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Item 2.02 Results of Operation and Financial Condition.

On January 8, 2019, Helen of Troy Limited (the “Company”, “our”, “we” or “us”) issued a press release announcing the results for the third quarter of
fiscal 2019. Additionally, on January 8, 2019, we held a conference call discussing our 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) and the text of the conference call (attached hereto as
Exhibit 99.2). 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.helenoftroy.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 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 associated with significant tariffs or
other restrictions on imports from China or any retaliatory trade measures taken by China, 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 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
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release contains tables that reconcile these measures to their corresponding GAAP based measures presented in the Company’s Consolidated
Statements of Income. 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 and 99.2 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
99.1 Press Release dated January 8, 2019

99.2 Text of conference call held on January 8, 2019




Signatures

Pursuant to the requirements of the Securities Exchange Act of 1934, as amended, the registrant has duly caused this report to be signed on its
behalf by the undersigned hereunto duly authorized.

HELEN OF TROY LIMITED

Date: January 14, 2019 /s/ Brian L. Grass

Brian L. Grass

Chief Financial Officer, Principal Financial Officer and Principal
Accounting Officer
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Exhibit 99.1

Helen of Troy Limited Reports Third Quarter Fiscal 2019 Results

Consolidated Net Sales Revenue Growth of 2.4% ; Core Business Growth of 2.9%
GAAP Diluted Earnings Per Share ("EPS") from Continuing Operations of $2.06
Adjusted Diluted EPS from Continuing Operations of $2.40
Updates Fiscal 2019 Diluted EPS from Continuing Operations Outlook to $6.35 - $6.51
Updates Fiscal 2019 Adjusted Diluted EPS from Continuing Operations Outlook to $7.70 - $7.95
Updates Fiscal 2019 Consolidated Net Sales Outlook to $1.535 - $1.550 billion

El Paso, Texas, January 8, 2019 — 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 November 30, 2018 . Following the divestiture of Healthy Directions on December 20, 2017, the Company no longer
consolidates the Nutritional Supplements segment’s operating results. That former segment’s operating results are included in
the Company’s financial statements and classified as discontinued operations for all periods presented.

Executive Summary — Third Quarter of Fiscal 2019

» Consolidated net sales revenue increase of 2.4% , including:
o Anincrease in Leadership Brand net sales of approximately 4.9%
> Anincrease in online channel net sales of approximately 6.0%
o Core business growth of 2.9%

GAAP operating income of $61.3 million , or 14.2% of net sales, compared to $67.3 million , or 16.0% of net sales, for the
same period last year, which included pre-tax restructuring charges of $1.2 million

« Non-GAAP adjusted operating income decline of 8.9% to $70.6 million , or 16.4% of net sales, compared to $77.6 million
, or 18.4% of net sales, for the same period last year

«  GAAP diluted EPS from continuing operations of $2.06 , compared to $2.15 for the same period last year, which included
a restructuring charge of $0.04 per share

« Non-GAAP adjusted diluted EPS from continuing operations decline of 4.0% to $2.40 , compared to $2.50 for the same
period last year

« Repurchased 813,696 shares of common stock in the open market during the quarter for $100.0 million, or an average
price of $122.90 per share

Julien R. Mininberg, Chief Executive Officer, stated: “The Company’s third quarter performance was in line with our
expectations, bringing our year to date results to 8.1% net sales growth and 12.4% adjusted diluted EPS growth. Investment in
our Leadership Brands continued to drive top line momentum in the quarter, growing their net sales 4.9%. The Company’s total
online sales increased by 6.0%, representing 18.0% of our total net sales for the quarter. Net sales in our Housewares segment
grew double digits, propelled by point of sale growth, incremental domestic distribution, higher online sales, and incremental
sales from new product introductions. Our Health & Home segment faced a tough comparison to the strong third quarter of last
fiscal year, compounded by a slowdown in China ecommerce and foreign exchange headwinds. Our Beauty segment continues
to focus on appliances, which benefited from new product introductions and online growth.”



Mr. Mininberg continued: "Our adjusted operating margin for the quarter primarily reflects our strategic choices to increase
incremental digital marketing spend and new product introductions for our Leadership Brands. As expected, this quarter, we also
started to feel the impact of tariffs ahead of the pricing actions we began implementing in the third quarter and which will largely
take effect over the next two quarters. Retailers and consumers are just now beginning to digest higher prices, which could
affect short-term shipments and consumption. We believe, however, that our pricing choices are right for the long-term health of
the business."

Mr. Mininberg concluded: "As we look to fiscal 2020, which begins this March, we have made our strategic choices for a second
phase of Helen of Troy’s transformation. This next phase is designed to build on the successes of the past five years. We will
focus on driving further improvements to our current businesses, our geographic footprint, our global shared services, and the
overall strength of our organization. We will also seek to add to our Leadership Brand portfolio through acquisition. We believe
we have the balance sheet, the capabilities, the culture, and the passionate, owner-minded people to take our transformation to
the next level. We look forward to sharing more during our next investor day, which is currently planned for late Spring."

Three Months Ended November 30,

Housewares Health & Home Beauty Total

Fiscal 2018 sales revenue, net $ 128,261 $ 189,240 $ 103,340 $ 420,841

Core business growth (decline) 14,828 (313) (2,458) 12,057

Impact of foreign currency (152) (1,064) (601) (1,817)
Change in sales revenue, net 14,676 (1,377) (3,059) 10,240
Fiscal 2019 sales revenue, net $ 142,937 $ 187,863 $ 100,281 $ 431,081
Total net sales revenue growth (decline) 11.4 % (0.7)% (3.0)% 24 %

Core business growth (decline) 11.6 % (0.2)% (2.4)% 29 %

Impact of foreign currency (0.1)% (0.6)% (0.6)% (0.4)%
Operating margin (GAAP)

Fiscal 2019 20.9 % 10.2 % 12.2 % 14.2 %

Fiscal 2018 23.2% 14.6 % 9.6 % 16.0 %
Adjusted operating margin (non-GAAP)

Fiscal 2019 22.8% 13.0 % 13.5% 16.4 %

Fiscal 2018 24.7 % 17.0 % 13.3 % 18.4 %

Consolidated Operating Results - Third Quarter Fiscal 2019 Compared to Third Quarter Fiscal 2018

« Consolidated net sales revenue increased 2.4% to $431.1 million compared to $420.8 million , primarily driven by a core
business increase of $12.1 million, or 2.9%, reflecting an increase in brick and mortar sales in our Housewares segment
and growth in consolidated online sales.

Net sales from Leadership Brands increased 4.9% to $343.4 million , compared to $327.3 million . These factors were
partially offset by a decline in the personal care category and the discontinuation of certain brands and products in the
Beauty segment, a deceleration of growth in China ecommerce, and the unfavorable impact from foreign currency
fluctuations of approximately $1.8 million , or 0.4% . The Company reclassified $2.9 million of expense from selling,
general and administrative expense ("SG&A") to a reduction of net sales revenue for the third quarter of fiscal 2018 to
conform with ASU 2014-09 “Revenue from Contracts with Customers”. Please refer to Note 9 of the accompanying
schedules to the press release for additional information.

+ Consolidated gross profit margin decreased 0.1 percentage point to 42.2% , compared to 42.3% . The decrease is
primarily due to less favorable product mix and the impact of tariff increases, partially offset by the favorable margin
impact from growth in our Leadership Brands.



Consolidated SG&A as a percentage of sales increased by 1.9 percentage points to 28.0% of net sales compared to
26.1% . The increase is primarily due to higher advertising expense, increased freight costs, increased share-based
compensation expense and higher product claim expense. These factors were partially offset by the favorable
comparative impact of foreign currency exchange and forward contract settlements, the favorable comparative impact of
restructuring charges in the same period last year and lower amortization expense.

Consolidated operating income was $61.3 million , or 14.2% of net sales, compared to $67.3 million , or 16.0% of net
sales. The decrease in consolidated operating margin primarily reflects higher advertising expense, the impact of tariff
increases, higher freight expense and increased share-based compensation expense. These factors were partially offset
by the favorable comparative impact of foreign currency exchange and forward contract settlements, the net favorable
comparative impact of restructuring charges of $1.1 million, lower amortization expense and the favorable margin impact
from Leadership Brand growth.

The effective tax rate was 6.9% , compared to 8.2% for the same period last year. The year-over-year decline in the
effective tax rate is primarily due to shifts in the mix of taxable income in our various tax jurisdictions.

Income from continuing operations was $54.3 million , or $2.06 per diluted share on 26.4 million weighted average
shares outstanding, compared to $58.6 million , or $2.15 per diluted share on 27.3 million weighted average diluted
shares outstanding. Income from continuing operations for the third quarter of fiscal 2019 includes an insignificant
amount of after-tax restructuring charges, compared to $0.04 per share in the same prior year period.

Loss from discontinued operations was $4.9 million, or $0.18 per diluted share, compared to a loss of $89.1 million , or
$3.27 per diluted share, for the same period last year.

Adjusted EBITDA (EBITDA excluding restructuring charges, the Toys "R" Us ("TRU") bankruptcy charge, non-cash asset
impairment charges, and non-cash share based compensation, as applicable) decreased 8.3% to $74.5 million compared
to $81.3 million.

On an adjusted basis for the third quarters of fiscal 2019 and 2018 , excluding restructuring charges, the TRU bankruptcy
charge, non-cash asset impairment charges, non - cash share-based compensation, and non-cash amortization of intangible
assets, as applicable:

Adjusted operating income decreased $6.9 million, or 8.9%, to $70.6 million , or 16.4% of net sales, compared to $77.6
million , or 18.4% of net sales. The 2.0 percentage point decrease in adjusted operating margin primarily reflects higher
advertising expense, the impact of tariff increases, higher freight expense and increased share-based compensation
expense. These factors were partially offset by the favorable comparative impact of foreign currency exchange and
forward contract settlements, lower amortization expense and the favorable margin impact from Leadership Brand
growth.

Adjusted income from continuing operations decreased $4.9 million , or 7.1% , to $63.2 million , or $2.40 per diluted
share, compared to $68.1 million , or $2.50 per diluted share. The 4.0% decrease in adjusted diluted EPS from
continuing operations was primarily due to lower operating income from the Health & Home segment, partially offset by
higher adjusted operating income from the Housewares segment, lower interest expense, lower tax expense, and the
impact of lower weighted average diluted shares outstanding.



Segment Operating Results - Third Quarter Fiscal 2019 Compared to Third Quarter Fiscal 2018

Housewares net sales increased by 11.4% , or $14.7 million, due to point of sale growth and incremental distribution with
existing domestic brick and mortar customers, an increase in overall online sales, and new product introductions. These factors
were partially offset by lower club channel sales and a reduction in inventory by a key online retailer. Operating margin was
20.9% compared to 23.2% . The 2.3 percentage point decrease was primarily due to higher advertising expense, higher annual
incentive compensation expense related to strong current year performance, higher freight expense, and higher rent expense
related to previously-announced new office space. These factors were partially offset by the margin impact of more favorable
product and channel mix and the favorable impact of increased operating leverage from net sales growth. Housewares adjusted
operating income increased 2.7% to $32.6 million , or 22.8% of segment net sales, compared to $31.7 million , or 24.7% of
segment net sales.

Health & Home net sales decreased 0.7% , primarily due to the unfavorable impact of net foreign currency fluctuations of $1.1
million, or 0.6%, and a core business decline of $0.3 million , or 0.2% . The core business decline primarily reflects lower online
sales and the unfavorable comparative impact from international distribution gains in the prior year period. This was
compounded by a deceleration of growth in China ecommerce and a corresponding buildup of inventory in the channel. These
factors were partially offset by incremental distribution and shelf space gains with existing domestic customers and strong
seasonal category growth. Operating margin was 10.2% compared to 14.6% . The decrease was primarily due to higher
advertising expense, increased promotional spending and trade support with retail customers, tariff increases, a less favorable
product and channel mix, and higher personnel expense. These factors were partially offset by the favorable comparative impact
of foreign currency exchange and forward contract settlements. Health & Home adjusted operating income decreased 23.7% to
$24.5 million , or 13.0% of segment net sales, compared to $32.1 million , or 17.0% of segment net sales.

Beauty net sales decreased 3.0% , or $2.5 million, reflecting a decrease in brick and mortar sales, a decline in the personal care
category and the discontinuation of certain brands and products. These factors more than offset growth in the online channel, an
increase in international sales, and new product introductions in the retail appliance category. Segment net sales were
unfavorably impacted by net foreign currency fluctuations of approximately $0.6 million , or 0.6% . Operating margin was 12.2%
compared to 9.6% . The increase is primarily due to the net favorable comparative impact of pre-tax restructuring charges of
$1.1 million year-over-year, lower amortization expense, and personnel cost savings from our restructuring plan, referred to as
Project Refuel. These factors were partially offset by higher advertising expense and higher freight expense. Beauty adjusted
operating income decreased 1.2% to $13.6 million , or 13.5% of segment net sales, compared to $13.7 million , or 13.3% of
segment net sales.

Balance Sheet and Cash Flow Highlights - Third Quarter Fiscal 2019 Compared to Third Quarter Fiscal 2018

« Cash and cash equivalents totaled $19.1 million , compared to $19.9 million

+ Total short- and long-term debt was $339.7 million , compared to $426.2 million , a net decrease of $86.5 million

» Accounts receivable turnover was 69.4 days, compared to 65.4 days

« Inventory was $300.6 million , compared to $278.1 million . Inventory turnover was 3.4 times compared to 2.8 times.

* Net cash provided by operating activities from continuing operations for the first nine months of the fiscal year increased

$6.6 million to $109.5 million . The increase was primarily due to an increase in income from continuing operations,
higher share-based compensation and an



increase in cash provided from accounts payable. These factors were partially offset by an increase in cash used for
inventory and a dispute settlement payment of $15.0 million.

Fiscal 2019 Annual Outlook

For fiscal 2019, the Company is updating its outlook for consolidated net sales revenue to be in the range of $1.535 to $1.550
billion, which implies consolidated sales growth of 3.8% to 4.8% 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. 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 sales outlook now includes the following items, which together account for the $10 million reduction to the high
end of the range and primarily impact the Health & Home segment:
» An expected unfavorable impact from pricing actions that have not been resolved with a key customer in two of our
product categories; and
* A deceleration of growth in China ecommerce, with corresponding high inventory levels in the channel for one of our
product categories and the impact that we believe trade tensions are having on both the U.S. and Chinese consumers.

The Company’s net sales outlook continues to assume 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 December 2018 foreign currency exchange rates will remain constant for the remainder of the fiscal year.

Finally, the Company’s net sales outlook now reflects the following expectations by segment:
* Housewares net sales growth of 11% to 13% compared to the prior expectation of 9% to 11%;
* Health & Home net sales growth of 2% to 4%, including an unfavorable impact of approximately 2.3% from the average
cough/cold/flu season assumption, compared to the prior expectation of 5% to 7%; and
» Beauty net sales decline in the low- to mid-single digits, which remains the same.

Despite the decline in the high end of our net sales outlook range, we are increasing our GAAP diluted and Non-GAAP adjusted
diluted EPS outlook to reflect the lower share count from open market repurchases made during the third quarter. The Company
now expects consolidated GAAP diluted EPS from continuing operations of $6.35 to $6.51, and non-GAAP adjusted diluted EPS
from continuing operations in the range of $7.70 to $7.95, which excludes any asset impairment charges, restructuring charges,
share-based compensation expense and intangible asset amortization expense. The Company continues to expect the year-
over-year comparison of adjusted diluted EPS from continuing operations to be impacted by an expected increase in growth
investments in support of the Company’s Leadership Brands of 18% to 22% in fiscal 2019.

The Company’s diluted EPS from continuing operations outlook assumes that December 2018 foreign currency exchange rates
will remain constant for the remainder of the fiscal year. The diluted earnings per share outlook is now based on an updated
estimated weighted average diluted shares outstanding of 26.0 million for the fourth quarter of fiscal 2019, reflecting the impact
of open market share repurchases made in the third quarter of fiscal 2019.

As previously announced, the Company has initiated Project Refuel, which continues to target annualized profit improvement of
approximately $8.0 million to $10.0 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 $5.0 million to
$5.5 million over the period of the plan.



The Company now expects a reported GAAP effective tax rate range of 7.3% to 8.4% , and an adjusted effective tax rate range
of 6.9% to 7.7% for the full fiscal year 2019. 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, Tuesday, January 8, 2019. Investors and analysts interested in participating in the call are invited to dial
(800) 458-4121 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 January 8, 2019 until
11:59 p.m. Eastern Time on January 15, 2019 and can be accessed by dialing (844) 512-2921 and entering replay pin number
3806938. 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, 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 condensed consolidated
statements of income. All references to our continuing operations exclude the Nutritional Supplements segment.

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 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, 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 associated with significant tariffs or other
restrictions on imports from China or any retaliatory trade measures taken by China, 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 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, Partner
(203) 682-8200



HELEN OF TROY

LIMITED AND SUBSIDIARIES

Condensed Consolidated Statements of Income

(Unaudited)

(in thousands, except per share data)

Three Months Ended November 30,

Sales revenue, net (9) $

Cost of goods sold

Gross profit
Selling, general and administrative expense ("SG&A") (9)
Asset impairment charges (8)

Restructuring charges (3)

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 per share

Sales revenue, net (9) $

Cost of goods sold

Gross profit
SG&A (9)
Asset impairment charges (8)

Restructuring charges (3)

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 per share

2018 2017

431,081 1000% $ 420,841 100.0 %
249,236 57.8% 242,703 57.7%
181,845 422 % 178,138 423 %
120,524 28.0% 109,633 26.1 %
— —% — —%
25 —% 1,165 0.3%
61,296 14.2 % 67,340 16.0 %
15 — % 34 —%
(2,971) (0.7)% (3,505) (0.8)%
58,340 13.5% 63,869 152 %
4,020 0.9 % 5,245 1.2 %
54,320 12.6 % 58,624 13.9 %
(4,850) (1.1)% (89,060) (21.2)%
49,470 15% $ (30,436) (7.2)%

2.06 $ 2.15

(0.18) (3.27)

1.88 $ (1.12)

26,366 27,267

Nine Months Ended November 30,
2018 2017
1,179,308 100.0% $ 1,091,281 100.0 %
695,732 59.0 % 638,096 58.5 %
483,576 41.0 % 453,185 415%
325,684 27.6 % 310,390 28.4 %
— —% 4,000 0.4 %
2,609 0.2 % 1,165 0.1%
155,283 132 % 137,630 12.6 %
175 — % 281 —%
(8,413) (0.7)% (10,984) (1.0)%
147,045 12.5% 126,927 11.6 %
10,535 0.9 % 6,423 0.6 %
136,510 11.6 % 120,504 11.0 %
(5,231) (0.4)% (136,139) (12.5)%
131,279 11% §$ (15,635) (1.4)%
5.15 $ 4.41
(0.20) (4.99)
4.95 $ (0.57)
26,520 27,304



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

from Continuing Operations (1)

(Unaudited)

(in thousands, except per share data)

Sales revenue, net (9)

Cost of goods sold
Gross profit

SG&A (9)

Asset impairment charges (8)
Restructuring charges (3)
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 (9)

Cost of goods sold
Gross profit

SG&A (9)

Asset impairment charges (8)
Restructuring charges (3)
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

Three Months Ended November 30, 2018

As Reported Adjusted
(GAAP) Adjustments (Non-GAAP)
$ 431,081 100.0% $ = $ 431,081 100.0 %
249,236 57.8 % — 249,236 57.8 %
181,845 42.2 % — 181,845 42.2 %
120,524 28.0 % (3,300) (4) 111,208 25.8 %
(6,016) (5)
— — % — — —%
25 —% (25) (3) — —%
61,296 14.2 % 9,341 70,637 16.4 %
15 — % = 15 — %
(2,971) (0.7)% — (2,971) (0.7)%
58,340 13.5% 9,341 67,681 15.7 %
4,020 0.9 % 463 4,483 1.0 %
54,320 12.6 % 8,878 63,198 14.7 %
$ 2.06 $ 0.34 $ 2.40
26,366 26,366
Three Months Ended November 30, 2017
As Reported Adjusted
(GAAP) Adjustments (Non-GAAP)
$ 420,841 1000% $ = 420,841 100.0 %
242,703 57.7 % — 242,703 57.7 %
178,138 42.3 % — 178,138 42.3 %
109,633 26.1 % (4,660) (4 100,584 23.9%
(4,389) )
— — % — — —%
1,165 0.3% (1,185)  (3) — —%
67,340 16.0 % 10,214 77,554 18.4 %
34 —% — 34 —%
(3,505) (0.8)% — (3,505) (0.8)%
63,869 152 % 10,214 74,083 17.6 %
5,245 1.2 % 7 6,022 1.4 %
58,624 13.9 % 9,437 68,061 16.2 %
$ 2.15 $ 0.35 2.50
27,267 27,267






Condensed Consolidated Statements of Income and Reconciliation of Non-GAAP Financial Measures — Adjusted
Operating Income, Adjusted Income from Continuing Operations and Adjusted Diluted Earnings Per Share (“EPS”)
from Continuing Operations (1)

Sales revenue, net (9)

Cost of goods sold
Gross profit

SG&A (9)

Asset impairment charges (8)
Restructuring charges (3)
Operating income
Nonoperating income, net
Interest expense
Income before income tax

Income tax expense

Income from continuing operations

Diluted EPS from continuing operations

(Unaudited)

(in thousands, except per share data)

Nine Months Ended November 30, 2018

Weighted average shares of common stock used in computing

diluted EPS

Sales revenue, net (9)

Cost of goods sold
Gross profit

SG&A (9)

Asset impairment charges (8)
Restructuring charges (3)
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

As Reported Adjusted
(GAAP) Adjustments (Non-GAAP)
$ 1,179,308 1000% $ - $ 1,179,308 100.0 %
695,732 59.0 % — 695,732 59.0 %
483,576 41.0 % = 483,576 41.0 %
325,684 276 % (10,822) (4) 297,833 25.3 %
(17,029) )
— —% — — —%
2,609 0.2 % (2,609) (3) — — %
155,283 13.2% 30,460 185,743 15.8 %
175 —% - 175 —%
(8,413) 0.7)% — (8,413) 0.7)%
147,045 12.5 % 30,460 177,505 15.1 %
10,535 0.9 % 1,442 11,977 1.0 %
136,510 11.6 % 29,018 165,528 14.0 %
$ 5.15 $ 1.09 $ 6.24
26,520 26,520
Nine Months Ended November 30, 2017
As Reported Adjusted
(GAAP) Adjustments (Non-GAAP)
$ 1,091,281 1000% $ - $ 1,091,281 100.0 %
638,096 58.5 % — 638,096 58.5 %
453,185 415 % = 453,185 415 %
310,390 28.4 % (14,198) (4) 281,977 25.8 %
(10,619) ()
(3,596) (1)
4,000 0.4 % (4,000) (8) — — %
1,165 0.1 % (1,165) ) — —%
137,630 12.6 % 33,578 171,208 15.7 %
281 —% — 281 —%
(10,984) (1.0)% = (10,984) (1.0)%
126,927 11.6 % 33,578 160,505 14.7 %
6,423 0.6 % 2,526 8,949 0.8 %
120,504 11.0 % 31,052 151,556 13.9 %
$ 4.41 $ 1.14 $ 5.55
27,304 27,304
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Consolidated and Segment Net Sales, Operating Margin and Adjusted Operating Margin (non-GAAP) (1)
(Unaudited)
(in thousands)

Fiscal 2018 sales revenue, net
Core business growth (decline)
Impact of foreign currency

Change in sales revenue, net

Fiscal 2019 sales revenue, net

Total net sales revenue growth (decline)
Core business growth (decline)
Impact of foreign currency

Operating margin (GAAP)
Fiscal 2019
Fiscal 2018

Adjusted operating margin (non-GAAP)
Fiscal 2019
Fiscal 2018

Fiscal 2018 sales revenue, net
Core business growth (decline)
Impact of foreign currency

Change in sales revenue, net

Fiscal 2019 sales revenue, net

Total net sales revenue growth (decline)
Core business growth (decline)
Impact of foreign currency

Operating margin (GAAP)
Fiscal 2019
Fiscal 2018

Adjusted operating margin (non-GAAP)
Fiscal 2019
Fiscal 2018

Leadership Brand sales revenue, net

All other sales revenue, net

Total sales revenue, net

Three Months Ended November 30,

Housewares Health & Home Beauty Total
$ 128,261 189,240 $ 103,340 $ 420,841
14,828 (313) (2,458) 12,057
(152) (1,064) (601) (1,817)
14,676 (1,377) (3,059) 10,240
$ 142,937 187,863 $ 100,281 $ 431,081
11.4 % (0.7)% (3.0)% 24 %
11.6 % (0.2)% (2.4)% 2.9 %
(0.1)% (0.6)% (0.6)% (0.4)%
20.9 % 10.2 % 122 % 14.2 %
23.2% 14.6 % 9.6 % 16.0 %
22.8 % 13.0 % 13.5% 16.4 %
24.7 % 17.0 % 13.3 % 18.4 %
Nine Months Ended November 30,
Housewares Health & Home Beauty Total
$ 342,050 483,592 $ 265,639 $ 1,091,281
55,414 41,658 (10,432) 86,640
274 1,827 (714) 1,387
55,688 43,485 (11,146) 88,027
$ 397,738 527,077 $ 254,493 $ 1,179,308
16.3% 9.0% (4.2)% 8.1%
16.2% 8.6% (3.9)% 7.9%
0.1% 0.4% 0.3)% 0.1%
20.2% 10.0% 8.8 % 13.2%
20.8% 10.2% 6.5 % 12.6%
22.3% 12.9% 1.4 % 15.8%
22.5% 13.3% 1.3 % 15.7%
Leadership Brand Net Sales Revenue (1) (2)
(Unaudited)
(in thousands)
Three Months Ended November 30, Nine Months Ended November 30,
2018 2017 2018 2017
$ 343,364 $ 327,288 $ 943,168 $ 836,993
87,717 93,553 236,140 254,288
$ 431,081 $ 420,841 $ 1,179,308 $ 1,091,281
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Operating income, as reported (GAAP)
Restructuring charges (3)
Subtotal
Amortization of intangible assets
Non-cash share-based compensation

Adjusted operating income (non-GAAP)

Operating income, as reported (GAAP)
Asset impairment charges (8)
Restructuring charges (3)
Subtotal
Amortization of intangible assets
Non-cash share-based compensation

Adjusted operating income (non-GAAP)

Operating income, as reported (GAAP)
Restructuring charges (3)
Subtotal
Amortization of intangible assets
Non-cash share-based compensation

Adjusted operating income (non-GAAP)

Operating income, as reported (GAAP)
Asset impairment charges (8)
TRU bankruptcy charge (7)
Restructuring charges (3)
Subtotal
Amortization of intangible assets
Non-cash share-based compensation

Adjusted operating income (non-GAAP)

SELECTED OTHER DATA

Reconciliation of Non-GAAP Financial Measures — GAAP Operating Income

to Adjusted Operating Income (non-GAAP) (1)

(Unaudited)
(in thousands)

Three Months Ended November 30, 2018

Housewares Health & Home Beauty Total
29,839 20.9% $ 19,213 102% $ 12,244 12.2% 61,296 14.2%
(20) — — — 45 —% 25 —%
29,819 20.9% 19,213 10.2% 12,289 12.3% 61,321 14.2%
489 0.3% 2,721 1.4% 90 0.1% 3,300 0.8%
2,293 1.6% 2,548 1.4% 1,175 1.2% 6,016 1.4%
32,601 228% $ 24,482 13.0% $ 13,554 13.5% 70,637 16.4%
Three Months Ended November 30, 2017
Housewares Health & Home Beauty Total
29,809 232% $ 27,584 14.6% $ 9,947 9.6% 67,340 16.0%
— —% — —% — —% — —%
— —% — —% 1,165 1.1% 1,165 0.3%
29,809 23.2% 27,584 14.6% 11,112 10.8% 68,505 16.3%
489 0.4% 2,797 1.5% 1,374 1.3% 4,660 1.1%
1,439 1.1% 1,711 0.9% 1,239 1.2% 4,389 1.0%
31,737 24.7% $ 32,092 17.0% $ 13,725 13.3% 77,554 18.4%
Nine Months Ended November 30, 2018
Housewares Health & Home Beauty Total
80,351 202% $ 52,501 100% $ 22,431 8.8% 155,283 13.2%
740 0.2% 358 0.1% 1,511 0.6% 2,609 0.2%
81,091 20.4% 52,859 10.0% 23,942 9.4% 157,892 13.4%
1,474 0.4% 8,129 1.5% 1,219 0.5% 10,822 0.9%
6,273 1.6% 7,030 1.3% 3,726 1.5% 17,029 1.4%
88,838 22.3% $ 68,018 129% $ 28,887 11.4% 185,743 15.8%
Nine Months Ended November 30, 2017
Housewares Health & Home Beauty Total
71,085 20.8% $ 49,243 102% $ 17,302 6.5% 137,630 12.6%
— — — — 4,000 1.5% 4,000 0.4%
956 0.3% 2,640 0.5% — — 3,596 0.3%
— —% — —% 1,165 0.4% 1,165 0.1%
72,041 21.1% 51,883 10.7% 22,467 8.5% 146,391 13.4%
1,618 0.5% 8,373 1.7% 4,207 1.6% 14,198 1.3%
3,380 1.0% 3,971 0.8% 3,268 1.2% 10,619 1.0%
77,039 22.5% $ 64,227 133% $ 29,942 11.3% 171,208 15.7%
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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 (1)
(Unaudited)
(in thousands)

Operating income, as reported (GAAP)
Depreciation and amortization, excluding amortized interest
Nonoperating income, net
EBITDA (non-GAAP)
Add: Restructuring charges (3)
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: Restructuring charges (3)
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: Restructuring charges (3)
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: TRU bankruptcy charge (7)
Non-cash asset impairment charges
Restructuring charges (3)
Non-cash share-based compensation
Adjusted EBITDA (non-GAAP)

Three Months Ended November 30, 2018

Housewares Health & Home Beauty Total
$ 29,839 $ 19,213  § 12,244 61,296
1,408 4,326 1,461 7,195
— — 15 15
31,247 23,539 13,720 68,506
(20) — 45 25
2,293 2,548 1,175 6,016
$ 33520 $ 26,087 $ 14,940 74,547
Three Months Ended November 30, 2017
Housewares Health & Home Beauty Total
$ 29,809 $ 27,584 $ 9,947 67,340
1,444 4,232 2,707 8,383
— — 34 34
31,253 31,816 12,688 75,757
— = 1,165 1,165
1,439 1,711 1,239 4,389
$ 32692 $ 33,527 $ 15,092 81,311
Nine Months Ended November 30, 2018
Housewares Health & Home Beauty Total
$ 80,351 $ 52,501 $ 22,431 155,283
4,414 12,703 5,373 22,490
— — 175 175
84,765 65,204 27,979 177,948
740 358 1,511 2,609
6,273 7,030 3,726 17,029
$ 91,778  $ 72,592 $ 33,216 197,586
Nine Months Ended November 30, 2017
Housewares Health & Home Beauty Total
$ 71,085 $ 49,243 $ 17,302 137,630
4,290 12,553 8,296 25,139
— — 281 281
75,375 61,796 25,879 163,050
956 2,640 — 3,596
_ — 4,000 4,000
— — 1,165 1,165
3,380 3,971 3,268 10,619
$ 79,711 § 68,407 $ 34,312 182,430

13



Reconciliation of GAAP Income and Diluted Earnings Per Share (“EPS”) from Continuing Operations to Adjusted
Income and Adjusted Diluted EPS from Continuing Operations (non-GAAP) (1)(Unaudited)

(dollars in thousands,

except per share data)

Three Months Ended November 30, 2018

Income from Continuing Operations Diluted EPS
Before Tax Tax Net of Tax Before Tax Tax Net of Tax
As reported (GAAP) $ 58,340 § 4020 $ 54,320 § 221§ 015 $ 2.06
Restructuring charges (3) 25 2 23 — — —
Subtotal 58,365 4,022 54,343 2.21 0.15 2.06
Amortization of intangible assets 3,300 46 3,254 0.13 — 0.12
Non-cash share-based compensation 6,016 415 5,601 0.23 0.02 0.21
Adjusted (non-GAAP) $ 67,681 $ 4483 § 63,198 § 257 $ 017  $ 2.40
Weighted average shares of common stock used in computing diluted EPS 26,366
Three Months Ended November 30, 2017
Income from Continuing Operations Diluted EPS
Before Tax Tax Net of Tax Before Tax Tax Net of Tax
As reported (GAAP) $ 63,869 $ 5245 $ 58,624 § 234 § 019 $ 2.15
Asset impairment charges — — — — — —
Restructuring charges (3) 1,165 68 1,097 0.04 — 0.04
Subtotal 65,034 5,313 59,721 2.39 0.19 2.19
Amortization of intangible assets 4,660 211 4,449 0.17 0.01 0.16
Non-cash share-based compensation 4,389 498 3,891 0.16 0.02 0.14
Adjusted (non-GAAP) $ 74,083 $ 6,022 $ 68,061 $ 272§ 022 $ 2.50
Weighted average shares of common stock used in computing diluted EPS 27,267
Nine Months Ended November 30, 2018
Income from Continuing Operations Diluted EPS
Before Tax Tax Net of Tax Before Tax Tax Net of Tax
As reported (GAAP) $ 147,045 $ 10,535 § 136,510 $ 554 $ 040 $ 5.15
Restructuring charges (3) 2,609 185 2,424 0.10 0.01 0.09
Subtotal 149,654 10,720 138,934 5.64 0.40 5.24
Amortization of intangible assets 10,822 236 10,586 0.41 0.01 0.40
Non-cash share-based compensation 17,029 1,021 16,008 0.64 0.04 0.60
Adjusted (non-GAAP) $ 177,505  § 11977 § 165528 § 669 § 045 § 6.24
Weighted average shares of common stock used in computing diluted EPS 26,520
Nine Months Ended November 30, 2017
Income from Continuing Operations Diluted EPS
Before Tax Tax Net of Tax Before Tax Tax Net of Tax
As reported (GAAP) $ 126,927 $ 6,423 $ 120,504 $ 465 $ 024 $ 4.41
Asset impairment charges 4,000 418 3,582 0.15 0.02 0.13
TRU bankruptcy charge (7) 3,596 204 3,392 0.13 0.01 0.12
Restructuring charges (3) 1,165 68 1,097 0.04 — 0.04
Subtotal 135,688 7,113 128,575 4.97 0.26 4.71
Amortization of intangible assets 14,198 658 13,540 0.52 0.02 0.50
Non-cash share-based compensation 10,619 1,178 9,441 0.39 0.04 0.35
Adjusted (non-GAAP) $ 160,505 $ 8949 § 151556 § 588 § 033 § 5.55
Weighted average shares of common stock used in computing diluted EPS 27,304
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Selected Consolidated Balance Sheet, Cash Flow and Liquidity Information (6)
(Unaudited)
(in thousands)

November 30,

2018 2017
Balance Sheet:
Cash and cash equivalents $ 19,136 $ 19,925
Receivables, net 339,124 306,683
Inventory, net 300,648 278,082
Total assets, current 673,345 616,671
Total assets 1,725,369 1,710,083
Total liabilities, current 335,337 353,134
Total long-term liabilities 356,774 427,398
Total debt 339,730 426,191
Consolidated stockholders' equity 1,033,258 984,409
Liquidity:
Working capital $ 338,008 $ 263,537

Nine Months Ended November 30,

2018 2017
Cash Flow from continuing operations:
Depreciation and amortization $ 22490 % 25,139
Net cash provided by operating activities 109,495 102,913
Capital and intangible asset expenditures 22,166 10,375
Net debt proceeds (repayments) 49,100 (60,400)
Payments for repurchases of common stock 137,067 29,158
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Fiscal 2019 Updated Outlook for Net Sales Revenue After Adoption of Revenue Recognition Standard

Net sales revenue prior to adoption

(Unaudited)

(in thousands)

Reclassification of expense from SG&A to net sales revenue

Expected net sales revenue after adoption

Fiscal 2019 net sales revenue growth after adoption

Fiscal 2018 Updated Outlook for Fiscal 2019
$ 1,489,747 $ 1,548,000 = $ 1,563,000
(10,901) (13,000) — (13,000)
$ 1,478,846 $ 1,535,000 — $ 1,550,000
3.8% — 4.8%

Reconciliation of Fiscal 2019 Updated Outlook for GAAP Diluted Earnings Per Share (“EPS”) from Continuing
Operations to Adjusted Diluted EPS from Continuing Operations (non-GAAP) (1) (Unaudited)

Diluted EPS from continuing operations, as reported (GAAP)

Restructuring charges, net of tax

Subtotal
Amortization of intangible assets, net of tax
Non-cash share-based compensation, net of tax

Adjusted diluted EPS from continuing operations (non-GAAP)

Nine Months Outlook for the
Ended Balance of the
November 30, Fiscal Year
2018 (Three Months) Updated Outlook Fiscal 2019

$ 5.15 120 — $ 136 $ 6.35 — $ 651

0.09 0.01 — 0.04 0.10 — 0.13

5.24 121 — 1.40 6.45 — 6.64

0.40 012 — 0.13 0.52 — 0.53

0.60 013 — 0.18 0.73 — 0.78

$ 6.24 146 — $ 171 $ 7.70 — $ 795

Effective Tax Rate (GAAP) and Adjusted Effective Tax Rate (Non-GAAP) (1)

(Unaudited)

Outlook for the
Balance of the

Effective tax rate, as reported (GAAP)
Restructuring charges

Subtotal
Amortization of intangible assets
Non-cash share based compensation

Adjusted effective tax rate

Nine Months Ended Fiscal Year
November 30, 2018 (Three Months) Updated Outlook Fiscal 2019
7.2 % 7.9 % — 12.0 % 73% — 8.4 %
— % — % — —% —% — —%
7.2 % 7.9 % — 12.0 % 73% — 8.4 %
(0.3)% (0.4)% — 0.7)% 0.4)% — (0.4)%
(0.1)% (0.2)% — (0.5)% 0.1)% — (0.2)%
6.7 % 7.3% — 10.8 % 69% — 7.7 %
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HELEN OF TROY LIMITED AND SUBSIDIARIES

Notes to Press Release

M

9)

This press release contains non-GAAP financial measures. Leadership Brand net sales revenue, adjusted operating income, adjusted operating margin,
adjusted effective tax rate, adjusted income, adjusted diluted EPS, 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
Condensed 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 certain 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 measures are
used by management for measuring and evaluating the Company’s performance. The material limitation associated with the use of the non-GAAP
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.

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

Charges incurred in conjunction with the Company’s restructuring plan (Project Refuel) for the three and nine months ended November 30, 2018 and 2017.
Amortization of intangible assets.

Non-cash share-based compensation.

Amounts presented are from continuing operations with the exception of stockholders’ equity, which is presented on a consolidated basis and includes
discontinued operations.

A $3.6 million charge ($3.4 million after tax) related to the Toys “R” Us, Inc. (“TRU”) bankruptcy for the nine months ended November 30, 2017.
During the nine months ended November 30, 2017, we recorded a pre-tax non-cash asset impairment charge of $4.0 million in our Beauty segment.

We adopted ASU 2014-09 in the first quarter of fiscal 2019 and have reclassified amounts in the prior year’s statement of income to conform to the current
period’s presentation, as follows:

Before Reclassification After Reclassification
Three Months Ended Three Months Ended
Statement of Income (in thousands) November 30, 2017 Reclassification November 30, 2017
Sales revenue, net $ 423,709 $ (2,868) $ 420,841
SG&A $ 112,501  $ (2,868) $ 109,633
Before Reclassification After Reclassification
Nine Months Ended Nine Months Ended
Statement of Income (in thousands) November 30, 2017 Reclassification November 30, 2017
Sales revenue, net $ 1,098,900 $ (7,619) $ 1,091,281
SG&A $ 318,009 $ (7,619) $ 310,390
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MANAGEMENT DISCUSSION SECTION

Operator: Good day and welcome to the Helen of Troy Limited Third Quarter 2019 Earnings Call. Today's conference is
being recorded. At this time, | would like to turn the conference over to Jack Jancin, Senior Vice President, Corporate
Business Development. You may begin.

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

Good morning, everyone, and welcome to Helen of Troy's third quarter fiscal year 2019 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 then update you on areas of focus for fiscal year
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 year 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
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 from 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 on the company's website at www.helenoftroy.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 select the Press Release tab.

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



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

Thank you, Jack. Good morning, and thanks to everyone for joining us today. Before we start, I'd like to wish everybody a Happy
New Year. | look forward to success and a prosperous 2019 for all of us. During this morning's call, | will discuss our result and
then take the opportunity to share the progress we've made on our strategic plan as we prepare for the second phase of Helen
of Troy's transformation plan beginning in March, at the start of our fiscal 2020. Brian will then take a deeper look into our
financials and following that we'll open up the line for your questions.

As you saw in our earnings release this morning, we concluded our third quarter with continued net sales momentum. We grew
2.4% in the quarter which included core business growth of 2.9%. Adjusted diluted EPS from continuing operations in the third
quarter declined 4% year-over-year, in line with our expectations and reflecting the factors we highlighted in our last earnings
call. These factors include the concentration of incremental marketing spend in the third quarter to support our Leadership
Brands and match our seasonality. The impact initially of tariffs ahead of mitigation measures we have taken and some mix
effects. Leadership Brands and online sales led the way this quarter. Leadership Brands grew net sales 4.9% in the quarter and
online sales grew 6%, now accounting for 18% of the total sales of the company.

Our seven Leadership Brands are now approximately 80% of our sales. The strategic choices we are making around investment
in digital marketing and online support for our Leadership Brands are critical and are paying off with sales growth, market share
gains for some and improvements at all touch points of the consumer journey. By investing in more and better content and using
increasingly sophisticated marketing strategies we are creating an ever stronger presence online. Many studies confirm
consumers spend more and more time surfing, searching, socializing and shopping on digital devices.

As a consumer-centric company we are focused on ensuring our brands and products stay prominent in the hearts, the minds
and the checkout carts of consumers around the world. And even as we grow faster online than we do in brick-and-mortar, in-
store support remains a key investment for us in order to command the shelf, stay competitive on price, and help customers
maintain their growing e-commerce business. At the end of the day we're focused on remaining top of mind wherever
consumers spend their time and their money.

Consumer demand for our products remains strong. In the U.S., where the majority of our sales occur, more households have
additional discretionary income with growing employment and labor participation rates, wage growth, and generally speaking
lower taxes. We see this reflected where we have access to point-of-sale and to market share data. Outside the U.S. we have
seen pressure on Chinese consumers particularly online as the rapid growth of their economy slows and uncertainty from the
trade war touches all shores.

Even as we begin rebalancing our supply chain we'll remain confident in China as a long-term strategic source of goods and a
growth vector for Helen of Troy. We see its growing middle class, increasing childbirth rate, and new household formation as key
growth drivers for our brand and inspiration for new products. The whole Asia region remains a top priority for us as we continue
to build out our branded presence in these markets.

As we balance the needs to manage the costs of the trade war, some foreign exchange headwinds and continued investment in
the most promising opportunities for our Leadership Brands, we have been raising prices focusing primarily on products
impacted by higher tariffs. Overall, our conversations with customers about pricing have been constructive and we believe will
successfully mitigate a significant portion of higher costs through pricing.

We also are pursuing productivity initiatives internally and with our suppliers leveraging, changes in commodity costs and foreign
exchange and working towards a new sourcing balance between



China, the Americas and Europe. While retail price points have been relatively stable for years, retailers will likely pass on some
of the increases, testing consumers' price sensitivity.

Turning to our strategic progress, | would like to report key steps since our last earnings call towards further improving our
portfolio and asset efficiency. We put our strong cash flow and capital allocation strategy to work in the third quarter. We
returned $100 million to shareholders through the repurchase of just over 800,000 shares of our stock. We used our remaining
free cash flow to reduce Helen of Troy's leverage ratio to 1.4 times keeping us in a strong financial position to make additional
acquisition.

With the transformation plan continuing to strengthen our shared services platform, we have never been better prepared
operationally to add new businesses to our portfolio. We nevertheless remain highly selective as we look for the right assets to
augment our Leadership Brands, build out our regional footprint and leverage our scale.

Project Refuel is also progressing as expected and continues to target annualized savings of approximately $8 million to $10
million over the duration of the plan. We are reinvesting some of this and dropping some to strengthen the bottom line in Beauty.
The reinvestment focus on critical areas such as developing new products - new appliance products, attracting outside new
talent and dialing up our marketing support, especially online.

Turning now to our business segments, Housewares delivered another excellent quarter with net sales increased by 11.4%,
standout categories during the quarter were specialty hydration and coffee collections, cooking prep and kitchen organization.
As discussed previously, we continue to make incremental marketing investments to build out digital content that engages
consumers on the outstanding innovation, design and performance at OXO and also Hydro Flask products, all with a sharp eye
on ROI and the challenging competitive environment.

Hydro Flask continues to win. Third-party data confirms the brand continues to hold the number one market share position in the
Insulated Metal Water Bottle segment and has grown share significantly over the past 12 months. Hydro Flask continues to
enjoy excellent point of sale performance across the diverse distribution channels we track, which include NPD, SSI active
lifestyle industry, Natural Foods, online and also in specific customers. Stronger in-store presentations across bottles and
accessories, we started over the holidays, are showing early encouraging results. We are seeing healthy consumer takeaway
with notable complementary sales from accessories. Hydro Flask also continues to earn new distribution and expand its
geographic footprint.

In Health & Home, our largest and our most global business, net sales decreased 0.7% primarily due to a drag of 0.6% from
unfavorable foreign currency exchange. The core business was essentially flat year-over-year versus the strong third quarter
performance last year, when we benefited from new product launches and international distribution gains. Domestically, we
further expanded distribution in Health & Home and saw growth in some seasonal categories. Another devastating wildfire
season on the West Coast struck in November late in the quarter leading to a modest year-over-year sales increase for our
market-leading Honeywell Air Purifiers. As a reminder, in October of last year the West Coast also felt the impact of a heavy fire
season which increased air

purifier sales in the year-ago base. Also in the base is last year's historic Thomas Fire which struck during our fourth quarter.

Reflecting on the current cough, cold and flu season, we've experienced a more normal start and there are currently no
indications of a repeat of last year's particularly high incidence of flu. The exact timing and duration of the season for each
symptom can vary but most types of respiratory iliness including flu usually begin to peak between December and February and
they wind down by early spring. This season's illness rates, so far, are following this pattern as well with increased incidents in
recent weeks of symptoms such as fever, cough and congestion. These correlate very strongly with consumer



purchases of our thermometers, humidifiers, and inhalants under the Vicks and Braun names. The specific impact on our
shipment depends on customer inventory stocking patterns and replenishment rates as their upfront purchases via direct import
or from our warehouses sell through. Given the pattern so far this year our outlook continues to assume a normal season for the
balance of fiscal 2019.

Now, turning to Beauty, net sales decreased 3% in the quarter. We are seeing some improvements from our strategic efforts to
stabilize appliances, while down slightly in the quarter following the discontinuation of certain brands and products, appliances
benefited from new products, international sales, and growth in the online channel. We are also growing appliance share online.
The Revlon volumizer is a particularly hot seller serving as a great example of consumer-centric innovation at work. It delivers on
the consumer need for speed, styling and drawing in one convenient time-saving product. It consistently earns four to five-star
reviews and has garnered considerable attention in the media and online as an “it” item.

Looking at what we've accomplished so far this fiscal year-to-date, we have quite a lot to be proud of. The third quarter built on a
very strong first half. On a full-year basis we expect to show solid growth even in the face of a tough compare to last year's
especially strong cough, cold and flu season. Nine months in, we've returned value to shareholders through the repurchase of
over 1.2 million shares while simultaneously lowering leverage. We remain in a strong position to deploy capital towards further
acquisition. We now expect fiscal 2019 to deliver net sales growth of 3.8% to 4.8% versus fiscal 2018, which was also a strong
sales growth year at 5.9%.

On the bottom line, we have raised our adjusted EPS for fiscal 2019 to $7.70 to $7.95 per share, reflecting the most recent share
repurchase and that represents growth of 6.4% to 9.8% versus fiscal 2018. As we look forward to fiscal 2020, we - which begins
this March, we have made our strategic choices for a second phase of Helen of Troy's transformation. This next phase is
designed to build on the successes of the past five years. We will focus on driving further improvements to our current
businesses, expand our geographic footprint, our global shared services will advance and the overall strength of our
organization as well. We will also seek to add to our Leadership Brand portfolio through further acquisition. We believe we have
the balance sheet, the capabilities, the culture and the passionate owner-minded people to take our transformation to the next
level. We look forward to sharing more during our next Investor Day, which is currently planned for late spring.

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

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

Thank you, Julien. Good morning everyone. Before discussing the quarter in more detail I'd like to start with a few broad points.
First, my comments today will be regarding the results from continuing operations for the third quarter of both fiscal 2019 and
2018 unless otherwise indicated. Second, during the quarter - during the first quarter of fiscal 2019 we adopted the new revenue
recognition accounting standard, as a result we have reclassified certain expenses from SG&A to reduction of net sales revenue.
Corresponding amounts in the prior periods have been reclassified to conform with the current period presentation, so that both
periods are comparable. Please see the related table and footnotes in the accompanying press release for further information.

Finally, tariff increases began to impact our cost of goods sold during the third quarter as expected. While we have implemented
pricing actions and other mitigation measures, the bulk of these actions did not become materially effective in the third quarter.
Our pricing actions will begin to provide a meaningful offset to the tariffs in the fourth quarter of fiscal 2019 and we expect them
to be effectively completed in the first quarter of fiscal 2020. This is due to the negotiation and notice periods involved in taking
pricing actions. The company is targeting to offset as much of the tariff gross dollar - gross profit dollar impact as possible.
However, a 25% tariff impact on costs translates to 11% to 13% increase on the price of the



product to retailers. As such even if we keep ourselves whole in gross dollars, gross profit margin is expected to decline. Further,
although the pricing actions are intended to keep us whole in terms of gross profit dollars, there is no guarantee that they won't
reduce retail consumption or customer orders in the short term.

We have not resolved product pricing with one key retailer in two product categories and we're currently not shipping these
particular items to this one customer. While we expect some disruption from pricing actions in the short-term including the fourth
quarter of fiscal 2019, we believe we're making the right choices for the long-term health of our business and that our products
continue to offer attractive value propositions at the higher prices.

Now, turning to a review of the quarter we posted adjusted diluted EPS at the midpoint of our stated range of flat to down 8%
compared to the same period last year, which was in line with our expectations. As we highlighted on our second quarter call,
this is largely due to the planned increase in marketing spending in fiscal 2019 coupled with the concentration of spending in the
third quarter along with the tariff increases we began to realize in the third quarter.

Turning to a more detailed review, consolidated sales revenue was $431.1 million, a 2.4% increase over the prior year. Core
business revenue grew 2.9%. Revenue growth was driven primarily by an increase in brick and mortar sales in our Housewares
segment and growth in consolidated online sales. Sales in the online channel grew approximately 6% year-over-year to
comprise approximately 18% of our consolidated net sales in the third quarter. The sequential decline in the online sales growth
rate was primarily due to a deceleration of growth in our China ecommerce business and the corresponding build-up of inventory
in the channel, primarily impacting Health & Home, and the reduction in inventory levels by a key online retailer primarily
impacting Housewares. Online sell through in Housewares continues to be healthy and is growing double-digits. Leadership
Brand sales grew approximately 4.9%. Our Leadership Brand sales now represent approximately 80% of our consolidated net
sales for the quarter compared to approximately 78% for the same period last year.

Housewares net sales increased 11.4% reflecting point-of-sale strength, an incremental distribution with existing domestic
customers, an increase in online sales and new product introductions.

Health & Home net sales decreased 0.7% with the decline primarily due to the unfavorable impact from net foreign currency
fluctuations of $1.1 million or 0.6%. The core business within Health & Home posted a slight decline of 0.2% reflecting lower
online sales and the unfavorable comparative impact from international distribution gains, new product introductions and a
strong cough/cold/flu season in the prior year. These factors were partially offset by strong seasonal category growth and gains
in distribution and shelf space with existing domestic customers. As Julien mentioned the segment did see strong point-of-sale
activity in the air category related to recent wildfires. However, it was largely comparable to the activity in the same period last
year.

Beauty net sales decreased 3% primarily due to a decline in the personal care category and the discontinuation of certain
brands and products. These factors more than offset continued growth in the online channel, new product introductions in the
retail appliance category and an increase in international sales. Segment net sales were unfavorably impacted by net foreign
currency fluctuations of approximately $0.6 million or 0.6%.

Consolidated gross profit margin was 42.2% compared to 42.3% for the same period last year. The 0.1
percentage point decrease is primarily due to less favorable product mix and the impact of tariff increases partially offset by
margin lift from growth in our Leadership Brands.

SG&A was 28% of net sales compared to 26.1% for the same period last year. The 1.9 percentage point increase was primarily
due to higher advertising expense, increased freight costs, increased share-



based compensation expense and higher product claim expense. These factors were partially offset by favorable foreign
currency exchange in forward contract settlements, the favorable comparative impact of restructuring charges in the same
period last year and lower amortization expense. The primary driver of higher share-based compensation expense in the quarter
was due to the issuance of transformation shares to every Helen of Troy associate, which we highlighted on our last earnings
call. These transformation shares vest over a three-year period.

GAAP operating income was $61.3 million or 14.2% of net sales. This compares to $67.3 million or 16% of net sales in the same
period last year which included restructuring charges of $1.1 million. Adjusted operating income was $70.6 million, or 16.4% of
net sales, compared to $77.6 million, or 18.4% of net sales. The 2 percentage point decrease in adjusted operating margin
primarily reflects higher advertising expense, the impact of tariff increases and higher freight expense. These factors were
partially offset by favorable foreign currency exchange and forward contract settlements, lower amortization and the favorable
margin impact from Leadership Brand growth.

Turning now to adjusted operating margin by segments, Housewares' adjusted operating margin was 22.8% compared to
24.7%. The 1.9 percentage point decrease primarily reflects higher advertising expense, higher annual and incentive
compensation expense related to current year performance, higher freight expense and higher rents expense related to
previously announced new office space. These factors were partially offset by the margin impact of more favorable - a more
favorable product and channel mix and increased operating leverage from net sales growth.

Health & Home adjusted operating margin was 13% compared to 17%. The 4 percentage point decrease primarily reflects
higher advertising expense, increased promotional spending and trade support with retail customers, the impact of tariff
increases, the margin impact of a less favorable product and channel mix and higher personnel expense. These factors were
partially offset by favorable foreign currency exchange and forward contract settlements.

Beauty adjusted operating margin was 13.5% compared to 13.3%. The 0.2 percentage point increase primarily reflects lower
amortization and personnel cost savings from Project Refuel. These factors were partially offset by higher advertising and higher
freight expense.

Our effective tax rate was 6.9% compared to 8.2% in the same period last year. The decrease is due to shifts in the mix of
taxable income across our tax jurisdictions. Income from continuing operations was $54.3 million or $2.06 per diluted share. This
compares to $58.6 million or $2.15 per diluted share in the same period last year which included after-tax restructuring charges
of $0.04 a share.

Non-GAAP adjusted income from continuing operations was $63.2 million or $2.40 per diluted share compared to $68.1 million
or $2.50 per diluted share. The 4% decrease in adjusted diluted EPS primarily reflects higher advertising expense, the impact of
tariff increases and higher freight expense, partially offset by better operating leverage, the margin lift from Leadership Brand
growth, lower interest expense, lower tax expense and the impact of lower weighted average diluted shares outstanding.

Loss from discontinued operations was $4.9 million compared to a loss of $89.1 million in the same period last year. The loss in
the third quarter of fiscal 2019 reflects the impact of the settlement of the supplemental payment amount associated with the
sale of Healthy Directions. During the quarter, we've reduced the estimated value of the supplemental payment to $10.8 million
and recorded an after tax charge of $4.4 million. The amount was adjusted based on the settlement with respect to the
calculation of the performance of Healthy Directions through February 28, 2018. During the quarter, we also recorded an after-
tax charge of $0.5 million resulting from the resolution of certain contingencies. The loss in the same quarter last year primarily
reflects after-tax impairment charges recorded prior to the divestiture.



Now moving on to our financial position, accounts receivable turnover increased to 69.4 days compared to 65.4 days in the
same period last year. Inventory was $300.6 million compared to $278.1 million at the same time last year. Inventory turnover
improved to 3.4 times compared to 2.8 times in the prior-year period.

Net cash provided by operating activities from continuing operations for the first nine months of fiscal 2019 increased $6.6 million
to $109.5 million. The increase was primarily due to an increase in income from continuing operations, higher share-based
compensation, and an increase in cash provided from accounts payable. These factors were partially offset by an increase in
cash used for inventory and a dispute settlement payment of $15 million made in the first quarter of fiscal 2019. Total short and
long term debt decreased $86.5 million to $339.7 million compared to $426.2 million at the end of the third quarter last year.

We ended the third quarter with the leverage ratio of 1.4 times compared to 1.8 times as previously reported at the end of the
third quarter last year. We were able to continue to de-lever while also repurchasing almost 814,000 shares of our common
stock for $100 million or an average price of less than $123 per share.

We are pleased with our results for the quarter and year-to-date which we believe keep us on track to deliver another strong
year of revenue and adjusted diluted EPS growth. For fiscal 2019 we now expect consolidated net sales revenue in the range of
$1.535 billion to $1.55 billion which implies consolidated sales growth of 3.8% to 4.8%.

Our sales outlook now also includes the following items, which together account for the $10 million decline in the high end of our
outlook and primarily impact the Health & Home segment:
* An expected unfavorable impact from pricing actions that have not been resolved with the key customer in two of our
product categories; and
» A deceleration of growth in China with a corresponding build-up of inventory in the channel and the impact that we
believe trade tensions are having on both the U.S. and Chinese consumers. We are still very optimistic about our
prospects in China and opportunity for growth in the region and continue to consider it to be a key strategic initiative for
the company going forward.

Our net sales outlook continues to assume the severity of the cough/cold/flu season will be in line with historical averages, which
unfavorably impacts the full year comparison to fiscal 2018 by 1.1%. Our net sales outlook also assumes that December 2018
foreign currency exchange rates will remain constant for the remainder of the year.

We've updated our segment growth rate expectations for the full fiscal year and now expect:
* Anincrease in Housewares net sales growth to 11% to 13%,
* Health & Home net sales growth of 2% to 4% including an unfavorable impact of approximately 2.3% from the average
cough/cold/flu assumption; and
» Beauty net sales decline in the low-to-mid single-digits, which remain the same.

Despite the decline in the high end of our net sales outlook range, we are increasing our EPS outlook to reflect the lower share
count from open market repurchases made during the quarter. We now expect consolidated GAAP diluted EPS from continuing
operations of $6.35 to $6.51, and adjusted diluted EPS from continuing operations in the range of $7.70 to $7.95 based on an
estimated weighted average diluted shares outstanding of 26 million for the fourth quarter of fiscal 2019. Our EPS outlook
continues to include an increase in growth investments for fiscal 2019 in the range of 18% to 22% year-over-year as we spend
into the strength of the current year, support new product launches and accelerate the development of digital assets and
investment in digital marketing to drive future growth. Our outlook also includes the impact of expected commodity and freight
inflation on our cost of goods sold as well as the expected impact of tariff changes in their current form. While we



currently anticipate achieving our fiscal 2019 revised full-year outlook, the current U.S.-China trade environment is certainly a
concern and could provide a meaningful headwind next fiscal year if we ultimately realize the full-year impact of tariff changes in
their current form.

Looking at our expectations for tax, we now expect to report GAAP effective tax rate range of 7.3% to 8.4%, and an adjusted
effective tax rate range of 6.9% to 7.7% for the full fiscal year 2019. Please refer to the schedule entitled effective tax rate and
adjusted effective tax rate in the tables of the press releases.

Our outlook for diluted EPS from continuing operations assumes that December 2018 foreign currency exchange rates will
remain constant for the remainder of the fiscal year. Other EPS assumptions are consistent with our previous guidance. The
likelihood and potential impact of any physical 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. [Operator Instructions] We will now take our first question from Bob Labick of CJS Securities. Please go
ahead, sir. Your line is open.

<Q - Bob Labick - CJS Securities, Inc.>: Good Morning and happy New Year.
<A - Julien Mininberg - Helen of Troy Ltd.>: Hi, good morning, Bob. Happy New Year.

<Q - Bob Labick - CJS Securities, Inc.>: Thanks. | wanted to start with two quick kind of clarifications and I'll ask one thematic
one, I'll hop back in queue. You mentioned a pricing dispute with one customer in two categories. Can you tell us what
percentage of your sales were impacted there or really any kind of clarification, is this a normal occurrence or what’s kind of
going on there?

<A - Julien Mininberg - Helen of Troy Ltd.>: Yeah. Let me start here and Brian may have more to say. Pricing is a lumpy
process, it's easy to say in a conference room or a business meeting, it would then take some pricing. And that said in these
categories in our industry, there hasn’t been pricing action in years. So to go into the market and take pricing is a process. Our
customers understand it. | think consumers understand about the trade war and we’ve been largely successful. In fact it’s just
one customer and it’s only in 2 of the 10 or 11 categories we trade in, in Health & Home and even in that one customer, | think,
eight or nine of the categories have already been accepted and were shipping as normal.

<A - Brian Grass - Helen of Troy Ltd.>: Well, we didn’t take price increases in all categories because not all categories were
impacted by the tariffs, but we are successful in getting price increases in all but two of the categories that were impacted by
tariffs.

<A - Julien Mininberg - Helen of Troy Ltd.>: Correct. And in Housewares, we've also raised prices on the tariff affected
categories and have not had significant concerns either. In this one customer we’re holding our ground, we're doing the right
thing, we’re doing the right thing for the brand, we’re doing the right thing in the marketplace and we’ve done right with the other
customers, and frankly so have they. So, this is the right move. In terms of dimensionalizing you've heard Brian say that the
primary driver of our small change to the upper end only of our guidance on sales that $10 million is primarily due to this item.
And so that gives you a sense of dimension...

<A - Brian Grass - Helen of Troy Ltd.>: It's due to a combination of this and the...



<A - Julien Mininberg - Helen of Troy Ltd.>: Chinese slowdown.

<A - Brian Grass - Helen of Troy Ltd.>: ...slowdown in China e-commerce. So if you want to think 50-50, you probably not
going to be that far off, we're not going to give specific guidance but that could hopefully help you dimensionalize it.

<A - Julien Mininberg - Helen of Troy Ltd.>: Yeah. And so the pricing - | just want to make sure on the public call and while
we're officially on record that there’s absolutely no misunderstanding of any kind. Our pricing action so far have been successful,
we have been able to take pricing in categories that traditionally do not have price increases as part of their normal cycle and
that's a statement measured in years. And we have been able to take pricing with the vast majority of our customers in the vast
maijority of affected categories. We are lowering the guidance to deal with those two items that Brian is talking about, this is one
of them and we’re transparent, we want you to know.

And my last comment on it is pricing is a lumpy process, it is not the kind of thing that you just send out a note saying here is our
new price, when shall we ship you at the new higher prices, what’s your order please? Customers want to have a discussion,
they want to push back, they want to see the math, they want to have a meeting, they want to see what competitors do, they
want to see what their alternatives are, this is a marketplace and in marketplaces things have a way of working out that it doesn’t
just go from one day to the next.

<A - Brian Grass - Helen of Troy Ltd.>: Well and | would just add one thing with respect to doing the right thing part, imagine if
you were talking to retail customer A, and they found out that retail customer B didn’t have to take a price increase, retail
customer A wouldn’t be very happy but it’s really the only choice is to stick to our position and take - stick - hold to our ground
and take the pricing even if it's a little bit lumpy and a little bit disruptive to sales in the short term. We believe that this is a short-
term item and that in the long run we’ll end up in a good place on pricing and profitability.

<A - Julien Mininberg - Helen of Troy Ltd.>: Yeah. We already are in most of the customers in most of the categories.
<A - Brian Grass - Helen of Troy Ltd.>: Right.

<Q - Bob Labick - CJS Securities, Inc.>: Okay. Super. Thank you for that clarity. And then, just maybe two seconds on the
Chinese ecommerce issues going on here, it sounds like just may be some inventory in the channel. Could you tell us really
what you’re selling in there, what categories if you can? And then the bigger question | really wanted to ask is, international has
become a bigger theme for you over the last several quarters. Can you talk a little bit about how big the opportunity is and
maybe how you view that opportunity now versus a few years ago and what’s different and where the growth will come in that
area?

<A - Julien Mininberg - Helen of Troy Ltd.>: Yeah. Two great questions. First, to clarify on the Chinese, on the ecommerce,
ecommerce is an important part of the Chinese market. China is an important part of Asia and Asia is a winning area for us. We
won'’t disclose to Asia a specific category or by specific breakout. But | will just tell everyone in the public call here that we're
talking about thermometers is the primary driver in China and it’s primarily online. We've been tremendously successful. If
you've listened to us over the last couple of years really, not just quarters, we’ve frequently highlighted success in China and
Asia in online and in thermometers. What's happening here is there is some slowdown and as a result there’s an inventory build-
up in the category that we’ll have to play through. Prices are also sorting themselves out.



And in China, in general, there’s just a bit of slowdown of some pretty heavy growth that 6%, 8%, 9% kind of numbers that have
been going on for years, in China, are believed to be coming down, we’re seeing a little bit of that. But you have to see the
underlying picture, there’s roughly 16 million births a year in China, that’'s a growing number, that’s roughly four times the
number of births that’s in the United States every single year. And those babies go into households, many of them newly formed,
those households in a rising middle-class with more discretionary income and they want to do right for their families just like
anybody else in the world and they want the best. And when it comes to a thermometer, it's well known that the Braun products
are exceptionally capable. They’re generally better than any other ear thermometers available on the market. They’re not made
in China and Chinese consumers tend to favor that especially for healthcare products. And we have been the market leader, so
it is just great to see. To see that slow down a little and a little inventory stack up, that's what we’re talking about and if you take
that $10 million that we mentioned in our guidance and that split that Brian alluded to, you can get a little sense of the size here.

And then as it pertains to Asia broadly and international - sorry, Asia in general and international broadly, international is a highly
underdeveloped part of Helen of Troy’s business. During phase one of the transformation, which is the last five years, we've
focused more on domestic than we have international and all of the key themes that you’ve heard me talk about at length over
the last few years on Helen of Troy have been playing through with some pretty good success. We're now at a point of
development where we can export more of that success. In terms of our business model, we’re much better integrated and
operationally capable than we have ever been before. The shared services platform is increasingly standardized and
synchronized and the back offices around the world are on pretty standard processes.

The front of the house is getting better and better with the digital marketing and our Leadership Brand strategy has been paying
dividends. So, to do more of that in places where we’re highly underdeveloped makes all the sense in the world to us and Asia
and Europe are two clear and obvious focus areas. We have good infrastructure. We have the right brands, the right consumer
markets like the Chinese thing | just described, most of the European markets we’re active in, but frankly could have a bigger
footprint. So this is an area where we would like to see action in the future and in the second phase of the transformation that |
alluded to in my comments, we’re very excited about our international prospects.

<Q - Bob Labick - CJS Securities, Inc.>: All right. Super. Thank you so much.

<A - Julien Mininberg - Helen of Troy Ltd.>: You bet, Bob.

Operator: We will now take our next question from Chris Carey of Bank of America. Please go ahead.

<Q - Chris Carey - Bank of America Merrill Lynch>: Hi. Good morning.

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

<Q - Chris Carey - Bank of America Merrill Lynch>: So | know we’re early days, right, and it sounds like we’re going to get a
broader strategy overview at the Investor Day. But as we start to think about fiscal 2020, would you envision being able to grow
core sales next year given the tough comps especially in the first half of the year? Does that international component that you
just mentioned in phase two become necessary in order to get that lift? And then, just any update that you have on your ability to
cover tariffs would also be helpful.

<A - Julien Mininberg - Helen of Troy Ltd.>: Yeah. Sure. So fiscal 2020, we’ll give guidance in April, which is our traditional
window for that. So we won’t - | know everyone is looking for it and I’'m sure everyone wants to know exactly what the fiscal 2020

forecast is for the company. We’'re not going to be able to provide that at the end of a third quarter call. | don’t think so many
companies do that, and we give that guidance in April.



In terms of the very big picture on fiscal 2020, we do believe that we can continue growing. History is on our side. We have a
good track record on that subject and we have the building blocks. That said, we are working through our budget cycle right now.
This is exactly the time of year for this. We’re right in the thick of it and we’ll have a lot more to say in April.

In terms of the quarterly comparisons, | know a lot of people focus on it, right? Like this quarter, last quarter, the last half, we had
a spectacular first half to the year. And we’re going to bring in a year between 3.8% and 4.8% growth for the year, and that’s on
top of the 5.9% last year and the growth from the year before that. The story goes on and on. | guess my point is, we think in
years when we forecast and we think in five-year chunks when we strategize and phase two is a five-year thought and our
guidance is always in one-year chunks and we’ll do that again.

In terms of the first half therefore, we're not so worried about whether we’ll be able to anniversary in one particular quarter or
another. In fact in Q4, I'm sure you’ve all done the math already, you'll see that with the guidance that we just gave, will give us
very strong year, in fact stronger than we originally forecasted at the beginning of the year. It turned out to be that a lot of that
has come in the first half. We just added another 2.4% of net sales this quarter and we’ll get a 3.8% to 4.8% year. So everybody
realizes that that means it's a tough compare in the fourth quarter because of the cold and flu season, doesn’t give you all the
growth in all the quarters. So we’re not worried about that. | know the market gets upset on such things, but our businesses are
lumpy, seasons are lumpy and you can never predict all these things. It's why we don’t give quarterly guidance in the first place.

And then in the case of the multi-year plan, | don’t want to make too many promises about the long-term future, but we have
given long-term guidance and it’s our intention over a many-year period to be in line with that guidance.

<A - Brian Grass - Helen of Troy Ltd.>: | think you had a second question on tariffs, Chris, that | can start on and maybe Julien
can add too if he wants. Our pricing actions are intended to offset the full amount of gross profit dollar impact from tariff
increases. That doesn’t mean we’ll be 100% successful and as we called out in the prepared remarks, it could have some
impact on consumption and customer orders which we believe would happen in the short term but in the long term, we would
expect stability and no remaining issues.

So in a perfect world, if we were able to get all the price increases in place, they’re designed to offset 100% of the gross profit
impact, dollar impact. We are not stopping there though. We’re - have put in place preliminary mitigation actions with respect to
sourcing and are continuing a lot of those actions because some of those take a longer period of time to get into place. So we've
started that process and | think as a result of the whole tariff thing, there’ll be a rebalancing in our sourcing structure and it'll be
more fairly balanced in some other regions other than China which is probably a healthy result to begin with because we’ll have
more of our supply closer to the U.S. and have shorter lead times and we’ll have a diversified sourcing base. And maybe in
some cases, we’ll be dual sourced. We’'ll have the same product made partially in Mexico, for instance, and in China potentially.

So I think I've said it before, the sourcing action would hopefully be viewed as icing on the cake or gravy on top of the pricing
action that we’re taking. So | just want to be clear, the intention is to offset 100%. We may not get totally there, but | feel very
good that we’re going to get a high percentage of the tariffs offset. And then any sourcing actions would be kind of icing on the
cake.

<A - Julien Mininberg - Helen of Troy Ltd.>: Yeah. | think you’ve got it. The only add I'd build is never waste a good crisis.
When there’s an opportunity to take a look in the mirror, look at our footprint. So when you think about phase two of our plan and
ask how we think the various categories and geographies will end and then relook look at what our sourcing footprint is and the
current tariff structure



as well as opportunities to shorten lead times and other things that Brian mentioned. It creates a chance to just put a bright light
on plans we've already had, make some adjustments and re-optimize. So that's exactly what's happening in Helen of Troy.

<Q - Chris Carey - Bank of America Merrill Lynch>: Got it. Very helpful. And then just one quick follow-up and I'll get back in.
So it strikes to me that the market has been so volatile and weak to some extent. | wonder if that's improved your negotiating
power, when you think about your ability to do M&A and how you’re thinking about the ability to maybe get better prices on some
of the deals that you've - that you found - that you think are attractive? Thank you.

<A - Julien Mininberg - Helen of Troy Ltd.>: You're talking about M&A or you’re talking about sourcing when you ask that?

<Q - Chris Carey - Bank of America Merrill Lynch>: Sorry. This would be specifically your M&A strategy. Your ability to get
assets potentially at a better pricing or not, and then just you know broadly any updates on your deployment of capital toward
that end? Thanks.

<A - Julien Mininberg - Helen of Troy Ltd.>: Yeah. Okay. And let’s just start with the big picture on deployment of capital, it
hasn’t come up yet in the call, but I'm sure everybody saw on our press release and heard in the comment. We made a
statement last quarter, and we were trying to be very clear with the market at $122.90, we saw our stock as a strong buy and we
bought it. We bought 800,000 shares, little bit more actually. And in years, we have not made a bigger buyback than this with the
exception of the tender offer a few years ago. So there’s a message in there, and that buyback is good for the math as well. That
said our primary capital strategy remains acquisition and you probably saw that even though we took on the $100 million worth
of expense, we also reduced our debt by $85 million - sorry, the low-80s million during the quarter, and our ratio is now at 1.4.
So not only operationally, are we in the best place we've even been on the subject of acquisition, but financially we are poised.

In terms of looking for assets that we’ve been aggressive on the subject, | think we've told various people in various discussions,
various versions of the same. But it all comes down to the common theme, which is we’re being picky to make sure that we have
the right asset. It's not so much about price, it's about fits and quality of assets as opposed to how accretive and how much
would we pay and how we finance. Our balance sheet is more than able to finance the stuff that we’re looking at. And in terms of
the picky, | just wanted to say that there’s a view, really good ones actually that looked on the surface to the point where we
engaged, engaged heavily. But once you get under the hood there’s enough hair on them that | think you’d be disappointed if we
buy them and, frankly, we’re not going to go further. So we never got all the way to the point where it was, are you going to get
the best possible price in the market there. | think we could have bought any of those assets and we were willing to do so if it
was right for us. And on pricing, | don’t know if Jack or Brian, you might have something on that...

<A - Brian Grass - Helen of Troy Ltd.>: Well, | was just going to add that | think it's too early to see any reflection in the prices
from the recent stock market volatility. So we have not seen that yet, but | would attribute that to just being too soon to have
those reflected in pricing yet.

<Q - Chris Carey - Bank of America Merrill Lynch>: Thank you very much for all of that.

<A - Julien Mininberg - Helen of Troy Ltd.>: You bet. You bet, Chris.

Operator: We will now take our next question from Linda Bolton Weiser of D.A. Davidson. Please go ahead.

<Q - Linda Weiser - D.A. Davidson & Co.>: Hi. How are you?



<A - Julien Mininberg - Helen of Troy Ltd.>: Hi, Linda. Nice to hear from you. Happy New Year.

<Q - Linda Weiser - D.A. Davidson & Co.>: Happy New Year. So | believe that on the last call when you were giving us a
really good rundown of all the tariff impacts and everything, | think you said the worst case scenario impact on profit growth in FY
2020 would be like 5 percentage points, if I'm recollecting correctly. So, what you’re saying now is that you are actually hoping to
offset with pricing all of the impact. So...

<A - Brian Grass - Helen of Troy Ltd.>: Yeah, | - Linda, it's Brian. | think we gave dollar - unmitigated dollar ranges and we had
to give two ranges, one, for whether the last round stayed at 10% or went to 25%. So we - | never put it in percentage point
terms and | couldn’t tell you off the cuff what the percentages are. We gave dollar ranges and that was - we tried to be clear and
say that was 100% unmitigated, just to give people some perspective on it and because we hadn’t completed our negotiations
on pricing or explored all our other mitigation options. We’re now much further along with respect to pricing and I'm saying that
the intention is to offset 100% of the tariff increases through pricing and have tried to say it's no guarantee that we will get
completely there and there could be an impact on consumption and customer orders in the short term. But yes, a way to think
about it is the goal is to offset 100% of the gross dollar impact through the pricing and then pick up additional wins if we can in
sourcing.

<A - Julien Mininberg - Helen of Troy Ltd.>: And on the sourcing side, while it's not as straightforward as, okay, let's work on
the price, we can work backwards into our supply chain, we put this in our prepared remarks as well with productivity initiatives.
We have them internally always, externally always as well, but there are some specific ones that we are pursuing in China and in
Mexico that create opportunity and some savings to help mitigate. And then both commodities and foreign exchange move
around but they move in our favor frankly when commodity costs come down. For example, you’ve seen the price of oil over the
last few months, you’ve seen the price of copper over the last two months and the form - the various forms of plastic which we
use, and lots of things with motors and metal windings that use copper. These are opportunities to gain back some ground on
the subject of pricing or hold off increases that might come from a supplier who’s facing themselves some increase on
commodities that are going the wrong direction like cardboard, for example, for cartons, and it's well known that carton is an
escalating commodity.

And then in terms of foreign exchange the RMB has been weaker than the U.S. dollar for some time now triggered or
exacerbated anyway by the trade war and some of that broader macroeconomic China slowdown. And when we trade in dollars
in China, our dollars buy more RMBs and that gives an opportunity to help mitigate price differences.

So these kinds of things, and that’s before you get into factory moves, we're moving a SKU between Chinese factories, let alone
multi-regional moves like under the new NAFTA law. So there’s lots of stuff that’s not just putting out a price sheet.

<Q - Linda Weiser - D.A. Davidson & Co.>: Thank you. That’s very helpful. And then when you talk about just the possibility of
consumption or order declines or softening because of the price increases, can you give a little more color on which categories,
because | think of your stuff as mostly smaller gadgety type things that | wouldn’t think the consumer is so price sensitive over.
So what are you referring to, and are you more referring to competition still being able to not take the price - like what are you
talking about in terms of consumption decline due to these price increases?

<A - Julien Mininberg - Helen of Troy Ltd.>: Yeah. Just to be clear, we’re not anticipating consumption declines, our products
provide an excellent value. They're generally the leaders in the market, they have some of the best attributes, the best quality,
the best brand names, the best features, our products are winners. Consumers know that and you can see it in the online
ratings, you can see it in our market



shares and you can see it in our premium that we often command compared to competitors in the category. So we’re very
confident in the value equation that we give.

We also are confident that the U.S. consumer has a lot of tailwind right now, those things that | mentioned in the prepared
remarks. Taxes are generally lower depending exactly which person’s situation, there’s more people with jobs. You saw the
labor reports last week, and all three of the major indicators went positive. I'm talking about the number of jobs that were
created, the wage growth of the people who had jobs, and the labor participation rate which means there’s just more people
working. So all those things put money in people’s pockets and now they go to the shelf. But for the first time in years, they'll see
products that have a bit of inflation in them and there has not been inflation in this country of any meaningful way in the last
couple of years and certainly not in our categories.

There’s plenty of competition out there, but | don’t think they all can say the same positive things | said about our products.
Some of them are excellent, some of them are less so and customers have alternatives and consumers do too. It's a competitive
marketplace. That has yet to be tested. And that’s the only comment we’re really trying to make, to see at the new price points
that retailers may choose to put on their shelves what consumer response will be. So if you pick something of a low dollar value,
to your point before about gadgety type of item, pick a carrot peeler or a can opener or something, that's a $10, $12 item when it
comes from us, there’s always been $3 to $5 alternatives in a discount store, and that has nothing to do with tariffs, it's nothing
to do with pricing. It's just always been true.

That said, if our item now let’s say goes up $1 and the other one only goes up $0.25, that relative equation has not been
retested. And it's also possible to cross a price point like, let’s say, something crosses the $10 price point or the $25 price point,
we’re on our more expensive items like an air purifier, you might cross the $200 or $250 price point, something like this. And so
at some point consumers have an opinion about what they’re willing to buy and how much they’re willing to spend, how much
money they’ve got in their pocket et cetera.

| saw Christmas as very encouraging on this subject. And while all the numbers haven’t been published yet from Christmas, |
think it's well known that the Christmas season was generally positive and consumers demonstrated with their wallets that they
are willing to spend that money that’s in their pocket to buy the things that they want. And so when prices go up a little, now it will
be retested of whether there’s any new normal in the new equations when prices move around. That’s all we'’re saying.

<Q - Linda Weiser - D.A. Davidson & Co.>: Okay. And then just can | follow up on the M&A topic? We know that you've been
generally successful with M&A and have done a great job especially for things like Hydro Flask. But I'm just wondering, with
what we’re looking at possibly in terms of China slowdown seeping over into the U.S., are you considering, in your mind, maybe
just keeping your balance sheet really clean, keeping your powder dry and just not doing something for now and not levering up
because maybe investors might value at this point having a really clean unleveraged balance sheet and that might be the best
thing to do? In other words, I'm just wondering, should you lever up right ahead of a potential recession? That’s what I'm kind of
wondering.

<A - Julien Mininberg - Helen of Troy Ltd.>: Yeah. It's a great question. We do debate it internally sometimes, that very safe
route, look at our leverage ratio, it's low and it just got lower, look at our stock buyback behavior, there’s been about 1.2 million
shares repurchased by us just within this fiscal year alone and we brought the leverage down, so that strategy creates value.
And that said, operationally, when we find the right asset, even with some of those larger macro concerns, we should be able to
add value to the asset in any reasonable economic environment. In a tougher one like you’re concerned about, if there’s a
recession or a contagion or something like that, everything certainly gets harder on the one hand. On the other hand, the
winners tend to win in those recessions, and we’ve seen that before in the last recession especially in Health & Home, for
example, it was an area where we just got stronger.



And | guess my point is if we find the right thing, | think we would move forward. If there’s massive macro data that says caution
all around, it would make us a bit more cautious, but our balance sheet and our operations are ready and if we find the right
asset, we would act on it and yet, we’re keenly aware of the environment you’re talking about.

Meanwhile, as I've said many times in many meetings, the money has not been burning a hole in our pocket. We have not made
a significant purchase of any asset since 2016, and this is the Hydro Flask acquisition, and since then we’ve been aggressive
with the stock buybacks; especially when the market looked at us and didn’t see much value, we thought they were crazy and
we saw tons of value. So we’ve bought back the stock. So we’re not afraid to go both ways, as they say, and we’ll do the right
thing not only for the balance sheet, but for our portfolio and our operations with a sharp eye on the macro horizon.

<A - Brian Grass - Helen of Troy Ltd.>: | would just add that we’ve always had a conservative approach to leverage and we
would never lever above, | don’t know, pick a number, 4 times leverage or something like that. So | think we would - if we were
going to do something, we’d choose to minimize our risk through not taking on a high amount of leverage and we’ve always had
the ability to generate a lot of cash to quickly de-lever. So for those reasons we would consider an acquisition even if we felt like
there was some recessionary signs, but we wouldn’t do it so aggressively that we ended up with an ultra-high leverage ratio.
And we've always had the ability to de-lever quickly which would help - | think even in a recessionary environment we would still
be able to de-lever quickly. So for those reasons | think we would continue to consider acquisition even if the trends aren’t totally
in our favor from a macro perspective.

<A - Julien Mininberg - Helen of Troy Ltd.>: Yeah. It could also affect pricing, to the question that Chris Carey asked before.
In that kind of environment, multiples and prices come down, interest rates are little higher now than they were a few years ago.
So all these things, the market has a way of factoring them in very efficiently. | think what we would not do in a very negative
environment is bet the farm. So you’re not going to see us swing for the fences. We’ve not done that really ever as a company,
but to go in the face of a heavy negative macroeconomic environment and bet the ranch, we’re not that smart and not that stupid
at the same time. | don’t think we would do that.

<Q - Linda Weiser - D.A. Davidson & Co.>: Thanks. And can | just ask one little quick one? What percentage of your total
sales are in China and what percent of your ecommerce sales are in China?

<A - Julien Mininberg - Helen of Troy Ltd.>: Yeah. We don’t break it out. It’s been growing rapidly, | can say that, it's been
very successful for us, there’s market leadership in those thermometers has been true for some time. The rapid growth has been
exceptional. We've had an internal project to grow by multiples in the last couple of years, we’ve exceeded it. | can give you lots
of qualitative indicators that say that this is a winning area. If you're worried about the slowdown looking to dimensionalize, which
| think is what you're really trying to do. The number Brian gave before which is of the $10 million of reduction which is only to
the high end of our guidance is to be repetitive, I'm sorry, but we see the market doesn't like it when we lower guidance, but
raise our earnings they may forget that this is going to be a 3.8% to 4.8% growth year and in China, we actually are going to
have an up year, yet again we’re just going to have a less up year than we originally forecasted because of this.

<A - Brian Grass - Helen of Troy Ltd.>: Linda, what we can disclose is our percentage of sales in the Asia-Pacific region last
fiscal year was 5.1% of our total but growing rapidly. So | would expect that number to be higher for fiscal year 2019. But we give
that breakout annually, but just as a starting point it's 5.1% of the total in the Asia-Pacific region for last fiscal year and it grew
25% last fiscal year and is continuing to grow this year.

<A - Julien Mininberg - Helen of Troy Ltd.>: Yeah. Yeah. And on the online side it's not the lion’s share of our online. We do a
lot more online in the United States. It’s just a large part of the Chinese business



that is online. So that’s the reason we made that distinction. So if that business that Brian just described with numbers has a
tendency of online that’s been its biggest growth driver, if that slows down a little bit it's not surprising that our forecast takes a
hit in that 5-ish million dollars that we're talking about. I'm frankly surprised we’re having such a discussion about 5-ish million
dollars.

<Q - Linda Weiser - D.A. Davidson & Co.>: Okay. Thank you so much. | really appreciate it.
<A - Julien Mininberg - Helen of Troy Ltd.>: You bet, Linda.
Operator: We will now take our next question from Steve Marotta of C.L. King & Associates. Please go ahead.

<Q - Steve Marotta - C.L. King & Associates, Inc.>: Good morning, Julian and Brian. | know we’re running over, so I'll just
offer two quick questions and take the rest offline. From a sourcing rebalancing standpoint, can you remind us where you are
right now from a China exposure to COGS domestically and where you would expect to be 12 months from now?

<A - Julien Mininberg - Helen of Troy Ltd.>: Yeah. But | believe we break out the total number. And while he is going to dig it
up for you, Steve, we’ll give you that number, because we do disclose it, while he is doing it, I'll remind this group that it varies a
lot by segment. So in the case of Beauty and Housewares we’re primarily China sourced. In the case of Health & Home, we’re
roughly even in dollar terms between China and the Americas with Mexico being the primary source for the Americas product.
So think of thermometers, humidifiers, air purifiers, vaporizers, a lot of the stuff is made in Mexico for them.

<A - Brian Grass - Helen of Troy Ltd.>: So, that’s right, currently 70% - well, for last fiscal year, 74% of our product were
sourced in the Far East. And | would say at this stage it's hard to give an estimate on how we could shift that percentage
because we're early days and looking at new regions and auctions. It’s not like we weren’t - we didn’t look at it in the past, but in
the past the analysis always proved out that China was by far the most efficient.

<A - Julien Mininberg - Helen of Troy Ltd.>: Yeah. The numbers moved...
<A - Brian Grass - Helen of Troy Ltd.>: Right.
<A - Julien Mininberg - Helen of Troy Ltd.>: The numbers moved. The lines have re-crossed and there’s a new equilibrium.

<A - Brian Grass - Helen of Troy Ltd.>: Right. But now they shifted because of tariffs and because China is becoming more
expensive. The lines are starting to cross. So that in conjunction with the massive impact from tariffs has got us looking at this
harder and the analysis shows that it's getting close to equal or maybe even the lines are crossing. So it's early days. Steve, |
can’t - | don’t think it'd be prudent for us to give you what we think it could be in a year at this stage. | think there’ll be more to

come on that in the next couple quarters. We're at 74% currently.

<A - Julien Mininberg - Helen of Troy Ltd.>: Yeah. And the way - looking forward, the way | would look at it and the way we
look at it internally is Health & Home is roughly at 50-50. The company is the balance that you just heard in the last fiscal year
and for Housewares and Beauty it's almost completely China. With the lines moving, think of things like labor rates, the Chinese
labor rate has been going up almost like clockwork for the last seven or eight years now, 15%, 20% a year. It's not that big a
component of our cost of goods but compound that over seven, eight year period, labor gets to be more expensive. Exchange
rates, if you look at the RMB versus the dollar over the last seven or eight years



and the Mexican peso versus the dollar over the last seven years, you'’re going to see two entirely different scenarios.

And then if you look at lead times, inventory levels and then cube, meaning like let’'s say you're making a thing like a vaporizer or
a salad spinner. So that’s a big item, they are roughly the same size. They’re very light, so you're going to cube out a container
across the Pacific long before you gross it out, with weight and the lead time is longer. So why would you ship all that air and yet
fill up that container as you could put more weight in, filling it up with something else like a thermometer or a hairdryer or
something like that you’re going to be able to get a lot more units and a lot more dollar value in that container before you cube it
out or grossed it out.

So this stuff is all being factored into equation because it’s all moving around. And because the rule of law has changed, right.
NAFTA 2 or at USMCA is | don’t know if it's a done deal but appears close to ratification. And in the case of the China thing |
believe the delegations are meeting this week as we speak on the subject of whether or not there’s going to be a new normal
coming out of China. And meanwhile, there’s also new Congress in the United States that wants to fight about everything. So |
can'’t tell you how all that’s going to go. | can simply tell you that that’s the way we look at it. My response is very simple, never
waste a good crisis, | said it before, and when the numbers move around it creates opportunity. We're capitalists and we're
going to put our assets where we think they’re most efficient and get the best value we can for our shareholders and make the
best margins we can in our business.

<Q - Steve Marotta - C.L. King & Associates, Inc.>: That's great. Thank you. I'll take the rest offline.
<A - Julien Mininberg - Helen of Troy Ltd.>: Yeah. No problem.

Operator: It appears there are no further questions at this time. Mr. Mininberg, I'd like to turn the conference back to you for any
additional or closing remarks.

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

Yeah. Well, thanks for joining today. Robust discussion, very much appreciated. Look forward to the follow up calls. | know we'll
be speaking to many of you as well in the coming weeks and we’ll be meeting those of you that are attending next week’s ICR
Conference in Orlando. Beyond that we do expect to host our fourth quarter and fiscal year end call in late April when we will

also provide our outlook for fiscal 2020 and we’ll give you an update on Investor Day for the second phase of our transformation
when we’re in a position where we have all the dates and details.

Well, thanks very much, everybody. So long. Thanks for being on the call.

Operator: This concludes today’s call. Thank you for your participation. You may now disconnect.



