is more important than fundamentals. So it's not being able to get the right fit in an
acquisition than it is the fundamentals out there being the big driver.

<A - Julien Mininberg — Helen of Troy Ltd.>: Yes. And speed, while all of us want to move forward and put that
cap structure to work, the result is going to be more important than the speed. And then on the subject of
accelerating return of capital, you just saw us report that we acted again this quarter on the subject of buyback. So
there was some activity. And you probably heard in our four-year look that we have not been shy on the subject.
We’'re talking about nearly 7 million shares, starting with that tender offer back at the very end of 2013 and spilling
into the first part of our fiscal 2015.




So we’re not shy on the matter. And we do see, as we look at the metrics that are in the marketplace from a
valuation standpoint, as we called out in our prepared remarks, that we believe some significant undervaluation in
the stock on the basis of those metrics. So we’re not smarter than the stock market, that’s for sure. But when we
see the market consistently undervalue us relative to some pretty objective measures, where frankly we show a
meaningful strength relative to our competitors, we’ll act. And on the subject of acquisition, it remains our priority,
and we’'d greatly prefer to do that first.

<Q - Chris Carey — Bank of America Merrill Lynch>: Understood. Thank you.

Operator: Thank you. Our next question today comes from Linda Bolton Weiser from D.A. Davidson. Please go
ahead.

<Q - Linda Weiser — D. A. Davidson & Co.>: Hi. Thank you.
<A — Julien Mininberg — Helen of Troy Ltd.>: Hey Linda.

<Q - Linda Weiser — D. A. Davidson & Co.>: Hi. So I'm not as familiar with all your different customers and tales
of distribution, but when you mentioned the mix effect on margins, you said a little more in discount channel. Do
you mean the mass retailers versus specialty, like Bed Bath & Beyond, or do you mean dollar stores. Can you just
clarify what you mean by all the different channel shifts and how much do you do in dollar stores versus specialty
versus mass retail, just roughly?

<A - Julien Mininberg — Helen of Troy Ltd.>: Yes, sure. So, first of all, welcome, Linda. We’re very happy to
have you initiate coverage on Helen of Troy and glad you are following us and welcome. This is a good company,
and we’re very happy to have your analysis of us.

In the case of channel mix, we don’t break out our sales by channel or even sub-channel like that, like your
comment about dollar stores. Dollar stores is not a big channel for us, where we are talking about more as — when
you say discount channel, we don'’t think dollar stores. Think of Ross Stores, Marmaxx, T.J. Maxx, these kinds of
outlets, where there’s a pretty robust set of consumers that shop in those stores, some of them even have it as
their first choice. They go there first. And where it makes sense, we’ll put our products there.

There are times when we’re going from an older line to a new line, think old colors, sometimes even a little bit of
excess inventory where, frankly, it's better to put it in the market at a good margin where there’s a kind of
consumer that looks there first and wants to buy it. And it gives us the opportunity to keep our inventory lean and
to move our newest products into other channels. So think mass or online, for example. And that creates this
dynamic that we’re talking about. Sometimes there’s some price promotion and it helps from a competitive
standpoint or in deal-making when you’re moving chunks of inventory.

That's more the way we think about it than feeding the dollar stores, which we like as a customer class. It's just not
common that our products, which tend to be more in the better and best end of the food chain, would naturally be
an affinity for the dollar channel. So we look at it more like that.

In terms of percentages, like | said, we don'’t break it out. The numbers are not huge and you saw actually in
Housewares, for example, some pretty big growth. The margins are still nice, healthy 21% kind of numbers. These
are big numbers, and so it’s not like we’re giving away all the margin to push out the inventory.

<Q - Linda Weiser — D. A. Davidson & Co.>: Okay. Thanks. And then just, Julien, | guess | respect you for
divesting a business that you had purchased a few years ago. How do you think about — | have a few companies |
follow that have non-core businesses that have declining revenue and they always say, wow, there’s a lot of
buyers who would like to take it off your hands for a low valuation. So how do you balance divestiture and the
benefits that come with being able to free up resources and improve your growth rate,




versus the idea that you're losing cash while you're losing — you might sell at a lower valuation? How do you
balance that when you think about like the divestiture side of things?

<A - Julien Mininberg — Helen of Troy Ltd.>: Yes. It's a great question, and thanks. They often — I've heard
many times the expression of it's easy to buy, harder to sell or good that you buy, but even harder to know when to
sell. So we made a tough call. | think we made the right one. It's good for our Company. You see us accelerating
our growth now that we have one division that’s not bringing down that growth as much. It's good for our ROIC or
our return on invested capital and it's good for so many aspects of us. So | believe we made the right choice, but
not an easy one especially one that | myself, as you point out, who made the choice to buy along with the rest of
our board. So this was a hard decision. So thanks for that.

And in the case of this decision, you're absolutely right, it's very hard to give up cash flow. It helps cover our
overheads. Cash flow is important to us as we’ve pointed out lots of times as a company. But in the end,
strategically, the portfolio should be one that we believe is right for us. And so, many companies who sell actually
decent assets, we have quite good ones that are not necessarily right for us in some of the non-Leadership Brand
groups, those are the ones that are getting a hard look.

And in terms of the pain of taking them out, things like stranded overhead and the other negative effects that
you’re alluding to, | think it's more important to do what we think is right for the long-term business, free up the
capital to redeploy it against something that we think is a better asset and to put it in the hands of someone who
can do more with it and, therefore, value is created.

In terms of prices, | can’t tell you how many phone calls we get after any such hints of people say, great, I'll take
that off your hands and they’re looking for some sort of fire sale. We’re not in trouble. This is a good company.
We’re winning and we’re in no hurry to sell our assets below their value. We're in a hurry to take fair market value
for something that we believe is better in someone else’s hands. If it's appropriate, we’'ll run a competitive process
and may the best man win. And on the subject of our portfolio, we’'ll focus on where we can best use our capital
and our skills to get the kind of results that we just put on the board in fiscal 2018.

<Q - Linda Weiser — D. A. Davidson & Co.>: Great. Thanks. Sorry, | missed the CapEx guidance for FY 2019,
can you just repeat what you what you guided to?

<A - Brian Grass — Helen of Troy Ltd.>: Yes. It's $30 million to $35 million and we pointed out that there’s
approximately $15 million of infrequently occurring leasehold expense investments because it just so happens that
we have three facility relocations occurring in the same fiscal year.

<Q - Linda Weiser — D. A. Davidson & Co.>: Okay. Thanks very much.

Operator: Thank you. And our next question today comes from Steve Marotta from C.L. King & Associates. Please
go ahead.

<Q - Steve Marotta — C.L. King & Associates, Inc.>: Good morning Julien, Brian and Jack. Congrats on a great
quarter. Most of my questions have been asked and answered but | just have a couple of very quick housekeeping
questions. First, have there been any share repurchases year-to-date and also if you could please remind us the
balance of the share repurchase program currently?

<A - Julien Mininberg — Helen of Troy Ltd.>: Yes. Just making sure | understand, when you say year-to-date,
which time period are you talking about, the calendar?

<Q - Steve Marotta — C.L. King & Associates, Inc.>: Fiscal year-to-date.

<A - Julien Mininberg — Helen of Troy Ltd.>: Meaning fiscal 2019?




<Q - Steve Marotta — C.L. King & Associates, Inc.>: Correct.

<A - Julien Mininberg — Helen of Troy Ltd.>: Yes. So, thanks on the quarter. And on the share repurchases, it's
hard for us to talk about a quarter that we haven't yet reported. So, wish it was easier just to answer directly. It
would be hard to say what we’ve been doing in the first quarter of fiscal 2019 when we haven't reported the
quarter.

In terms of the authorization, there’s a $400 million authorization for the Company which is a decent number.
<A - Brian Grass — Helen of Troy Ltd.>: There’s $328 million remaining on the authorization.

<A - Julien Mininberg — Helen of Troy Ltd.>: Yes, thanks. Yes, we’'ve been working that down. So there’s the
number of what’s available. So, if you're asking for how much buying power there is, | guess, there’s the number.

And in terms of actions, | can’t emphasize it enough, we even put in our prepared remarks that those metrics that
we called out, we don’t think the market looks at them as much as perhaps would be healthy and yet their
objective and relative to competitors, they’re not just strong but would suggest that there’s opportunities there and
whether we would act on it or not, it really gets back to Chris Carey’s question. Our capital allocation strategy is
crystal clear, we prefer to put our money against acquisition, but we will be picky to find the right one. And then the
money’s not burning in a hole in our pocket, and yet our balance sheet is underutilized. So, somewhere in there is
the right balance between dry powder, assessing the valuation and deciding if we would make an opportunistic
purchase. And as far as year-to-date, we’ll let you know anything that happened in the first quarter when we report
the first quarter.

<Q - Steve Marotta — C.L. King & Associates, Inc.>: Some companies that are active in the market take the
opportunity on their call to talk about what they have done, either quarter-to-date or year-to-date. But | respect the
choice not to.

<A — Julien Mininberg — Helen of Troy Ltd.>: Yes.

<A - Brian Grass - Helen of Troy Ltd.>: Yes. Their situation maybe a little bit different than ours. We would not
buy because we would be — we have a blackout period effectively until we report. So, we would not have
purchased anything during the period based on the way our reporting periods fall.

<A - Julien Mininberg — Helen of Troy Ltd.>: Yes. | guess an abundance of caution on our part, we feel like if
we're in a blackout period, then we’re not active.

<Q - Steve Marotta — C.L. King & Associates, Inc.>: | understand. And | know you do not guide quarterly, but is
there any sort of uniqueness to the current year where either sales or earnings based on either promotions or
shipments or marketing spend, for instance, falls harder in any particular quarter than others and that we should be
made aware of early on.

<A - Brian Grass - Helen of Troy Ltd.>: Yes, that's a good question. | think our growth is fairly evenly spread
across the first three quarters and the comp in the fourth quarter will be difficult to grow over. So, | would expect
even growth over the first three quarters and a slight decline in the fourth quarter.

<Q - Steve Marotta — C.L. King & Associates, Inc.>: Be it from an EPS standpoint?

<A - Brian Grass - Helen of Troy Ltd.>: Both sales and EPS. Yes.

<Q - Steve Marotta — C.L. King & Associates, Inc.>: Got you.

<A — Julien Mininberg — Helen of Troy Ltd.>: Compares as well.




<Q - Steve Marotta — C.L. King & Associates, Inc.>: Very helpful. Thank you. That’s all | had.
<A - Julien Mininberg — Helen of Troy Ltd.>: Great. Thanks, Steve.

Operator: Thank you. That will conclude today’s question and answer session. | will now hand back to Mr.
Mininberg for closing comments. Thank you.

Julien R. Mininberg, Chief Executive Officer & Director, Helen of Troy Ltd.

Great. Well, thanks so much everybody for joining our call today. We very much appreciate that. Thank you also,
operator. We appreciate your support. We're very proud of what's been accomplished, not just over the last year,
but — we’re four years in and the numbers | hope speak clearly. We do look forward to another successful year in
fiscal 2019. We appreciate the support and | know we’ll be talking to a number of you in various follow-up calls at
some point we’ll be out the road and be able to do even more. Thanks very much and have a great day.

Operator: Thank you. That will conclude today’s conference. Thank you for your participation today. You may now
disconnect.




Exhibit 99.3
HELEN OF TROY LIMITED AND SUBSIDIARIES

SELECTED OTHER DATA

Consolidated Condensed Statements of Income and Reconciliation of Non-GAAP Financial Measures — Adjusted
Operating Income, Adjusted Diluted Earnings Per Share (“EPS”) from Continuing Operations
(Unaudited)

(in thousands, except per share data)

Three Months Ended May 31, 2017 Three Months Ended May 31, 2016
As Reported Adjusted As Reported Adjusted
(GAAP) Adjustments (Non-GAAP) (GAAP) Adjustments (Non-GAAP)

Sales revenue, net:

Housewares $ 98,428 $ - 3 98,428 $ 84,603 $ - $ 84,603
Health & Home 150,266 - 150,266 146,355 - 146,355
Beauty 79,292 - 79,292 81,040 - 81,040
Total sales revenue, net 327,986 - 327,986 311,998 - 311,998
Cost of goods sold 193,921 - 193,921 185,365 - 185,365
Gross profit 134,065 - 134,065 126,633 - 126,633
SG&A 99,482 (4,848) 91,496 96,588 (1,468)® 84,915
(3,138)@ (5,633)®
(4,572)®
Asset impairment charges 4,000 (4,000) - 2,400 (2,400) -
Operating income 30,583 11,986 42,569 27,645 14,073 41,718
Nonoperating income, net 166 - 166 151 - 151
Interest expense (3,725) - (3,725) (3,524) - (3,524)
Income before income tax 27,024 11,986 39,010 24,272 14,073 38,345
Income tax expense (benefit) (284) 1,006 722 626 1,287 1,913
Income from continuing operations 27,308 10,980 38,288 23,646 12,786 36,432
Diluted EPS from continuning operations $ 1.00 $ 040 $ 1.41 $ 0.84 § 045 $ 1.29
Weighted average shares of common stock used in
computing diluted EPS 27,245 27,245 28,147 28,147
Three Months Ended August 31, 2017 Three Months Ended August 31, 2016
As Reported Adjusted As Reported Adjusted

(GAAP) Adjustments (Non-GAAP) (GAAP) Adjustments (Non-GAAP)

Sales revenue, net:

Housewares $ 114720 $ - $ 114720 $ 105976 $ - $ 105,976
Health & Home 147,861 - 147,861 144,453 - 144,453
Beauty 84,624 - 84,624 84,629 - 84,629
Total sales revenue, net 347,205 - 347,205 335,058 - 335,058
Cost of goods sold 201,472 - 201,472 195,668 - 195,668
Gross profit 145,733 - 145,733 139,390 - 139,390
SG&A 106,026 (4,691)® 94,647 101,644 (5,651)® 92,772
(3,092)® (3,221)®
(3,596)"
Operating income 39,707 11,379 51,086 37,746 8,872 46,618
Nonoperating income, net 81 - 81 88 - 88
Interest expense (3,754) - (3,754) (3,739) - (3,739)
Income before income tax 36,034 11,379 47,413 34,095 8,872 42,967
Income tax expense 1,462 744 2,206 4,630 818 5,448
Income from continuing operations 34,572 10,635 45,207 29,465 8,054 37,519
Diluted EPS from continuning operations $ 126 $ 039 $ 166 $ 1.04 $ 029 $ 1.33

Weighted average shares of common stock used in
computing diluted EPS 27,401 27,401 28,224 28,224




Consolidated Condensed Statements of Income and Reconciliation of Non-GAAP Financial Measures — Adjusted
Operating Income, Adjusted Diluted Earnings Per Share (“EPS”) from Continuing Operations
(Unaudited)

(in thousands, except per share data)

Three Months Ended November 30, 2017 Three Months Ended November 30, 2016

As Reported Adjusted As Reported Adjusted
(GAAP) Adjustments (Non-GAAP) (GAAP) Adjustments (Non-GAAP)

Sales revenue, net:

Housewares $ 128,017 $ - $ 128,017 $ 124,723 $ - $ 1247723
Health & Home 190,975 - 190,975 179,842 - 179,842
Beauty 104,717 - 104,717 107,686 - 107,686
Total sales revenue, net 423,709 - 423,709 412,251 - 412,251
Cost of goods sold 242,704 - 242,704 240,324 - 240,324
Gross profit 181,005 - 181,005 171,927 - 171,927
SG&A 112,500 (4,659)® 103,452 109,154 (5,628) 100,878
(4,389)® (2,648)@
Restructuring charges 1,166 (1,166)® - - - -
Operating income 67,339 10,214 77,553 62,773 8,276 71,049
Nonoperating income, net 33 - 33 105 - 105
Interest expense (3,504) - (3,504) (3,498) - (3,498)
Income before income tax 63,868 10,214 74,082 59,380 8,276 67,656
Income tax expense 5,244 777 6,021 2,606 744 3,350
Income from continuing operations 58,624 9,437 68,061 56,774 7,532 64,306
Diluted EPS from continuning operations $ 215 § 035 $ 250 $ 204 § 027 $ 2.31
Weighted average shares of common stock used in
computing diluted EPS 27,267 27,267 27,802 27,802
Three Months Ended February 28, 2018 Three Months Ended February 28, 2017
As Reported Adjusted As Reported Adjusted

(GAAP) Adjustments (Non-GAAP) (GAAP) Adjustments (Non-GAAP)

Sales revenue, net:

Housewares $ 116,654 $ - $ 116654 $ 102,826 $ - $ 102,826
Health & Home 193,503 - 193,503 162,119 - 162,119
Beauty 80,690 - 80,690 82,424 - 82,424
Total sales revenue, net 390,847 - 390,847 347,369 - 347,369
Cost of goods sold 229,549 - 229,549 202,762 - 202,762
Gross profit 161,298 - 161,298 144,607 - 144,607
SG&A 117,727 (4,656) 108,636 102,607 (5,112)® 94,075
(4,435)@ (3,420)®
Asset impairment charges 11,447 (11,447) - 500 (500) -
Restructuring charges 691 (691)@ - - - -
Operating income 31,433 21,229 52,662 41,500 9,032 50,532
Nonoperating income, net 47 - 47 70 - 70
Interest expense (2,968) - (2,968) (3,600) - (3,600)
Income before income tax 28,512 21,229 49,741 37,970 9,032 47,002
Income tax expense 20,134 (16,061) 4,073 3,545 809 4,354
Income from continuing operations 8,378 37,290 45,668 34,425 8,223 42,648
Diluted EPS from continuning operations $ 031 $ 138 § 169 § 125 $ 030 §$ 1.55

Weighted average shares of common stock used in
computing diluted EPS 27,102 27,102 27,550 27,550




Reconciliation of Non-GAAP Financial Measures — GAAP Operating Income

to Adjusted Operating Income (non-GAAP)
(Unaudited)

(in thousands)

Operating income (loss), as reported
(GAAP)
Asset impairment charges
Subtotal
Amortization of intangible assets
Non-cash share-based compensation
Adjusted operating income (non-GAAP)

Operating income, as reported (GAAP)
TRU bankruptcy charge
Subtotal
Amortization of intangible assets
Non-cash share-based compensation
Adjusted operating income (non-GAAP)

Operating income, as reported (GAAP)
Restructuring charges “
Subtotal
Amortization of intangible assets
Non-cash share-based compensation
Adjusted operating income (non-GAAP)

Operating income, as reported (GAAP)
Asset impairment charges
Restructuring charges

Subtotal
Amortization of intangible assets
Non-cash share-based compensation
Adjusted operating income (non-GAAP)

Three Months Ended May 31, 2017

Housewares Health & Home Beauty Total
$ 17,936 182 % $ 14,244 95% $ (1,597) (2.0)% 30,583 9.3 %
- - % - - % , 5.0 % 4,000 1.2 %
17,936 18.2 % 14,244 9.5 % 2,403 3.0 % 34,583 10.5 %
644 0.7 % 2,786 1.9 % 1,418 1.8 % 4,848 1.5 %
971 1.0 % 1,128 0.8 % 1,039 1.3 % 3,138 1.0 %
$ 19,551 199% $ 18,158 121% $ 4,860 6.1 % 42,569 13.0 %

Three Months Ended August 31, 2017

Housewares Health & Home Beauty Total
$ 23,340 203% $ 7,415 50% $ 8,952 10.6 % 39,707 11.4 %
956 0.7 % 2,640 1.4 % - - % 3,596 0.8 %
24,296 212 % 10,055 6.8 % 8,952 10.6 % 43,303 12.5 %
485 0.4 % 2,790 1.9 % 1,416 1.7 % 4,691 1.4 %
970 0.8 % 1,132 0.8 % 990 1.2 % 3,092 0.9 %
$ 25,751 22.4 9% $ 13,977 95% $ 11,358 13.4 % 51,086 14.7 %

Three Months Ended November 30, 2017

Housewares Health & Home Beauty Total
$ 29,808 233% $ 27,584 144% $ 9,947 9.5 % 67,339 15.9 %
- - % - - % 1,166 1.1 % 1,166 0.3 %
29,808 23.3 % 27,584 14.4 % 11,113 10.6 % 68,505 16.2 %
489 0.4 % 2,796 1.5 % 1,374 1.3 % 4,659 11 %
1,439 1.1 % 1,711 0.9 % 1,239 1.2 % 4,389 1.0 %
$ 31,736 248 % $ 32,091 16.8% $ 13,726 13.1 % 77,553 18.3 %

Three Months Ended February 28, 2018

Housewares Health & Home Beauty Total
$ 18,235 156 % $ 12,856 66% $ 342 0.4 % 31,433 8.0 %
- - % - - % 11,447 14.2 % 11,447 29 %
220 0.2 % - -% 471 0.6 % 691 0.2 %
18,455 15.8 % 12,856 6.6 % 12,260 15.2 % 43,571 1.1 %
608 0.5 % 2,728 1.4 % 1,320 1.6 % 4,656 1.2 %
1,321 1.1 % 1,750 0.9 % 1,364 1.7 % 4,435 1.1 %
$ 20,384 175% $ 17,334 9.0% $ 14,944 18.5 % 52,662 13.5 %




Reconciliation of Non-GAAP Financial Measures — GAAP Operating Income
to Adjusted Operating Income (non-GAAP)
(Unaudited)
(in thousands)

Three Months Ended May 31, 2016

Housewares Health & Home Beauty Total
Operating income, as reported (GAAP) $ 15,369 182% $ 9,344 64% $ 2932 36% $ 27,645 89 %
Asset impairment charges - - % - - % 2,400 3.0 % 2,400 0.8 %
Patent litigation charges - - % 1,468 - % - - % 1,468 0.5 %
Subtotal 15,369 18.2 % 10,812 7.4 % 5,332 6.6 % 31,513 10.1 %
Amortization of intangible assets 657 0.8 % 3,538 24 % 1,438 1.8 % 5,633 1.8 %
Non-cash share-based compensation 1,040 1.2 % 1,945 1.3 % 1,587 2.0 % 4,572 1.5 %
Adjusted operating income (non-GAAP) $ 17,066 202 % $ 16,295 111% $ 8,357 10.3% $ 41,718 13.4 %

Three Months Ended August 31, 2016

Housewares Health & Home Beauty Total
Operating income, as reported (GAAP) $ 24,007 227% $ 8,955 62% $ 4784 57% $ 37,746 113 %
Amortization of intangible assets 671 0.6 % 3,542 25% 1,438 1.7 % 5,651 1.7 %
Non-cash share-based compensation 822 0.8 % 1,194 0.8 % 1,205 14 % 3,221 1.0 %
Adjusted operating income (non-GAAP) $ 25,500 241% $ 13,691 95% $ 7,427 88% $ 46,618 13.9 %

Three Months Ended November 30, 2016

Housewares Health & Home Beauty Total
Operating income, as reported (GAAP) $ 29,090 233 % $ 19,896 11.1% $ 13,787 128 % $ 62,773 15.2 %
Amortization of intangible assets 658 0.5 % 3,546 2.0 % 1,424 1.3 % 5,628 1.4 %
Non-cash share-based compensation 704 0.6 % 945 0.5 % 999 0.9 % 2,648 0.6 %
Adjusted operating income (non-GAAP) $ 30,452 2449 $ 24,387 13.6 % $ 16,210 15.1% $ 71,049 17.2 %

Three Months Ended February 28, 2017

Housewares Health & Home Beauty Total
Operating income, as reported (GAAP) $ 20,554 200% $ 12,877 79% $ 8,089 98% $ 41500 119%
Asset impairment charges - - % - - % 500 0.6 % 500 0.1 %
Subtotal 20,554 20.0 % 12,877 79 % 8,569 10.4 % 42,000 121 %
Amortization of intangible assets 657 0.6 % 3,037 1.9 % 1,418 1.7 % 5,112 1.5 %
Non-cash share-based compensation 842 0.8 % 1,366 0.8 % 1,212 1.5 % 3,420 1.0 %
Adjusted operating income (non-GAAP) $ 22,053 214 9% $ 17,280 10.7 % $ 11,199 136 % $ 50,532 14.5 %

Notes to Supplemental Addendum of Fiscal 2018 and 2017 Quarterly GAAP and non-GAAP Information on a Continuing
Operations Basis After the Divestiture of the Nutritional Supplements Segment

(1) This addendum contains non-GAAP financial measures adjusted operating income, adjusted operating margin, adjusted income, and

“

adjusted diluted earnings per share (“Non-GAAP measures”) that are discussed in the preceding tables may be considered non-GAAP
financial information as contemplated by SEC Regulation G, Rule 100. Accordingly, we are providing the preceding tables that reconcile
these measures to their corresponding GAAP-based measures presented in our Consolidated Statements of Income in the
accompanying tables to the press release. The Company believes that these non-GAAP measures provide useful information to
management and investors regarding financial and business trends relating to its financial condition and results of operations. We
believe that these non-GAAP financial measures, in combination with the Company’s financial results calculated in accordance with
GAAP, provide investors with additional perspective regarding the impact of such charges on net income and earnings per share. We
also believe that these non-GAAP measures facilitate a more direct comparison of the Company’s performance with its competitors.
Additionally, the non-GAAP financial measures are used by management for measuring and evaluating the Company’s performance.
The Company further believes that the items excluded from certain non-GAAP measures do not accurately reflect the underlying
performance of its continuing operations for the periods in which they are incurred, even though some of these excluded items may be
incurred and reflected in the Company’s GAAP financial results in the foreseeable future. The material limitation associated with the use
of the non-GAAP financial measures is that the non-GAAP measures do not reflect the full economic impact of the Company’s activities.
These non-GAAP measures are not prepared in accordance with GAAP, are not an alternative to GAAP financial information, and may
be calculated differently than non-GAAP financial information disclosed by other companies. Accordingly, undue reliance should not be
placed on non-GAAP information.

Charges incurred in conjunction with the Company’s restructuring plan (Project Refuel) for the three - and twelve - months ended
February 28, 2018, with no comparable charges in the same periods last year.
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(5) Amortization of intangible assets.
(6) Non-cash share-based compensation.
(7) Charge related to the bankruptcy of Toys “R” Us, Inc., with no comparable charges in the same period last year.

(8) Patent litigation charge.




