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Item 2.02    Results of Operation and Financial Condition.

On April 28, 2021, Helen of Troy Limited (the “Company”, “our”, “we” or “us”) issued a press release announcing the results for
its fiscal quarter and year ended February 28, 2021.  With this Form 8-K, we are furnishing a copy of the press release (attached
hereto as Exhibit 99.1).  The press release is 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.

Certain written and oral statements made by the Company and subsidiaries of the Company may constitute “forward-looking
statements” as defined under the Private Securities Litigation Reform Act of 1995. This includes statements made in this Form 8-
K and the exhibits attached hereto. 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 the Company expects or anticipates 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 its current expectations and
various assumptions. The Company believes there is a reasonable basis for these expectations and assumptions, but there can
be no assurance that the Company will realize these expectations or that these assumptions will prove correct. Forward-looking
statements are subject to risks that could cause them to differ materially from actual results. Accordingly, the Company cautions
readers not to place undue reliance on forward-looking statements. The forward-looking statements contained in this Form 8-K
and the exhibits attached hereto 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, 2021, and in the Company’s 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, the
Company's ability to successfully manage the demand, supply, and operational challenges associated with the actual or
perceived effects of COVID-19 and any similar future public health crisis, pandemic or epidemic, the Company's ability to deliver
products to its customers in a timely manner and according to their fulfillment standards, actions taken by large customers that
may adversely affect the Company's gross profit and operating results, the Company's dependence on the strength of retail
economies and vulnerabilities to any prolonged economic downturn, including from the effects of COVID-19, the Company's
dependence on sales to several large customers and the risks associated with any loss of, or substantial decline in, sales to top
customers, expectations regarding recent acquisitions and any future acquisitions or divestitures, including the Company's ability
to realize related synergies along with its ability to effectively integrate acquired businesses or disaggregate divested
businesses, the Company's reliance on its Chief Executive Officer and a limited number of other key senior officers to operate its
business, obsolescence or interruptions in the operation of the Company's central global Enterprise Resource Planning (“ERP”)
systems and other peripheral information systems, occurrence of cyber incidents or failure by the Company or its third-party
service providers to maintain cybersecurity and the integrity of confidential internal or customer data, the Company's
dependence on third-party manufacturers, most of which are located in the Far East, and any inability to obtain products from
such manufacturers, risks associated with weather conditions, the duration and severity of the cold and flu season and other
related factors, the geographic concentration and peak season capacity of certain U.S. distribution facilities which increase its
risk to disruptions that could affect the Company's ability to deliver products in a timely manner, risks associated with the use of
licensed trademarks from or to third parties, the Company's ability to develop and introduce a continuing stream of innovative
new products to meet changing consumer preferences, the risks associated with trade barriers, exchange controls,
expropriations, and other risks associated with domestic and foreign operations, the risks associated with significant changes in
regulations interpretation or product certification requirements, the risks associated with global legal developments regarding
privacy and data security that could result in changes to its business practices, penalties, increased cost of operations, or
otherwise harm the business, the risks associated with accounting for tax positions and the resolution of tax disputes, the risks of
potential changes in laws and regulations, including environmental, health and
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safety and tax laws, and the costs and complexities of compliance with such laws, the Company's ability to continue to avoid
classification as a Controlled Foreign Corporation, the risks associated with legislation enacted in Bermuda and Barbados in
response to the European Union’s review of harmful tax competition, the risks of significant tariffs or other restrictions being
placed on imports from China or Mexico or any retaliatory trade measures taken by China or Mexico, the risks associated with
product recalls, product liability and other claims against the Company, and associated financial risks including but not limited to,
significant impairment of the Company's goodwill, indefinite-lived and definite-lived intangible assets or other long-lived assets,
risks associated with foreign currency exchange rate fluctuations, increased costs of raw materials, energy and transportation,
projections of product demand, sales and net income, which are highly subjective in nature, and from which future sales and net
income could vary in a material amount, the risks to the Company's liquidity or cost of capital which may be materially adversely
affected by constraints or changes in the capital and credit markets and limitations under its financing arrangements.

The press release includes or refers to certain information that the Company believes is non-GAAP Financial Information as
contemplated by SEC Regulation G, Rule 100. The press release contains tables that reconcile these measures to their
corresponding GAAP based measures presented in the Company’s Condensed Consolidated Statements of Income and Cash
Flows. 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 Exhibit 99.1 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 April 28, 2021
99.2 Text of conference call held on April 28, 2021

Signatures

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

 HELEN OF TROY LIMITED
  
Date: May 3, 2021 /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 Fourth Quarter Fiscal 2021 Results

Consolidated Net Sales Growth of 15.1% Despite Adverse February Winter Storm Impact
Organic Business Net Sales Growth of 12.2%; Leadership Brand Net Sales Growth of 20.2%

GAAP Diluted Earnings Per Share (“EPS”) of $0.90; Includes Impairment Charge of $0.30
Adjusted Diluted EPS of $1.57 Despite Adverse February Winter Storm Impact

Full Year Consolidated Net Sales Growth of 22.9%
Full Year GAAP Diluted EPS of $10.08

Full Year Adjusted Diluted EPS Growth of 25.3% to $11.65
Full Year Operating Cash Flow Growth of 15.8% to $314.1 million

El Paso, Texas, April 28, 2021 — Helen of Troy Limited (NASDAQ: HELE), designer, developer and worldwide marketer of
consumer brand-name housewares, health and home, and beauty products, today reported results for the three-month period
ended February 28, 2021.

Executive Summary – Fourth Quarter of Fiscal 2021

• Consolidated net sales revenue increase of 15.1% to $509.4 million, including:
◦ An adverse impact from February Winter Storm Uri of approximately $15 million, or 3.4%
◦ An increase in Leadership Brand net sales of 20.2%
◦ An increase in online channel net sales of approximately 30%
◦ Organic business net sales growth of 12.2%
◦ Core business net sales growth of 16.2%

• GAAP consolidated operating income of $24.5 million, or 4.8% of net sales, which includes a non-cash asset impairment
charge of $8.5 million, compared to a GAAP operating loss of $2.7 million, or 0.6% of net sales, for the same period last
year, which included acquisition-related expenses of $1.1 million, non-cash asset impairment charges of $41.0 million,
and restructuring charges of $2.3 million

• Non-GAAP consolidated adjusted operating income decrease of 20.5% to $42.9 million, or 8.4% of net sales, compared
to $53.9 million, or 12.2% of net sales, for the same period last year

• GAAP diluted EPS of $0.90, which includes a non-cash asset impairment charge of $0.30 per share, compared to a
GAAP diluted loss per share of $0.13 for the same period last year, which included acquisition-related expenses of $0.04
per share, non-cash asset impairment charges of $1.43 per share, and restructuring charges of $0.08 per share

• Non-GAAP adjusted diluted EPS of $1.57 despite an adverse winter storm impact of approximately $0.20, compared to
$1.88 for the same period last year

Executive Summary - Fiscal 2021

• Consolidated net sales revenue increase of 22.9% including:
◦ An increase in Leadership Brand net sales of 25.5%
◦ An increase in online channel net sales of approximately 32%
◦ Organic business net sales growth of 20.3%
◦ Core business net sales growth of 23.7%

• GAAP consolidated operating income of $281.5 million, or 13.4% of net sales, which includes a non-cash asset
impairment charge of $8.5 million and restructuring charges of $0.4 million,
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compared to $178.3 million, or 10.4% of net sales, for the same period last year, which included acquisition-related
expenses of $2.5 million, non-cash asset impairment charges of $41.0 million, and restructuring charges of $3.3 million

• Non-GAAP consolidated adjusted operating income increase of 24.2% to $334.4 million, or 15.9% of net sales, compared
to $269.3 million, or 15.8% of net sales, for the same period last year

• GAAP diluted EPS of $10.08, which includes a non-cash asset impairment charge of $0.30 per share, restructuring
charges of $0.01 per share, and a benefit from tax reform of $0.37 per share, compared to $6.02 for the same period last
year, which included acquisition-related expenses of $0.10 per share, non-cash asset impairment charges of $1.44 per
share, and restructuring charges of $0.12 per share

• Non-GAAP adjusted diluted EPS increase of 25.3% to $11.65, compared to $9.30 for the same period last year

• Net cash provided by operating activities growth of 15.8% to $314.1 million, compared to $271.3 million for the same
period last year

• Free cash flow of $215.4 million, which includes a one-time, up-front license fee payment of $72.5 million to extend the
license of Revlon's trademark for hair care appliances and tools, royalty-free for the next 100 years, compared to $253.5
million for the same period last year

• Repurchased 960,829 shares of common stock in the open market during the fiscal year for $191.6 million, at an average
price of $199.42 per share

Julien R. Mininberg, Chief Executive Officer, stated: “Our fourth quarter results cap off an extraordinary year for Helen of Troy
and an outstanding second year of our Phase II Transformation. I am very proud of the agility our organization demonstrated as
we worked together with even more passion to address COVID-19’s unprecedented challenges to all aspects of the business.
These efforts drove us past the $2 billion sales milestone, grew our market share for several key brands, and delivered
outstanding operating cash flow, adjusted operating income, and adjusted EPS growth in fiscal 2021. During the year, our
Leadership Brands once again led the way, now making up more than 81% of our sales and online sales grew to now represent
26% of total sales. Our strategic focus on international continued to bear fruit. The diversified nature of our portfolio provided
consistency, with some categories benefiting from changed consumer behavior and some of our categories posting another year
of strong growth based on the timeless power of consumer-centric innovation and outstanding execution. We were not shy about
using this strength to further invest in projects intended to power our value creation flywheel, such as new product innovations
for fiscal 2022 and beyond, IT, Direct-to-Consumer, expanded production and distribution capacity, and investments in much
healthier inventory levels.”

“As we look to fiscal 2022, our all-weather portfolio of Leadership Brands is well suited to continue serving consumers. As
COVID-19 lingers it favors our health-related brands. Other brands such as Hydro Flask, Drybar, Revlon, and HOT Tools are
expected to benefit further as the post-pandemic landscape takes shape, and OXO is positioned to succeed in most
environments. We have taken steps to address the uncertainties from the continued path of COVID-19 and emerging inflationary
environment. We are working with our supply chain partners and have implemented cost mitigation measures to help offset
expected inflation and will make pricing decisions to further address the situation as it evolves. We believe these actions will help
us deliver on our Phase II average annual growth targets from our new elevated base and that adjusted EPS growth in fiscal
2022 is achievable. Our balance sheet has never been stronger, and we have ample liquidity and operational capability to fuel
growth with a combination of organic expansion and acquisition. We believe our key strategic initiatives position us well to create
significant additional shareholder value over the course of the remaining three years of Phase II.”
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Three Months Ended Last Day of February,
(in thousands) Housewares Health & Home Beauty Total
Fiscal 2020 sales revenue, net $ 144,948 $ 185,854 $ 111,563 $ 442,365 

Organic business (1) 17,113 40,648 (3,836) 53,925 
Impact of foreign currency 402 2,121 195 2,718 
Acquisition (2) — — 10,367 10,367 

Change in sales revenue, net 17,515 42,769 6,726 67,010 
Fiscal 2021 sales revenue, net $ 162,463 $ 228,623 $ 118,289 $ 509,375 

Total net sales revenue growth (decline) 12.1 % 23.0 % 6.0 % 15.1 %
Organic business 11.8 % 21.9 % (3.4)% 12.2 %
Impact of foreign currency 0.3 % 1.1 % 0.2 % 0.6 %
Acquisition — % — % 9.3 % 2.3 %

Operating margin (GAAP)     
Fiscal 2021 10.0 % (0.7)% 8.5 % 4.8 %
Fiscal 2020 9.6 % 8.8 % (29.6)% (0.6)%

Adjusted operating margin (non-GAAP)     
Fiscal 2021 11.7 % 0.7 % 18.9 % 8.4 %
Fiscal 2020 11.8 % 11.2 % 14.4 % 12.2 %

Consistent with its strategy of focusing on its Leadership Brands, the Company committed to a plan to divest certain assets
within its global mass channel personal care business (“Personal Care”). The assets to be divested include intangible assets,
inventory, net trade receivables and fixed assets related to the Company's mass channel liquids, powder and aerosol products
under brands such as Pert, Brut, Sure and Infusium. The Company entered into exclusive negotiations with a selected bidder at
the end of February and have largely agreed to the broader terms. The Company is currently working through the detailed
negotiation of the various agreements and complexities needed to complete the transaction and hopes to have more to
announce very soon. The Company defines Core as strategic business that it expects to be an ongoing part of its operations,
and Non-Core as business or assets (including assets held for sale) that it expects to divest within a year of its designation as
Non-Core.

 Three Months Ended Last Day of February,
(in thousands) Housewares Health & Home Beauty Total
Fiscal 2020 sales revenue, net $ 144,948 $ 185,854 $ 111,563 $ 442,365 

Core business (3) 17,515 42,769 11,534 71,818 
Non-Core business (Personal Care) (3) — — (4,808) (4,808)

Change in sales revenue, net 17,515 42,769 6,726 67,010 
Fiscal 2021 sales revenue, net $ 162,463 $ 228,623 $ 118,289 $ 509,375 

Total net sales revenue growth (decline) 12.1 % 23.0 % 6.0 % 15.1 %
Core business 12.1 % 23.0 % 10.3 % 16.2 %
Non-Core business (Personal Care) — % — % (4.3)% (1.1)%

Consolidated Results - Fourth Quarter Fiscal 2021 Compared to Fourth Quarter Fiscal 2020

• Consolidated net sales revenue increased $67.0 million, or 15.1% to $509.4 million compared to $442.4 million. The
growth was driven by an Organic business increase of $53.9 million, or 12.2%, primarily reflecting growth in online,
international, and brick and mortar channel sales. The Drybar Products acquisition also contributed $10.4 million of
incremental net sales revenue for the eight week period prior to the first anniversary of the acquisition. These factors
were partially offset by the adverse impact from February Winter Storm Uri which prevented the Company from shipping
approximately $15 million of orders before the end of the quarter, COVID-19 related store traffic declines at certain retail
customers and a decline in Non-Core business.
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• Consolidated gross profit margin increased 1.7 percentage points to 45.2%, compared to 43.5%. The increase was
primarily due to a more favorable channel mix within the Housewares segment, a more favorable product mix within the
Organic Beauty business and Health & Home segment, and the favorable impact of the Drybar Products acquisition.
These factors were partially offset by an unfavorable product mix within the Housewares segment and higher inbound
freight expense.

• Consolidated selling, general and administrative expense (“SG&A”) ratio increased 4.3 percentage points to 38.7%,
compared to 34.4%. The increase was primarily due to higher marketing and new product development expense,
increased freight and distribution expense, and higher legal, patent defense and other professional fees. These factors
were partially offset by favorable operating leverage, reduced royalty expense as a result of the extension of the Revlon
trademark license, lower amortization expense, and travel expense reductions due to COVID-19.

• Consolidated operating income was $24.5 million, or 4.8% of net sales revenue, compared to an operating loss of $2.7
million, or 0.6% of net sales revenue. The increase in consolidated operating margin was primarily due to a higher gross
profit margin and the comparative impact of lower non-cash asset impairment charges year-over-year. These factors
were partially offset by an increase in the SG&A ratio.

• Income tax benefit as a percentage of income before tax was 2.7%, compared to income tax benefit as a percentage of
loss before tax of 48.1%. The year-over-year change was primarily due to the comparative impact of tax benefits
recognized on impairment charges recorded in both periods.

• Net Income was $22.2 million, or $0.90 per diluted share, compared to a net loss of $3.2 million, or $0.13 per diluted
share. Diluted EPS improved primarily due to higher operating income in the Beauty segment, which includes the
favorable comparative impact of lower after-tax non-cash asset impairment charges, restructuring charges and
acquisition-related expenses year-over-year, higher operating income in the Housewares segment, and the favorable
impact of lower weighted average diluted shares outstanding. These factors were partially offset by an adverse impact of
approximately $0.20 per diluted share from Winter Storm Uri, reduced operating income in the Health & Home segment
and a lower income tax benefit.

• Adjusted EBITDA (earnings before interest, taxes, depreciation and amortization) decreased 16.8% to $48.6 million
compared to $58.4 million.

On an adjusted basis for the fourth quarters of fiscal 2021 and 2020, excluding acquisition-related expenses, non-cash asset
impairment charges, restructuring charges, amortization of intangible assets, and non-cash share-based compensation, as
applicable:

• Adjusted operating income decreased $11.1 million, or 20.5%, to $42.9 million, or 8.4% of net sales revenue, compared
to $53.9 million, or 12.2% of net sales revenue. The 3.8 percentage point decrease in adjusted operating margin primarily
reflects an unfavorable product mix within the Housewares segment, higher marketing and new product development
expense, higher inbound and outbound freight and distribution expense, and higher legal, patent defense and other
professional fees. These factors were partially offset by favorable operating leverage, a more favorable product mix
within the Organic Beauty business and Health & Home segment, favorable channel mix within the Housewares
segment, and travel expense reductions due to COVID-19.

• Adjusted income decreased $9.1 million, or 19.0%, to $38.8 million, compared to $47.8 million. Adjusted diluted EPS
decreased 16.5% to $1.57, compared to $1.88. The decrease in adjusted
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diluted EPS was primarily due to an adverse impact of approximately $0.20 per diluted share from Winter Storm Uri and
reduced operating income in the Health & Home segment. These factors were partially offset by higher operating income
in the Beauty and Housewares segments, and the favorable impact of lower weighted average diluted shares
outstanding.

Segment Results - Fourth Quarter Fiscal 2021 Compared to Fourth Quarter Fiscal 2020

Housewares net sales revenue increased $17.5 million, or 12.1%, to $162.5 million, compared to $144.9 million. The increase
was driven by an Organic business increase of $17.1 million, or 11.8%, primarily due to higher demand for OXO brand products
as COVID-19 continued to keep consumers at home cooking, baking and organizing, which resulted in increases in online, brick
and mortar, and international sales. These factors were partially offset by an adverse impact from Winter Storm Uri, the COVID-
19 related impact of reduced store traffic at certain retail brick and mortar stores, increased competitive activity and strong new
product releases in the prior year period. Operating income increased 16.0% to $16.2 million, or 10.0% of segment net sales
revenue, compared to $14.0 million, or 9.6% of segment net sales revenue. The 0.4 percentage point increase was primarily due
to favorable operating leverage, a more favorable channel mix, lower marketing expenses, and travel expense reductions due to
COVID-19. These factors were partially offset by a less favorable product mix, higher inbound and outbound freight and
distribution expense, and higher annual incentive compensation. Adjusted operating income increased 10.7% to $19.0 million, or
11.7% of segment net sales revenue, compared to $17.1 million, or 11.8% of segment net sales revenue.

Health & Home net sales revenue increased $42.8 million, or 23.0%, to $228.6 million, compared to $185.9 million. The increase
was driven by an Organic business increase of $40.6 million, or 21.9%, primarily due to continued strong consumer demand for
healthcare and healthy living products in domestic and international markets, primarily in thermometry and air purification, in
both brick and mortar and online channels, mainly attributable to COVID-19. These factors were partially offset by declines in
non-strategic product categories, a far below average cough/cold/flu season due to social distancing and remote schooling
related to COVID-19, and an adverse impact from Winter Storm Uri on end-of-quarter shipments. Operating loss was $1.7
million, or 0.7% of segment net sales revenue, compared to operating income of $16.3 million, or 8.8% of segment net sales
revenue. The 9.5 percentage point decrease in segment operating margin was primarily due to increased marketing and new
product development expense, higher inbound freight expense, higher distribution costs, higher annual incentive compensation,
and increased legal and other professional fees. These factors were partially offset by favorable operating leverage and a more
favorable product mix. Adjusted operating income decreased 92.6% to $1.5 million, or 0.7% of segment net sales revenue,
compared to $20.8 million, or 11.2% of segment net sales revenue in the same period last year.

Beauty net sales revenue increased $6.7 million, or 6.0%, to $118.3 million, compared to $111.6 million. The increase was
driven by the incremental net sales revenue contribution from Drybar Products of $10.4 million, or 9.3% growth, for the eight
week period prior to the first anniversary of the acquisition. Sales for the five week period subsequent to the acquisition
anniversary date are included in Organic business sales. These factors were partially offset by an Organic business decrease of
$3.8 million, or 3.4% due to a decline in Personal Care and an adverse impact from Winter Storm Uri on end-of-quarter
shipments. Operating income was $10.0 million, or 8.5% of segment net sales revenue compared to an operating loss of $33.0
million, or 29.6% of segment net sales revenue. The 38.1 percentage point increase in operating margin reflects the favorable
comparative impact of lower non-cash asset impairment charges, lower restructuring charges and lower acquisition-related
expenses year-over-year. The increase in operating margin also reflects a more favorable product mix, reduced royalty expense
as a result of the extension of the Revlon trademark license, lower amortization expense, lower bad debt expense, and travel
expense reductions due to COVID-19. These factors were partially offset by increased marketing expense, increased inbound
and outbound freight expense, higher personnel expense related to the acquisition of Drybar Products, and higher legal and
other professional fees. Adjusted operating income
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increased 39.6% to $22.4 million, or 18.9% of segment net sales revenue, compared to $16.0 million, or 14.4% of segment net
sales revenue.

Balance Sheet and Cash Flow Highlights - Fiscal 2021 Compared to Fiscal 2020

• Cash and cash equivalents totaled $45.1 million, compared to $24.5 million.

• Accounts receivable turnover for fiscal 2021 was 68.6 days, compared to 67.0 days for the same period last year.

• Inventory was $481.6 million, compared to $256.3 million. Inventory turnover for fiscal 2021 was 3.2 times, compared to
3.0 times for the same period last year.

• Total short- and long-term debt was $343.6 million, compared to $339.3 million.

• Net cash provided by operating activities for fiscal 2021 was $314.1 million, compared to $271.3 million.

Fiscal 2022 Business Update

Due to the high level of business uncertainty related to the unpredictable path of the evolving COVID-19 pandemic, ongoing
disruption in global supply chains, and the volatility in the cost and availability of commodities, freight and other resources, the
Company is not providing an Outlook for fiscal 2022 at this time. The extent of the impact of COVID-19 on the Company's
business and financial results will depend largely on future developments that are impossible to predict at this juncture and
outside the Company's control, including the duration of the spread of the COVID-19 outbreak, the availability, adoption and
effectiveness of the COVID-19 vaccine, the impact on capital and financial markets and the related impact on consumer
confidence and spending. Additionally, surges in demand for certain products and shifts in shopping patterns related to COVID-
19, as well as other factors, have strained the global freight network, resulting in higher costs, less capacity, and longer lead
times across nearly all industries. With continued increases in demand and limited supply for containers, the market rates for
inbound freight have increased several fold compared to calendar year 2020 averages. In order to adjust to the difficult and
uncertain environment, the Company has implemented a number of mitigation and cost reduction measures that will remain in
place until there is greater certainty and less variability. While we have not yet made all our pricing decisions, price increases are
being considered, along with our other cost mitigation and reduction strategies.

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, Wednesday, April 28, 2021. Investors and analysts interested in participating in the call are invited to dial
(877) 407-3982 approximately ten minutes prior to the start of the call. The conference call will also be webcast live at:
http://investor.helenoftroy.com. A telephone replay of this call will be available at 12:00 p.m. Eastern Time on April 28, 2021 until
11:59 p.m. Eastern Time on May 5, 2021 and can be accessed by dialing (844) 512-2921 and entering replay pin number
13718414. A replay of the webcast will remain available on the website for one year.
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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 such as Adjusted Operating Income, Adjusted Operating Margin,
Adjusted Income, Adjusted Diluted Earnings per Share (“EPS”), Core and Non-Core Adjusted Diluted EPS, EBITDA, Adjusted
EBITDA, and Free Cash Flow, which are presented in accompanying tables to this press release along with a reconciliation of
these financial measures to their corresponding GAAP-based measures presented in the Company’s consolidated statements of
income and cash flows. For additional information see Note 10 to the accompanying tables to this press release.

About Helen of Troy Limited

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

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

Forward-Looking Statements

Certain written and oral statements made by the Company and subsidiaries of the 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 the Company expects or anticipates 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 its current expectations and various assumptions. The Company
believes there is a reasonable basis for these expectations and assumptions, but there can be no assurance that the Company
will realize these expectations or that these assumptions will prove correct. Forward-looking statements are subject to risks that
could cause them to differ materially from actual results. Accordingly, the Company cautions 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, 2021,
and in the Company's 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, the Company's ability to successfully manage the demand, supply,
and operational challenges associated with the actual or perceived effects of COVID-19 and any similar future public health
crisis, pandemic or epidemic, the Company's ability to deliver products to its customers in a timely manner and according to their
fulfillment standards, actions taken by large customers that may adversely affect the Company's gross profit and operating
results, the Company's dependence on the strength of retail economies and vulnerabilities to any prolonged economic downturn,
including from the effects of COVID-19, the Company's dependence on sales to several large customers and the risks
associated with any loss of, or substantial decline in, sales to top customers, expectations regarding recent acquisitions and any
future acquisitions or divestitures, including the Company's ability to realize related synergies along with its ability to effectively
integrate acquired businesses or disaggregate divested businesses, the Company's reliance on its Chief Executive Officer and a
limited number of other key senior officers to operate its business, obsolescence or interruptions in the operation of the
Company's central global Enterprise Resource Planning (“ERP”)
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systems and other peripheral information systems, occurrence of cyber incidents or failure by the Company or its third-party
service providers to maintain cybersecurity and the integrity of confidential internal or customer data, the Company's
dependence on third-party manufacturers, most of which are located in the Far East, and any inability to obtain products from
such manufacturers, risks associated with weather conditions, the duration and severity of the cold and flu season and other
related factors, the geographic concentration and peak season capacity of certain U.S. distribution facilities which increase its
risk to disruptions that could affect the Company's ability to deliver products in a timely manner, risks associated with the use of
licensed trademarks from or to third parties, the Company's ability to develop and introduce a continuing stream of innovative
new products to meet changing consumer preferences, the risks associated with trade barriers, exchange controls,
expropriations, and other risks associated with domestic and foreign operations, the risks associated with significant changes in
regulations, interpretations or product certification requirements, the risks associated with global legal developments regarding
privacy and data security that could result in changes to its business practices, penalties, increased cost of operations, or
otherwise harm the business, the risks associated with accounting for tax positions and the resolution of tax disputes, the risks of
potential changes in laws and regulations, including environmental, health and safety and tax laws, and the costs and
complexities of compliance with such laws, the Company's ability to continue to avoid classification as a Controlled Foreign
Corporation, the risks associated with legislation enacted in Bermuda and Barbados in response to the European Union’s review
of harmful tax competition, the risks of significant tariffs or other restrictions being placed on imports from China or Mexico or any
retaliatory trade measures taken by China or Mexico, the risks associated with product recalls, product liability and other claims
against the Company, and associated financial risks including but not limited to, significant impairment of the Company's
goodwill, indefinite-lived and definite-lived intangible assets or other long-lived assets, risks associated with foreign currency
exchange rate fluctuations, increased costs of raw materials, energy and transportation, projections of product demand, sales
and net income, which are highly subjective in nature, and from which future sales and net income could vary in a material
amount, the risks to the Company's liquidity or cost of capital which may be materially adversely affected by constraints or
changes in the capital and credit markets and limitations under its financing arrangements. The Company undertakes 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
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HELEN OF TROY LIMITED AND SUBSIDIARIES
Consolidated Statements of Income

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

 Three Months Ended Last Day of February,
 2021 2020
Sales revenue, net $ 509,375 100.0 % $ 442,365 100.0 %
Cost of goods sold 279,037 54.8 % 249,750 56.5 %

Gross profit 230,338 45.2 % 192,615 43.5 %
Selling, general and administrative expense (“SG&A”) 197,366 38.7 % 152,108 34.4 %
Asset impairment charges 8,452 1.7 % 41,000 9.3 %
Restructuring charges (5) — % 2,252 0.5 %

Operating income (loss) 24,525 4.8 % (2,745) (0.6)%
Non-operating income, net 119 — % 81 — %
Interest expense 3,049 0.6 % 3,414 0.8 %

Income (loss) before income tax 21,595 4.2 % (6,078) (1.4)%
Income tax benefit (577) (0.1)% (2,923) (0.7)%
Net income (loss) $ 22,172 4.4 % $ (3,155) (0.7)%

    
Diluted earnings (loss) per share (“EPS”) $ 0.90  $ (0.13)  

Weighted average shares of common stock used in computing diluted EPS 24,737  25,175  

 Fiscal Year Ended Last Day of February,
 2021 2020
Sales revenue, net $ 2,098,799 100.0 % $ 1,707,432 100.0 %
Cost of goods sold 1,171,497 55.8 % 972,966 57.0 %

Gross profit 927,302 44.2 % 734,466 43.0 %
SG&A 637,012 30.4 % 511,902 30.0 %
Asset impairment charges 8,452 0.4 % 41,000 2.4 %
Restructuring charges 350 — % 3,313 0.2 %

Operating income 281,488 13.4 % 178,251 10.4 %
Non-operating income, net 559 — % 394 — %
Interest expense 12,617 0.6 % 12,705 0.7 %

Income before income tax 269,430 12.8 % 165,940 9.7 %
Income tax expense 15,484 0.7 % 13,607 0.8 %
Net income $ 253,946 12.1 % $ 152,333 8.9 %

    
Diluted EPS $ 10.08  $ 6.02  

Weighted average shares of common stock used in computing diluted EPS 25,196  25,322  
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Consolidated Statements of Income and Reconciliation of Non-GAAP Financial Measures – Adjusted Operating Income,
Adjusted Income and Adjusted Diluted EPS (2) (10)
(Unaudited) (in thousands, except per share data)

 Three Months Ended February 28, 2021

 
As Reported 

(GAAP) Adjustments  
Adjusted 

(Non-GAAP)
Sales revenue, net $ 509,375 100.0 % $ —  $ 509,375 100.0 %
Cost of goods sold 279,037 54.8 % —  279,037 54.8 %

Gross profit 230,338 45.2 % —  230,338 45.2 %
SG&A 197,366 38.7 % (4,116) (4) 187,486 36.8 %
   (5,764) (5)   
Asset impairment charges 8,452 1.7 % (8,452) (6) — — %
Restructuring charges (5) — % 5 (7) — — %

Operating income 24,525 4.8 % 18,327  42,852 8.4 %
Non-operating income, net 119 — % —  119 — %
Interest expense 3,049 0.6 % —  3,049 0.6 %

Income before income tax 21,595 4.2 % 18,327  39,922 7.8 %
Income tax (benefit) expense (577) (0.1)% 1,743  1,166 0.2 %
Net Income $ 22,172 4.4 % $ 16,584  $ 38,756 7.6 %

Diluted EPS $ 0.90  $ 0.67  $ 1.57  

Weighted average shares of common stock used in computing
diluted EPS 24,737    24,737  

 Three Months Ended February 29, 2020

 
As Reported 

(GAAP) Adjustments  
Adjusted 

(Non-GAAP)
Sales revenue, net $ 442,365 100.0 % $ —  $ 442,365 100.0 %
Cost of goods sold 249,750 56.5 % —  249,750 56.5 %

Gross profit 192,615 43.5 % —  192,615 43.5 %
SG&A 152,108 34.4 % (8,142) (4) 138,709 31.4 %
   (4,186) (5)   

(1,071) (8)
Asset impairment charges 41,000 9.3 % (41,000) (6) — — %
Restructuring charges 2,252 0.5 % (2,252) (7) — — %

Operating (loss) income (2,745) (0.6)% 56,651 53,906 12.2 %
Non-operating income, net 81 — % —  81 — %
Interest expense 3,414 0.8 % —  3,414 0.8 %

(Loss) income before income tax (6,078) (1.4)% 56,651  50,573 11.4 %
Income tax (benefit) expense (2,923) (0.7)% 5,676  2,753 0.6 %

Net (loss) income $ (3,155) (0.7)% $ 50,975 $ 47,820 10.8 %

Diluted EPS $ (0.13)  $ 2.01  $ 1.88  

Weighted average shares of common stock used in computing
diluted EPS 25,175    25,403  
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Consolidated Statements of Income and Reconciliation of Non-GAAP Financial Measures – Adjusted Operating Income,
Adjusted Income and Adjusted Diluted EPS (2) (10)
(Unaudited) (in thousands, except per share data)

 Fiscal Year Ended February 28, 2021

 
As Reported 

(GAAP) Adjustments  
Adjusted 

(Non-GAAP)
Sales revenue, net $ 2,098,799 100.0 % $ —  $ 2,098,799 100.0 %
Cost of goods sold 1,171,497 55.8 % —  1,171,497 55.8 %

Gross profit 927,302 44.2 % —  927,302 44.2 %
SG&A 637,012 30.4 % (17,643) (4) 592,951 28.3 %
   (26,418) (5)   
Asset impairment charges 8,452 0.4 % (8,452) (6) — — %
Restructuring charges 350 — % (350) (7) — — %

Operating income 281,488 13.4 % 52,863  334,351 15.9 %
Non-operating income, net 559 — % —  559 — %
Interest expense 12,617 0.6 % —  12,617 0.6 %

Income before income tax 269,430 12.8 % 52,863  322,293 15.4 %
Income tax expense 15,484 0.7 % 13,159  28,643 1.4 %

Net Income $ 253,946 12.1 % $ 39,704  $ 293,650 14.0 %

Diluted EPS $ 10.08  $ 1.58  $ 11.65  

Weighted average shares of common stock used in computing
diluted EPS 25,196    25,196  

 Fiscal Year Ended February 29, 2020

 
As Reported 

(GAAP) Adjustments  
Adjusted 

(Non-GAAP)
Sales revenue, net $ 1,707,432 100.0 % $ —  $ 1,707,432 100.0 %
Cost of goods sold 972,966 57.0 % —  972,966 57.0 %

Gross profit 734,466 43.0 % —  734,466 43.0 %
SG&A 511,902 30.0 % (21,271) (4) 465,156 27.2 %
   (22,929) (5)   

(2,546) (8)
Asset impairment charges 41,000 2.4 % (41,000) (6) — — %
Restructuring charges 3,313 0.2 % (3,313) (7) — — %

Operating income 178,251 10.4 % 91,059  269,310 15.8 %
Non-operating income, net 394 — % —  394 — %
Interest expense 12,705 0.7 % —  12,705 0.7 %

Income before income tax 165,940 9.7 % 91,059  256,999 15.1 %
Income tax expense 13,607 0.8 % 7,821  21,428 1.3 %

Net Income $ 152,333 8.9 % $ 83,238  $ 235,571 13.8 %

Diluted EPS $ 6.02  $ 3.29  $ 9.30  

Weighted average shares of common stock used in computing
diluted EPS 25,322    25,322  

11



Consolidated and Segment Net Sales Revenue
(Unaudited) (in thousands)

Three Months Ended Last Day of February,
 Housewares Health & Home Beauty Total
Fiscal 2020 sales revenue, net $ 144,948 $ 185,854 $ 111,563 $ 442,365 

Organic business (1) 17,113 40,648 (3,836) 53,925 
Impact of foreign currency 402 2,121 195 2,718 
Acquisition (2) — — 10,367 10,367 

Change in sales revenue, net 17,515 42,769 6,726 67,010 
Fiscal 2021 sales revenue, net $ 162,463 $ 228,623 $ 118,289 $ 509,375 

Total net sales revenue growth (decline) 12.1 % 23.0 % 6.0 % 15.1 %
Organic business 11.8 % 21.9 % (3.4)% 12.2 %
Impact of foreign currency 0.3 % 1.1 % 0.2 % 0.6 %
Acquisition — % — % 9.3 % 2.3 %

Fiscal Year Ended Last Day of February,
 Housewares Health & Home Beauty Total
Fiscal 2020 sales revenue, net $ 640,965 $ 685,397 $ 381,070 $ 1,707,432 

Organic business (1) 85,916 202,786 57,110 345,812 
Impact of foreign currency 473 2,008 (2,926) (445)
Acquisition (2) — — 46,000 46,000 

Change in sales revenue, net 86,389 204,794 100,184 391,367 
Fiscal 2021 sales revenue, net $ 727,354 $ 890,191 $ 481,254 $ 2,098,799 

Total net sales revenue growth (decline) 13.5 % 29.9 % 26.3 % 22.9 %
Organic business 13.4 % 29.6 % 15.0 % 20.3 %
Impact of foreign currency 0.1 % 0.3 % (0.8)% — %
Acquisition — % — % 12.1 % 2.7 %

Leadership Brand and Other Net Sales Revenue (2)
(Unaudited) (in thousands)

Three Months Ended Last Day of February,
2021 2020 $ Change % Change

Leadership Brand sales revenue, net (9) $ 417,931 $ 347,713 $ 70,218 20.2 %
All other sales revenue, net 91,444 94,652 (3,208) (3.4) %
Total sales revenue, net $ 509,375 $ 442,365 $ 67,010 15.1 %

Fiscal Year Ended Last Day of February,
2021 2020 $ Change % Change

Leadership Brand sales revenue, net (9) $ 1,706,545 $ 1,360,059 $ 346,486 25.5 %
All other sales revenue, net 392,254 347,373 44,881 12.9 %
Total sales revenue, net $ 2,098,799 $ 1,707,432 $ 391,367 22.9 %
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Consolidated and Segment Net Sales from Core and Non-Core Business (3)
(Unaudited) (in thousands)

 Three Months Ended Last Day of February,
Housewares Health & Home Beauty Total

Fiscal 2020 sales revenue, net $ 144,948 $ 185,854 $ 111,563 $ 442,365 
Core business 17,515 42,769 11,534 71,818 
Non-Core business (Personal Care) — — (4,808) (4,808)

Change in sales revenue, net 17,515 42,769 6,726 67,010 
Fiscal 2021 sales revenue, net $ 162,463 $ 228,623 $ 118,289 $ 509,375 

Total net sales revenue growth (decline) 12.1 % 23.0 % 6.0 % 15.1 %
Core business 12.1 % 23.0 % 10.3 % 16.2 %
Non-Core business (Personal Care) — % — % (4.3)% (1.1)%

 Fiscal Year Ended Last Day of February,
Housewares Health & Home Beauty Total

Fiscal 2020 sales revenue, net $ 640,965 $ 685,397 $ 381,070 $ 1,707,432 
Core business 86,389 204,794 114,176 405,359 
Non-Core business (Personal Care) — — (13,992) (13,992)

Change in sales revenue, net 86,389 204,794 100,184 391,367 
Fiscal 2021 sales revenue, net $ 727,354 $ 890,191 $ 481,254 $ 2,098,799 

Total net sales revenue growth (decline) 13.5 % 29.9 % 26.3 % 22.9 %
Core business 13.5 % 29.9 % 30.0 % 23.7 %
Non-Core business (Personal Care) — % — % (3.7)% (0.8)%
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Reconciliation of Non-GAAP Financial Measures – GAAP Operating Income
to Adjusted Operating Income (Non-GAAP) (10)

(Unaudited) (in thousands)

 Three Months Ended February 28, 2021
 Housewares Health & Home Beauty (2) Total
Operating income (loss), as reported (GAAP) $ 16,193 10.0 % $ (1,679) (0.7)% $ 10,011 8.5 % $ 24,525 4.8 %

Asset impairment charges — — % — — % 8,452 7.1 % 8,452 1.7 %
Restructuring charges (2) — % (6) — % 3 — % (5) — %

Subtotal 16,191 10.0 % (1,685) (0.7)% 18,466 15.6 % 32,972 6.5 %
Amortization of intangible assets 514 0.3 % 1,196 0.5 % 2,406 2.0 % 4,116 0.8 %
Non-cash share-based compensation 2,254 1.4 % 2,025 0.9 % 1,485 1.3 % 5,764 1.1 %

Adjusted operating income (non-GAAP) $ 18,959 11.7 % $ 1,536 0.7 % $ 22,357 18.9 % $ 42,852 8.4 %

 
 Three Months Ended February 29, 2020
 Housewares Health & Home Beauty (2) Total
Operating income (loss), as reported (GAAP) $ 13,965 9.6 % $ 16,330 8.8 % $ (33,040) (29.6)% $ (2,745) (0.6)%

Acquisition-related expenses (8) — — % — — % 1,071 1.0 % 1,071 0.2 %
Asset impairment charges — — % — — % 41,000 36.8 % 41,000 9.3 %
Restructuring charges 1,261 0.9 % 93 0.1 % 898 0.8 % 2,252 0.5 %
Subtotal 15,226 10.5 % 16,423 8.8 % 9,929 8.9 % 41,578 9.4 %

Amortization of intangible assets 543 0.4 % 2,451 1.3 % 5,148 4.6 % 8,142 1.8 %
Non-cash share-based compensation 1,365 0.9 % 1,878 1.0 % 943 0.8 % 4,186 0.9 %

Adjusted operating income (non-GAAP) $ 17,134 11.8 % $ 20,752 11.2 % $ 16,020 14.4 % $ 53,906 12.2 %

 Fiscal Year Ended February 28, 2021
 Housewares Health & Home Beauty (2) Total
Operating income, as reported (GAAP) $ 122,487 16.8 % $ 94,103 10.6 % $ 64,898 13.5 % $ 281,488 13.4 %

Asset impairment charges — — % — — % 8,452 1.8 % 8,452 0.4 %
Restructuring charges 249 — % (6) — % 107 — % 350 — %

Subtotal 122,736 16.9 % 94,097 10.6 % 73,457 15.3 % 290,290 13.8 %
Amortization of intangible assets 2,055 0.3 % 8,611 1.0 % 6,977 1.4 % 17,643 0.8 %
Non-cash share-based compensation 10,278 1.4 % 9,191 1.0 % 6,949 1.4 % 26,418 1.3 %

Adjusted operating income (non-GAAP) $ 135,069 18.6 % $ 111,899 12.6 % $ 87,383 18.2 % $ 334,351 15.9 %

 Fiscal Year Ended February 29, 2020
 Housewares Health & Home Beauty (2) Total
Operating income (loss), as reported (GAAP) $ 123,135 19.2 % $ 68,166 9.9 % $ (13,050) (3.4)% $ 178,251 10.4 %

Acquisition-related expenses (8) — — % — — % 2,546 0.7 % 2,546 0.1 %
Asset impairment charges — — % — — % 41,000 10.8 % 41,000 2.4 %
Restructuring charges 1,351 0.2 % 93 — % 1,869 0.5 % 3,313 0.2 %
Subtotal 124,486 19.4 % 68,259 10.0 % 32,365 8.5 % 225,110 13.2 %

Amortization of intangible assets 2,055 0.3 % 10,539 1.5 % 8,677 2.3 % 21,271 1.2 %
Non-cash share-based compensation 7,218 1.1 % 9,717 1.4 % 5,994 1.6 % 22,929 1.3 %

Adjusted operating income (non-GAAP) $ 133,759 20.9 % $ 88,515 12.9 % $ 47,036 12.3 % $ 269,310 15.8 %

14



Reconciliation of Non-GAAP Financial Measures - EBITDA
(Earnings Before Interest, Taxes, Depreciation and Amortization) and Adjusted EBITDA (10)

(Unaudited) (in thousands)

 Three Months Ended February 28, 2021
 Housewares Health & Home Beauty (2) Total
Operating income (loss), as reported (GAAP) $ 16,193 $ (1,679) $ 10,011 $ 24,525 

Depreciation and amortization 2,590 3,122 4,011 9,723 
Non-operating income, net — — 119 119 

EBITDA (non-GAAP) 18,783 1,443 14,141 34,367 
Add: Restructuring charges (2) (6) 3 (5)

 Asset impairment charges — — 8,452 8,452 
 Non-cash share-based compensation 2,254 2,025 1,485 5,764 

Adjusted EBITDA (non-GAAP) $ 21,035 $ 3,462 $ 24,081 $ 48,578 

 Three Months Ended February 29, 2020
 Housewares Health & Home Beauty (2) Total
Operating income (loss), as reported (GAAP) $ 13,965 $ 16,330 $ (33,040) $ (2,745)

Depreciation and amortization 2,006 3,791 6,736 12,533 
Non-operating income, net — — 81 81 

EBITDA (non-GAAP) 15,971 20,121 (26,223) 9,869 
Add: Acquisition-related expenses (8) — — 1,071 1,071 

 Restructuring charges 1,261 93 898 2,252 
 Asset impairment charges — — 41,000 41,000 
 Non-cash share-based compensation 1,365 1,878 943 4,186 

Adjusted EBITDA (non-GAAP) $ 18,597 $ 22,092 $ 17,689 $ 58,378 

 Fiscal Year Ended February 28, 2021
 Housewares Health & Home Beauty (2) Total
Operating income, as reported (GAAP) $ 122,487 $ 94,103 $ 64,898 $ 281,488 

Depreciation and amortization 9,333 15,453 12,932 37,718 
Non-operating income, net — — 559 559 

EBITDA (non-GAAP) 131,820 109,556 78,389 319,765 
Add: Restructuring charges 249 (6) 107 350 

 Asset impairment charges — — 8,452 8,452 
 Non-cash share-based compensation 10,278 9,191 6,949 26,418 

Adjusted EBITDA (non-GAAP) $ 142,347 $ 118,741 $ 93,897 $ 354,985 

 Fiscal Year Ended February 29, 2020
 Housewares Health & Home Beauty (2) Total
Operating income (loss), as reported (GAAP) $ 123,135 $ 68,166 $ (13,050) $ 178,251 

Depreciation and amortization 7,298 16,113 13,998 37,409 
Non-operating income, net — — 394 394 

EBITDA (non-GAAP) 130,433 84,279 1,342 216,054 
Add: Acquisition-related expenses (8) — — 2,546 2,546 

 Restructuring charges 1,351 93 1,869 3,313 
 Asset impairment charges — — 41,000 41,000 
 Non-cash share-based compensation 7,218 9,717 5,994 22,929 

Adjusted EBITDA (non-GAAP) $ 139,002 $ 94,089 $ 52,751 $ 285,842 
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Reconciliation of GAAP Income (Loss) and Diluted EPS to
Adjusted Income and Adjusted Diluted EPS (Non-GAAP) (10)

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

 Three Months Ended February 28, 2021
 Income Diluted EPS
 Before Tax Tax Net of Tax Before Tax Tax Net of Tax
As reported (GAAP) $ 21,595 $ (577) $ 22,172 $ 0.87 $ (0.02) $ 0.90 

Asset impairment charges 8,452 1,009 7,443 0.34 0.04 0.30 
Restructuring charges (5) — (5) — — — 

Subtotal 30,042 432 29,610 1.21 0.02 1.20 
Amortization of intangible assets 4,116 214 3,902 0.17 0.01 0.16 
Non-cash share-based compensation 5,764 520 5,244 0.23 0.02 0.21 

Adjusted (non-GAAP) $ 39,922 $ 1,166 $ 38,756 $ 1.61 $ 0.05 $ 1.57 

Weighted average shares of common stock used in computing diluted EPS 24,737 

 Three Months Ended February 29, 2020
 (Loss) Income Diluted EPS
 Before Tax Tax Net of Tax Before Tax Tax Net of Tax
As reported (GAAP) $ (6,078) $ (2,923) $ (3,155) $ (0.24) $ (0.12) $ (0.13)

Acquisition-related expenses (8) 1,071 16 1,055 0.04 — 0.04 
Asset impairment charges 41,000 4,574 36,426 1.61 0.18 1.43 
Restructuring charges 2,252 93 2,159 0.09 — 0.08 
Subtotal 38,245 1,760 36,485 1.51 0.07 1.44 

Amortization of intangible assets 8,142 624 7,518 0.32 0.02 0.30 
Non-cash share-based compensation 4,186 369 3,817 0.16 0.01 0.15 

Adjusted (non-GAAP) $ 50,573 $ 2,753 $ 47,820 $ 1.99 $ 0.11 $ 1.88 

Weighted average shares of common stock used in computing diluted EPS 25,403 

 Fiscal Year Ended February 28, 2021
 Income Diluted EPS
 Before Tax Tax Net of Tax Before Tax Tax Net of Tax
As reported (GAAP) $ 269,430 $ 15,484 $ 253,946 $ 10.69 $ 0.61 $ 10.08 

Asset impairment charges 8,452 1,009 7,443 0.34 0.04 0.30 
Restructuring charges 350 2 348 0.01 — 0.01 
Tax reform — 9,357 (9,357) — 0.37 (0.37)

Subtotal 278,232 25,852 252,380 11.04 1.03 10.02 
Amortization of intangible assets 17,643 865 16,778 0.70 0.03 0.67 
Non-cash share-based compensation 26,418 1,926 24,492 1.05 0.08 0.97 

Adjusted (non-GAAP) $ 322,293 $ 28,643 $ 293,650 $ 12.79 $ 1.14 $ 11.65 

Weighted average shares of common stock used in computing diluted EPS 25,196 

 Fiscal Year Ended February 29, 2020
 Income Diluted EPS
 Before Tax Tax Net of Tax Before Tax Tax Net of Tax
As reported (GAAP) $ 165,940 $ 13,607 $ 152,333 $ 6.55 $ 0.54 $ 6.02 

Acquisition-related expenses (8) 2,546 38 2,508 0.10 — 0.10 
Asset impairment charges 41,000 4,574 36,426 1.62 0.18 1.44 
Restructuring charges 3,313 161 3,152 0.13 0.01 0.12 
Subtotal 212,799 18,380 194,419 8.40 0.73 7.68 

Amortization of intangible assets 21,271 1,245 20,026 0.84 0.05 0.79 
Non-cash share-based compensation 22,929 1,803 21,126 0.91 0.07 0.83 

Adjusted (non-GAAP) $ 256,999 $ 21,428 $ 235,571 $ 10.15 $ 0.85 $ 9.30 

Weighted average shares of common stock used in computing diluted EPS 25,322 
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Consolidated Core and Non-Core Net Sales and Reconciliation of Core and Non-Core Diluted EPS to Core and
Non-Core Adjusted Diluted EPS (Non-GAAP) (3) (10)

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

Three Months Ended Last Day of February,
2021 2020 $ Change % Change

Sales revenue, net
Core $ 493,458 $ 421,640 $ 71,818 17.0 %
Non-Core 15,917 20,725 (4,808) (23.2)%

Total $ 509,375 $ 442,365 $ 67,010 15.1 %

Three Months Ended Last Day of February,
2021 2020 $ Change % Change

Adjusted Diluted EPS (non-GAAP)
Core $ 1.42 $ 1.73 $ (0.31) (17.9)%
Non-Core 0.15 0.15 — — %

Total $ 1.57 $ 1.88 $ (0.31) (16.5)%

 Three Months Ended Last Day of February,
Core Business: 2021 2020
Diluted EPS, as reported $ 1.05 $ 1.31 

Acquisition-related expenses, net of tax — 0.04 
Restructuring charges, net of tax — 0.08 

Subtotal 1.05 1.43 
Amortization of intangible assets, net of tax 0.16 0.15 
Non-cash share-based compensation, net of tax 0.21 0.15 

Adjusted Diluted EPS (non-GAAP) $ 1.42 $ 1.73 

Three Months Ended Last Day of February,
Non-Core Business: 2021 2020
Diluted EPS, as reported $ (0.15) $ (1.44)

Asset impairment charges, net of tax 0.30 1.43 
Subtotal 0.15 (0.01)

Amortization of intangible assets, net of tax — 0.15 
Adjusted Diluted EPS (non-GAAP) $ 0.15 $ 0.15 

Diluted EPS, as reported (GAAP) $ 0.90 $ (0.13)
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Consolidated Core and Non-Core Net Sales and Reconciliation of Core and Non-Core
Diluted EPS to Core and Non-Core Adjusted Diluted EPS (Non-GAAP) (3) (10)

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

Fiscal Years Ended Last Day of February,
2021 2020 $ Change % Change

Sales revenue, net
Core $ 2,020,453 $ 1,615,094 $ 405,359 25.1 %
Non-Core 78,346 92,338 (13,992) (15.2)%

Total $ 2,098,799 $ 1,707,432 $ 391,367 22.9 %

Fiscal Years Ended Last Day of February,
2021 2020 $ Change % Change

Adjusted Diluted EPS (non-GAAP)
Core $ 11.03 $ 8.72 $ 2.31 26.5 %
Non-Core 0.62 0.58 0.04 6.9 %

Total $ 11.65 $ 9.30 $ 2.35 25.3 %

 Fiscal Years Ended Last Day of February,
Core Business: 2021 2020
Diluted EPS, as reported $ 9.76 $ 7.16 

Acquisition-related expenses, net of tax — 0.10 
Restructuring charges, net of tax 0.01 0.11 
Tax Reform (0.37) — 

Subtotal 9.40 7.37 
Amortization of intangible assets, net of tax 0.67 0.53 
Non-cash share-based compensation, net of tax 0.97 0.82 

Adjusted Diluted EPS (non-GAAP) $ 11.03 $ 8.72 

Fiscal Years Ended Last Day of February,
Non-Core Business: 2021 2020
Diluted EPS, as reported $ 0.32 $ (1.14)

Asset impairment charges, net of tax 0.30 1.44 
Restructuring charges, net of tax — 0.01 

Subtotal 0.62 0.31 
Amortization of intangible assets, net of tax — 0.26 
Non-cash share-based compensation, net of tax — 0.01 

Adjusted Diluted EPS (non-GAAP) $ 0.62 $ 0.58 

Diluted EPS, as reported (GAAP) $ 10.08 $ 6.02 
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Selected Consolidated Balance Sheet, Cash Flow and Liquidity Information
(Unaudited) (in thousands)

 Last Day of February,
 2021 2020

Balance Sheet:   
Cash and cash equivalents $ 45,120 $ 24,467 
Receivables, net 382,449 348,023 
Inventory, net 481,611 256,311 
Assets held for sale 39,867 44,806 
Total assets, current 971,937 682,836 
Total assets 2,263,488 1,903,883 
Total liabilities, current 614,892 338,896 
Total long-term liabilities 409,249 403,264 
Total debt 343,630 339,305 
Stockholders' equity 1,239,347 1,161,723 

Liquidity:   
Working capital $ 357,045 $ 343,940 

 
Fiscal Years Ended 

Last Day of February,
 2021 2020
Cash Flow:   

Depreciation and amortization $ 37,718 $ 37,409 
Net cash provided by operating activities 314,106 271,293 
Capital and intangible asset expenditures 98,668 17,759 
Net debt proceeds 7,100 16,900 
Payments for repurchases of common stock 203,294 10,169 

Reconciliation of GAAP Net Cash Provided by Operating Activities
to Free Cash Flow (Non-GAAP) (10)

(Unaudited) (in thousands)

Fiscal Years Ended 
Last Day of February,

 2021 2020
Net cash provided by operating activities (GAAP) $ 314,106 $ 271,293 

Less: Capital and intangible asset expenditures (98,668) (17,759)
Free cash flow (non-GAAP) $ 215,438 $ 253,534 
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HELEN OF TROY LIMITED AND SUBSIDIARIES
Notes to Press Release
(1) Organic business refers to net sales revenue associated with product lines or brands after the first twelve months from the date the product line or brand is

acquired, excluding the impact that foreign currency remeasurement had on reported net sales revenue. Net sales revenue from internally developed
brands or product lines is considered Organic business activity.

(2) On January 23, 2020, we completed the acquisition of Drybar Products. As such, fiscal 2020 includes approximately five weeks of operating results from
Drybar Products and fiscal 2021 includes a full year of operating results. Drybar Products sales prior to the first annual anniversary of the acquisition are
reported in Acquisition. Sales from Drybar Products subsequent to the first annual anniversary of the acquisition are reported in Organic business.

(3) The Company defines Core business as strategic business that it expects to be an ongoing part of its operations, and Non-Core business as business or
assets (including assets held for sale) that it expects to divest within a year of its designation as Non-Core.

(4) Amortization of intangible assets.

(5) Non-cash share-based compensation.

(6) Non-cash asset impairment charges related to goodwill and intangible assets. The impairment charges were related to assets of the Personal Care
business classified as held for sale within the Beauty segment.

(7) Charges incurred in conjunction with the Company’s restructuring plan (Project Refuel).

(8) Acquisition-related expense associated with the definitive agreement to acquire Drybar Products LLC are included in SG&A for the three- and twelve-month
periods ended February 29, 2020.

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

(10) This press release contains non-GAAP financial measures. Adjusted Operating Income, Adjusted Operating Margin, Adjusted Income, Adjusted Diluted
EPS, Core and Non-Core Adjusted Diluted EPS, EBITDA, Adjusted EBITDA, and Free Cash Flow (“Non-GAAP Financial 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, the Company is providing the preceding tables that reconcile these measures to their corresponding GAAP-based measures. 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. The Company believes 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 and
benefits on applicable income, margin and earnings per share measures. The Company also believes that these non-GAAP measures facilitate a more
direct comparison of the Company’s performance with its competitors. The Company further believes that including the excluded charges and benefits
would not accurately reflect the underlying performance of the Company’s operations for the period in which the charges and benefits are incurred, even
though such charges and benefits may be incurred and reflected in the Company’s GAAP financial results in the near future. 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.
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Exhibit 99.2
PARTICIPANTS

Corporate Participants

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

Other Participants

Rupesh Parikh – Analyst, Oppenheimer & Co., Inc.
Bob J. Labick –  Analyst, CJS Securities, Inc.
Steven L. Marotta – Analyst, C.L. King & Associates, Inc.
Linda Bolton-Weiser – Analyst, D.A. Davidson & Co.

MANAGEMENT DISCUSSION SECTION

Operator: Greetings. Welcome to the Helen of Troy Limited Fourth Quarter Fiscal 2021 Earnings Call. At this time, all
participants are in a listen-only mode. A question-and-answer session will follow the formal presentation. [Operator
Instructions] I will now turn the conference over to your host, Mr. Jack Jancin, Senior Vice President, Corporate Business
Development. Mr. Jancin, you may begin.

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

Thank you, operator. Good morning, everyone, and welcome to Helen of Troy's fourth quarter and fiscal year 2021 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 our business performance and key
accomplishments, and then provide some perspective as we begin the new fiscal year. Then Mr. Brian Grass, the company's
CFO, will review the financials in more detail and comments about the current trends and expectations for the upcoming
fiscal year. Following this, we'll open the call to take your questions.

This conference call may contain certain forward-looking statements that are based on management's current expectations
with respect to future events or financial performance. Generally, the words anticipates, beliefs, expects, and other words
similar are words identifying forward-looking statements. Forward-looking statements are subject to a number of risks and
uncertainties that could cause anticipated results to differ materially from the actual results. This conference call may also
include information that may be considered non-GAAP financial information. These non-GAAP measures are not an
alternative to GAAP financial information and may be calculated differently than the non-GAAP financial information
disclosed by other companies. The company cautions listeners not to place undue reliance on forward-looking statements or
non-GAAP information.

Before I turn the call over to Mr. Mininberg, I would like to inform all interested parties that a copy of today's earnings release has
been posted to the Investor Relations section of 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 in the company's homepage and then the News tab.

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



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

Thanks, Jack. Good morning, everyone, and thank you for joining us. Today, we reported a great fourth quarter, completing
an extraordinary performance in fiscal year 2021 across nearly any key measure, fiscal 2021 was the strongest in our 53-
year history and an outstanding second year of our Phase II Transformation plan. We broke records operationally,
financially, and on the health of our brands, driving the company past the $2 billion sales milestone, delivering outstanding
operating cash flow, further expanding operating margin, and growing EPS.

Now, two years into Phase II, revenue has grown over 34%, and adjusted EPS by more than 44%. In fiscal 2021, we grew
net sales by 23%, led by our eight leadership brands which collectively grew over 25% and accounted for over 81% of sales.
Our digital initiatives continue to produce excellent results with online sales up approximately 32% for the year to represent
approximately 26% of total sales. Our focus on international continued to bear fruit in fiscal 2021 with even faster sales
growth than the company average. We delivered adjusted diluted EPS growth of over 25% for the year, which is a
meaningful acceleration from the excellent growth in fiscal 2020 and our fifth consecutive year posting double-digit adjusted
EPS growth.

Our business once again generated significant cash flow and we were not shy about putting it to work in key Phase II
initiatives intended to power our long-term value creation flywheel. As examples, during fiscal 2021, we made strategic
investment decisions such as securing a fully paid up 100-year global hair appliance license for the Revlon brand and
increasing our inventory levels significantly during the year. This higher inventory puts us in a much better position to meet
the elevated levels of demand and reduce the risk from supply chain disruption that's now affecting nearly all companies.

We also increased our spending on consumer-centric innovation, on digital marketing and media, on new packaging, on
expanded production and distribution capacity, and on stepped up investments to direct-to- consumer, IT, key hires, ESG, and
diversity, equity, and inclusion. These investments in the business and the organization helped us catch up with our rapid
growth during our transformation. And many of them will help us in fiscal 2022.

During fiscal 2021, we returned capital to shareholders buying back just under 1 million shares of our stock at an average price
just below $200 a share.

Turning to ESG and diversity, equity and inclusion, our goals are to further our environmental and social initiatives making us
even more of an employer of choice for all associates to thrive. We also have the goal of delivering value across all stakeholder
groups, including our consumers, our associates, our customers, our shareholders, and our communities.

On ESG in fiscal 2021, we implemented several initiatives related to increasing recyclability and reducing single use plastic in
our packaging. We also worked with several key suppliers to increase their energy and carbon efficiency, earning recognition
from one of our top customers for our role in their global supply chain climate action initiative.

We continued to implement relevant waste management programs in our operations including recycling metal waste in our
distribution centers. In February, we published Helen of Troy's ESG Guiding Principles, publicly outlining our commitment to
ESG and its principles. These and other multi-year efforts are now more fully reflected in external measurement systems
including MSCI where we are now included in the leader category among our peers in the household durables sector and in ISS
where our environmental scores are improving. Our social scores are now in the upper third, and our governance score has
been best-in-class for some time. This work is ongoing. And we will provide more detail in our first ever ESG report which we
expect to publish this summer.



On diversity, equity, inclusion, in fiscal 2021, we followed our public statement about Helen of Troy's strong commitment to DE&I
with major internal initiatives to make our action plan strategic, impactful and enduring. To highlight a few of these actions, we
conducted a company-wide unconscious bias training. We stepped up our recruiting and hiring of minority candidates with most
searches now including at least one diversity candidate.

Our annual Global Senior Leadership Conference in February was centered on the theme of learning and reapplying best
practices from colleagues and from industry leaders in the areas of diversity, business success, culture, engagement and
coaching. We held a company-wide conversation with Reshma Saujani, founder and CEO of Girls Who Code, for International
Women's Day, with the majority of our people attending.

We launched a new program for donating time and funds to diversity causes which includes adding a second paid day off for
our associates to donate their time to causes of their choosing. It included financial contributions for Helen of Troy for selected
charities and included a new employee donation matching program.

We take a long-term strategic approach developing our business and our organization. When it comes to investment, we
continue to believe it is right to lean into our business momentum to support multiyear plans. This principle has served us well
in both phases of our transformation. We believe our combination of agility and long-term thinking has been a key driver of our
track record of sustained success and our actions position us well to create significant additional shareholder value over the
course of the remaining three years of phase II.

As we look back on fiscal 2021, the financial performance underscores the benefits of our diversified portfolio, our unique
operating structure and of the strength and resiliency of our culture and our people. The diversified nature of our portfolio
provides consistency with all segments in international growing double digits.

Some categories benefited from changed consumers behavior and some of our categories posted another year of strong
growth based on the timeless power of consumer-centric innovation. All of our businesses benefited from the greatly improved
capability of the global shared services we have built.

Internally, we focused on the health and safety of our employees. I am very proud of the tremendous resilience and agility they
demonstrated as they distinguished themselves, they distinguished our brands and distinguished our company in the face of
challenge after challenge from COVID-19, whether it was our frontline workers or those working from home, whether it was in
the US or abroad, we work together with even more passion to find solutions to challenges and use that signature agility to take
advantage of opportunities.

We responded quickly to the need to maximize production and delivery from our factory partners in China, Mexico, and the
United States to support unprecedented demand. We met the challenge to run our operations safely even as we posted new
shipping records month after month. We added on the flyover slow distribution capability in record time to meet that rising
demand from brick-and-mortar, DTC, and from e-commerce. Once we had the visibility to return to investment mode in the
back half of the fiscal year, our teams plowed ahead with many of the initiatives that are central to our Phase II plans such as
new product innovations, new marketing programs, IT initiatives, and cost savings projects.

While one might think a year of working with such intensity on the frontline or from home would tear our social fabric, I'm very
pleased to report that our culture served as a strong foundation for unity and collaborative problem-solving. During the fourth
quarter, we conducted a culture survey of our worldwide associates for the first time in two years. The results showed further
progress on every single attribute we measure. We believe that the culture we have built since the beginning of our
transformation in 2014



has become a competitive advantage for Helen of Troy in attracting, retaining, unifying, including and training the best people.

I would now like to share for – some perspective on our results in the fourth quarter. It was a great one. Despite the adverse
impacts from Winter Storm Uri that brought ice, snow, and cold temperatures to much of the United States, our sales were in
line with our internal expectations and the external guidance we provided in January. Net sales revenue grew over 15% and
was broad-based. Our leadership brands grew at a 20% clip. The online channel continued to be a major growth driver up
approximately 30% year-over-year and contributed approximately 27% of our total fourth quarter sales.

Health & Home led the way for the quarter with sales growth of 23%, even if that part of the company faced a sharp decline in
the traditional cough, cold, and flu season and began to anniversary the original COVID-related spikes and thermometer
demand first seen last January and February in Asia.

The biggest sales driver was continued demand for health-related Vicks, Braun, and Honeywell products. Air purifier demand
continues to be very high, as consumers and institutions take steps to address indoor air quality and increasingly recognize the
importance and benefits of the category as an everyday basic.

As schools and businesses reopen, and as travel gradually resumes in fiscal 2022, we have the right brands and products to
meet demand amid the much greater sensitivity to indoor air quality and the heightened ongoing attention to health and
hygiene that is widely expected post-COVID.

While thermometer demand has softened domestically, we see meaningful growth opportunities in our Asia Pacific markets.
Our fourth quarter traditionally includes thermometer and humidifier sales related to the incidence of cough, cold and flu
symptoms. But for the recent 2020 to 2021 season, lockdowns and social distancing reduced cough, cold, and flu incidents to
some of the lowest levels on record.

As planned, we continue to invest behind many strategic initiatives during the quarter such as marketing campaigns and
materials, new product development, direct-to-consumer, and new hires. In fiscal 2021 and especially in the fourth quarter, we
invested in initiatives with strategic importance such as increasing the household penetration of air and water purifiers,
encouraging filter replacement, growing our share of no-touch thermometers, and long-term awareness builds for our
Honeywell, PUR and Braun products.

Health & Home continues to distinguish its brands with the consumers. We are pleased to report that our Braun franchise has
recently been awarded with two coveted product design awards. Our Braun Nasal Aspirator earned a prestigious Red Dot
Design Award and our No Touch Forehead Thermometer was honored with a Good Design Award. Braun No Touch
Thermometer and its ergonomic design is especially sought-after for its noncontact benefits which extend well beyond COVID-
19 to timeless situations such as when a parent needs to accurately measure the temperature of a sleeping child.

In our Housewares segment, fourth quarter total net sales increased by over 12%. Our Housewares portfolio mix of OXO
products that excels indoors and Hydro Flask's compelling indoor and outdoor lineup provide consumers, the world over with
outstanding brands and products they love and provide Helen of Troy with attractive diversification. For OXO, the excellent
fourth quarter performance rounded out a brilliant fiscal 2021. The strong growth in the quarter was broad based across US
brick-and-mortar, e-commerce, direct-to-consumer, and international. Explosive growth in POP containers, coffee, utensils,
baking, and food storage came, in part, from the combination of the work and learn from home trend during COVID-19, and in
part from the brand's unique ongoing ability to deliver quality, design excellence, and innovation for consumers.

Now 30 years into its distinguished history, the brand continues to earn additional distribution and market share. Last month,
OXO was recognized by the NPD Group during their 8th Annual Home Industry Performance Award as the brands with the
largest dollar share increase in the food storage category in



the US for calendar year 2020. This is the fourth consecutive year in which OXO's market share gains have been honored by
NPD. As we now have access to additional share data in OXO's categories in the US from NPD, we're also pleased to confirm
OXO's number one overall share position.

OXO also continued its long tradition of earning prestigious awards for its outstanding design and products in fiscal 2021. In
recent months, it distinguished itself with a Red Dot Award for steel POP containers, six iF Design Awards, a Green Good
Design Award, and Editorial Awards from leading influential publications like Good Housekeeping for its storage products, Better
Homes and Gardens in their Clean House Awards and 15 awards from The "Kitchn" in their Annual Kitchen Essentials Tool
Edition. We expect much of the ground gained in fiscal 2021 to be sticky for OXO. The brand has a long track record of growth
in many environments. OXO enters fiscal 2022 with increased household penetration and distribution gains, and we expect the
number of people working from home to compare favorably versus pre-COVID. Consumers continue to value the safety at home
even as the work and learn from home trend moderates post-COVID. OXO's current and new food storage and its prep-and-go
solutions are a perfect fit for this need.

As a result of our investment in consumer-centric innovation in fiscal 2021, OXO also has an attractive slate of new products
set to hit the market in fiscal 2022 and strong plans to build on its accelerating international business. Hydro Flask exceeded
our expectations after the explosive growth in fiscal 2020, especially considering the lower store traffic at key retailers, the
effectively no back-to-school lift, very little sports, greatly reduced social activities, and the unique fiscal 2020 trend to
anniversary events such as VSCO, major distribution expansion, and certain new introductions of products. The brand
continues to see significant international growth and strong DTC sales during fiscal 2021, which accelerated during the
holidays. We are excited about Hydro Flask growth prospects as the world begins to reopen. Store traffic has picked up, and
Hydro Flask trends have improved. We expect this trend to accelerate as vaccination rates increase and more students go
back to in-person learning across the United States. We expect consumers will continue to turn to more outdoor activities as
the weather improves and as people become more comfortable in group gatherings.

Hydro Flask also has a strong slate of new product offerings going to market including the limited edition Scenic Trails
Collection, new lids, outdoor kitchen sets, back-to-school, and back-to-office lunch totes, and food storage products that bring
more to love on top of the functional benefits of a brand, consumers already adore.

Turning to Beauty. The fourth quarter delivered total sales growth of 6%. A strong performance as we were up against a tough
comparison in which the segment grew more than 23% in the same period last year. The Segment's full fiscal year annual
growth was over 26% with 15 points of that coming from organic growth. Almost all of our Beauty appliance brands grew during
the quarter and on a full fiscal year basis reflecting the strength of our turnaround in recent years.

Our Revlon franchise continued to grow propelled by the success of its pioneering family of one-step volumizers. Our
volumizers are highly popular with consumers and continue to proliferate virally on social media. They have now accumulated
more than 250,000 online reviews and an average of 4.6 stars on Amazon alone. Over 200,000 of these reviews are five-star
ratings. We have expanded the franchise internationally with positive results in EMEA, Canada, and Latin America. Further
expansion plans are slated for fiscal 2022.

Third-party syndicated market data shows Helen of Troy Beauty further expanded its number one position in the online channel
for US hair appliances in fiscal 2021 and continues to hold a meaningful lead at more than twice the share of the nearest
competitor.

Syndicated data in brick-and-mortar shows that during the latest 52 week period, we also grew our number two share position in
US retail appliances. Over the course of fiscal 2021, we are now the share



leader at a number of major brick-and-mortar retailers. Confirming what we are seeing in our customer point-of-sale data,
Revlon's best- in-class market share growth was recently recognized by the NPD Group, winning two of their 2020 awards for
the top increase in market share. The first award was for the largest dollar share increase in the personal care category for the
United States, Canada, and Mexico. Our Revlon franchise also earned NPD's award for the largest dollar share increase in the
hairstyling category for the United States in 2020.

Consumer centric design and innovation is a core competency in Beauty. We are proud to share that our Hot Tools Professional
Black Gold One-Step Detachable Blowout Volumizer was recently honored with a good design award. It features a unique
detachable head for compact travel and is equipped with Boar Tech bristles and activated charcoal that easily smooth and
straighten hair.

Rounding out my comments on the business results, I would like to touch on International, which was a standout in both the
fourth quarter and on a full year basis. Doubling down on international is an important strategic choice in our Phase II strategy.
While the COVID trend helped lift health-related categories internationally, consumer behavior during COVID has been a
headwind for many of our other businesses, making the double digit growth we delivered in all three segments for the fiscal
year especially meaningful. In fact, international sales grew faster than our company average in both the quarter and in the full
fiscal year. We also expanded new distribution and launched new product innovation which bodes well for fiscal 2022. Now
two years into Phase II, we are ahead of the glidepath we announced in our 2019 Investor Day to create at least $100 million
of incremental organic sales across these regions by the end of Phase II in fiscal 2024. International margins expanded
meaningfully in fiscal 2021, making additional investment to further accelerate outside of the United States even more
compelling.

As we look to fiscal 2022, we see a series of headwinds and tailwinds that are accompanied by high enough levels of
variability around matters outside of our control that we are not providing guidance at this time.

Like many other companies, we face the uncertain path of the COVID-19 recovery, supply chain disruptions, and cost inflation.
Even with so much change to the macro environment since we last spoke in January, we have been very busy mitigating and
we still believe adjusted EPS growth in fiscal 2022 is achievable.

We see many positives. We saw a strong start to fiscal 2022 in March. Sales that carried over from February into March due to
were a further help in March. April sales are also delivering strong year-over-year growth versus the lockdown period in the
year-ago base. Outside of any particular month, our all-weather portfolio is well suited to serve consumers.

It includes brands such as Hydro Flask, Drybar, Revlon, and Hot Tools that were held back by consumer behavior and reduced
store traffic during most of the restrictive parts of COVID. Several of our brands such as OXO and Hydro Flask benefited from
higher store traffic and greater impulse buying, especially given their very prominent in-store visibility.

Our innovation investments are poised to deliver strong new product lineups. We are excited about new initiatives from
institutional sales, filter replacements on the large base of new air and water purifiers sold in fiscal 2021. Excited about DTC,
customization, the shift to online in a place where we've been especially active. The work done in recent months to expand our
production and distribution center capacity is also serving us well.

At the macro level, consumer confidence and financial health are improving as employment, large amounts of government
stimulus and vaccines work their way into consumers' lives and into the economy. Reopening of schools, offices, and travel is
likely to result in more normalized cough, cold, and



flu incidents that are highly correlated to sales of thermometers and humidifiers, Vicks VapoSteam, and VapoPads. It is our
mission to be there for consumers when they need us most.

Finally, looking at our balance sheet, our operational capability and the caliber of our organization we have never been stronger.
We have a proven, seasoned leadership team that built an exceptional culture in the organization, have significant momentum
from 40% sales growth over the past three years, and are making investments in the right long-term initiatives. We have the
liquidity to make further acquisition as well. We're excited about the power of these elements to drive our flywheel all across the
back half of Phase II. With that, I will now turn the call over to Brian.

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

Thank you, Julien. Good morning, everyone, and thank you for joining us. Reflecting on fiscal 2021, it was a remarkable year
with the challenges and adversity, unlike I've ever seen. We faced a dynamic and uncertain environment and adapted quickly
and decisively to navigate the crisis and help protect our people, our business, our shareholders, and our communities. In the
first half of the year, we made choiceful and flexible adjustments to our cost structure while continuing to feed new product
development and lean into opportunities to drive healthy and sustainable long-term demand. Just as the pandemic was
beginning, we upsized our revolving credit facility on better terms and we also increased our cash position to maximize our
financial flexibility in a volatile environment.

As we moved into the second half of the year, our strong results and diversified portfolio allowed us to lean back into all parts
of our flywheel including key initiatives for Phase II of our transformation. Although our investment spending was heavily
concentrated in the second half of the year, we were nevertheless able to increase for full- year growth investments by 40%
year-over-year, while still expanding adjusted operating margin. We also deployed over $300 million in capital as we invested
in proprietary manufacturing equipment and direct-to- consumer capabilities, further strengthen our brand portfolio and
profitability with the onetime payment of $72.5 million for the use of the Revlon trademark royalty-free for the next 100 years
and repurchased over $200 million of our common stock.

For the full year, we reported exceptional results with net sales growth of 22.9%, adjusted diluted EPS growth of 25.3%, and
operating cash flow growth of 15.8%. We were able to grow cash flow while increasing our inventory position by $225 million to
meet strong demand, mitigate supply chain disruption, and help us delay the impact of rising commodity and freight costs.

Even with the significant capital deployment and working capital investments, we enter fiscal 2022 with low leverage and
significant dry powder for further acquisitions, which we have continued to aggressively pursue. We became an even better,
stronger, and more nimble company as we rose to the challenges of fiscal 2021. I also believe we found the sweet spot in our
growth algorithm of delivering strong results this year while reinvesting overperformance back into our businesses.

Our success in dealing with the flywheel under such extraordinary circumstances over the past year has only increased my
confidence in the company's future. And I couldn't be prouder of our organization and culture.

Now, I'd like to discuss our fourth quarter results and year-end financial position before discussing fiscal 2022. We delivered
consolidated net sales growth of 15.1% to $509.4 million and organic business growth to 12.2%. We achieved strong growth
despite the impact of Winter Storm Uri in late February. The storm delayed and backlogged freight carriers across the country
and prevented us from shipping approximately $15 million of orders from our Northern Mississippi distribution centers before
the end of the quarter.



This adversely impacted our fourth quarter consolidated revenue growth by 3.4% in each of the segments by roughly similar
dollar amounts. But the late shipments will be a benefit to sales growth in the first quarter of fiscal 2022.

Health & Home led the way in the fourth quarter with 23% sales growth even as it began to lap higher demand driven by the
beginning of the global pandemic and above average pediatric fever in the same period last year. Housewares continued its
consistent growth trend with 12.1% in the fourth quarter on top of 15% growth in the same period last year despite significantly
lower store traffic to key customers such as Bed Bath and Beyond, Dick's Sporting Goods, and REI among others.

Beauty's growth decelerated compared to the first three quarters of the year due to the impact of the storm-related shipping
delays in a more difficult comparison to growth of 23.1% in the fourth quarter of last year. Drybar sales for the eight-week
period prior to the first anniversary of the acquisition contributed $10.4 million to sales growth and is reported in net sales
revenue from the acquisition. Drybar revenue for the remaining five- week period of the quarter is reported in organic business.

Our Beauty segment continues to see strong overall demand across the brand portfolio despite soft store traffic at key
customers in the professional and prestige channels. We remain encouraged by how well Beauty has done during the
pandemic and are excited about its further growth opportunities as the world reopens.

We drove meaningful gross profit margin expansion of 1.7 percentage points as we continue to benefit from favorable product
mix within Organic Beauty, Health & Home, and Drybar. These factors helped us offset less favorable product mix in
Housewares and higher inbound freight expense.

Our SG&A ratio increased 4.3 percentage points to 38.7% as we continue to catch up on human capital spending, make
planned growth investments deferred from the first half of the year, and make incremental strategic investments originally
planned for fiscal 2022 or later. This contributed to a year-over-year increase in growth investments of over 80% in the fourth
quarter, largely in line with our expectations. We chose to make selected long-term growth and infrastructure investments that
we believe have set us up for success in fiscal 2022 and beyond, while also taking advantage of short-term demand creation
opportunities. Our SG&A ratio was also adversely impacted by higher outbound freight and distribution expense, higher
incentive compensation expense, and higher legal, patent defense and other professional fees.

GAAP operating income was $24.5 million or 4.8% of net sales, compared to an operating loss of $2.7 million or 0.6% of net
sales in the same period last year.

On an adjusted basis, consolidated operating margin was 8.4% compared to 12.2% in the same period last year. The 3.8
percentage point decrease in adjusted operating margin was driven by the increase in growth investments particularly in the
Health & Home segment, higher freight and distribution expense, and higher incentive compensation expense, partially offset by
operating leverage and gross profit margin expansion.

Moving on to taxes, income tax benefit as a percentage of income before tax was 2.7% compared to income tax benefit as a
percentage of loss before tax of 48.1%. Year-over-year change was primarily due to the comparative impacts of tax benefits
recognized on impairment charges recorded in both periods. Net income was $22.2 million or $0.90 per diluted share, compared
to a net loss of $3.2 million or $0.13 per diluted share in the prior year. The non-GAAP adjusted income decreased 19% to
$38.8 million or $1.57 per diluted share. This includes an estimated adverse impact from Winter Storm Uri of approximately
$0.20 per share.



Now, moving on to our financial position and liquidity. We grew operating cash flow by 15.8% to $314.1 million while increasing
inventory by $225 million year-over-year. As mentioned earlier in my remarks, the inventory build was largely a strategic
choice to meet strong demand, mitigate continued supply chain disruption, delay the impact of current and expected future
commodity and freight cost increases, and help reduce our exposure to the potential inflationary cycle as we work on further
cost mitigation efforts and finalize our pricing strategies.

Total short and long term debt was $343.6 million compared to $339.3 million. This is the sequential decrease from $440.4
million at the end of the third quarter despite the cash outflow of $72.5 million for the Revlon license, reflecting strong cash flow
in the quarter and our decision to hold less safety-net cash.

Our leverage ratio as defined in our debt agreements was 1 times, compared to 1.2 times at the same time last year and 1.3
times at the end of the third quarter. Our net leverage ratio which nets our cash and cash equivalents with our outstanding debt
was 0.9 times at the end of the fourth quarter compared to 0.8 times at the end of the third quarter, largely due to the cash
outflow for the Revlon license.

Fiscal 2021 was an extraordinary year in which we grew revenue just under 23% and increased our growth investments by
40% while expanded – expanding adjusted operating margin and growing adjusted EPS by over 25%. This strength allowed us
to accelerate investments into fiscal 2021 that would have otherwise occurred in fiscal 2022 or later, giving us the momentum
of that spend behind the business and much more flexibility in managing our investment choices and our earnings growth
strategy for fiscal 2022.

Even with the elevated base the fiscal 2021 and newly emerging cost increases, we remain committed to our long term
growth targets of average annual organic net sales growth of 2.5% to 3.5%, and average annual adjusted EPS growth of at
least 8% over the remainder of Phase II.

Looking to fiscal 2022 specifically, as we noted in today's earnings release, we are deferring our formal outlook for the fiscal
year due to high levels of uncertainty surrounding the COVID-19 pandemic and presumed recovery, as well as ongoing
disruption in global supply chains and volatility in the cost and availability of commodities, freight, and other resources. We
expect to return to our historic practice of providing an annual outlook once there's less variability. I will however make some
broad comments about current trends and expectations for the year.

Demand remains strong in several of our key categories especially within the Housewares and Beauty segments. We do expect
demand to moderate in several Health & Home categories as we continue to lap the extraordinary growth of 30% in fiscal 2021.
We expect categories that were adversely impacted by stay-at-home mandates and retail store closures to benefit from a
gradual reopening of schools and communities as vaccination rates increase. Anticipating the timing and pace of recovery is
challenging given the uneven rate of vaccinations, uncertainty regarding vaccine duration and effectiveness, and further
outbreaks and variants across the world.

Adding to this uncertainty, are global supply chain disruptions and industry-wide volatility in the cost and availability of
commodities, processors, and freight. The Chinese RMB has also appreciated near five-year highs, which increases the US
dollar cost of labor and raw materials to our suppliers. Surges in demand for certain products and shifts in shopping patterns
related to COVID-19 as well as other factors have strained the global freight network resulting in higher cost, less capacity,
and longer lead times. More recently, elevated demand for Chinese imports has caused shipment receiving and unloading
backlog at many US ports that have been unable to keep pace with unprecedented inbound container volume. This situation
has been further compounded by COVID-19 illness and protocols at many port locations. Due to the backlog and increasing
trade imbalance with China, many shipping containers are not being shipped back to China or being shipped back empty,
which impacts both



availability and cost. As a result, the market costs of inbound freight has increased several fold compared to calendar year
2020 averages.

Although we have secured contracts at below current market rates, it is uncertain how much we will be able to leverage our
contracted rates due to supply constraints. All of this has an impact on our ability to forecast our costs and could impact our
ability to meet demand if it worsens.

In order to adjust to the volatile and uncertain environment, the company has implemented a number of mitigation and cost
reduction measures that will remain in place until there's greater certainty and less variability. You've likely seen other consumer
companies disclose their intentions to increase prices recently and inflation related concerns are debated daily in the market.
While we have not yet made all our pricing decisions, price increases are being considered along with a variety of cost
mitigation and reduction strategies.

We believe we are in a good position to navigate the uncertainty and volatility relative to the broader consumer peer set with a
healthy inventory position and the momentum from investment spending in fiscal 2021 that does not need to occur in fiscal
2022. We believe we have a lot of flexibility to make spending choices, put our balance sheet to work, and take pricing action as
we navigate the year. Our goal is to strike the right balance in our earnings growth formula as we've done for the last several
years.

Netting down the impact of somewhat unusual and lumpy revenue and spending patterns in fiscal 2021 against our expectations
for fiscal 2022, we would expect to see easier adjusted EPS comparisons in the first and fourth quarters with more difficult
comparisons in the second and third quarters. We continue to believe that adjusted EPS growth is achievable for the full fiscal
2022, but variability from the many moving parts in the macro environment and its impact on the range of potential outcomes, as
well as our choices during the year is keeping us from providing a more formal outlook at this time.

We expect our tax rate to be in the range of 11% to 12%, which incorporates the previously disclosed adverse impact of 1.5 to 2
percentage points due to changes in tax law impacting our Macau sourcing operation. Additionally, although the tax plan
outlined by the Biden administration does not have enough detail to fully assess, the broad strokes of the plan are largely as we
expected, and we'll make some comments based on our initial interpretations and areas of uncertainty. Although there is a
proposed increase to the US corporate tax rate, we are less impacted by these changes due to our lower amount of income
subject to tax in the US, which is generally 20% to 25% of our worldwide income before tax. We do not expect Biden's plan to
impose a 21% minimum tax on US companies' foreign income to have a meaningful impact on our consolidated tax expense,
because many of our foreign subsidiaries are not directly or indirectly owned by a US parent and are not subject to US taxation.

Although Treasury Secretary Janet Yellen's remarks for a global minimum corporate tax rate signal support of Pillar 2 of the
OECD's ongoing work to implement a global minimum tax. It is too early to assess the impact that the Biden plan will have on
OECD's efforts. We know OECD might successfully implement a global minimum tax or what that tax rate might be.

We do not expect any proposed changes to global intangible low-taxed income, often referred to as GILTI, to have a
meaningful impact our consolidated tax expense, as many of our foreign subsidiaries are not subject to GILTI or US taxation.
At this stage, it is still unclear what laws will be passed and in what form, as well as when they will take effect. But
nevertheless, we are not expecting a meaningful impact from legislation changes in fiscal 2022. We will continue to assess the
impact as proposed legislation is considered and keep you updated.

We are planning for capital asset expenditures of between $100 million to $125 million, which includes construction and
equipment expenditures related to a new 2 million square foot distribution facility with state-of- the-art automation and direct-to-
consumer fulfillment capabilities.



Finally, an update on the process to divest our global mass market Personal Care business. We entered into exclusive
negotiations with the selected bidder at the end of February and have largely agreed to the broader terms. We're now working
through the detailed negotiation of the various agreements and complexities needed to complete the transaction. We hope to
have more to announce very soon.

In closing, we are proud of our accomplishments in fiscal 2021, which showcased the benefits of our all-weather portfolio, a
strong balance sheet and our scalable operating platform, all supported by an extraordinary team of associates. We look forward
to building upon our unique platform as we leverage the more lasting trends that emerged from COVID-19 and the beneficial
trends of a return to normal to help drive a long-term algorithm and deliver continued value for our consumers, associates,
customers, communities, and shareholders during Phase II of our transformation. And with that, I'd like to turn it back to the
operator for questions.

QUESTION AND ANSWER SECTION

Operator: Thank you. At this time, we will be conducting a question-and-answer session. [Operator Instructions] Our first
question is from Rupesh Parikh with Oppenheimer & Company. Please proceed with your question.

<Q - Rupesh Parikh – Oppenheimer & Co., Inc.>: Good morning. Thanks for taking my question. So, I guess, the first area I
want to start with – start out with is Health & Home. So, the margins were much weaker than we expected. So, I was just hoping
you can provide some more color there. And just any way to think about the right sustainable level of margins, I guess, going
forward for that segment.

<A - Brian L. Grass - Helen of Troy Ltd.>: Yeah. This is Brian. I'm not sure – we tried to be as clear as we could when we
talked about margins in the fourth quarter, and we specifically called out that Health & Home would be the most compressed.
So, maybe it's the extent of the compression that you're referring to. But I think in our prior comments, we pointed to this. And as
we said – as I said in my prepared remarks, our spending was largely in line with expectations. So, I would say, there's really not
a surprise there from our prospection – our perspective. It was all intentional. And we have a lot of things we were trying to
accomplish in terms of long-term brand awareness and, you know, making investments in assets that we could use in the long
term.

I'll also point out that there were other margin compression factors in that segment such as higher incentive compensation
expense and industry-wide increases in freight expense. So, there's several moving parts there, but I would say most – all of
them were in line with our expectations. And it's just a quarterly thing that you see in the fourth quarter. And long term, we
believe Health & Home's margins are more than sustainable. They should be flat to up next year. But there's again a lot of
moving parts next year with respect to potential cost inflation and then how do we respond to that cost inflation via price
increases or cost mitigation efforts. So, Health & Home's margins are clearly sustainable, and this is just quarterly compression.

<Q - Rupesh Parikh – Oppenheimer & Co., Inc.>: Okay. Great. That's actually very helpful. And then I guess maybe a
question for Julien. So, your core Beauty growth did slow sequentially. And obviously, Q3 was an amazing performance. Just
any more color there in terms of what drove that moderation sequentially within that – within the Beauty segment.

<A - Brian L. Grass - Helen of Troy Ltd.>: Again, this was a choice making on our part to set ourselves up for success. And we
again tried to point to it in our previous remarks that we were going to take advantage of opportunities to spend into the strength
of fiscal 2021 to set us up for fiscal year 2022. They also have some of the other margin compression factors such as higher
incentive compensation expense and higher freight expense impacting their margins. Again, we've implemented cost mitigation
strategies



and initiatives to help offset the higher costs, and we're exploring price increases for next year. So, we've got a lot of levers we
can pull, and we're sizing all of those up, some of them are in place and some of them will be acted on shortly.

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah. Rupesh, let me build a little bit there. The specific answer your question
is that the base grew 23% year over – a year ago. So, growing over that base organically means that we're anniversarying a
23% increase. I know pretty much everyone on the call is having the question of, can Helen of Troy anniversary a 23% growth
on a total company basis in fiscal 2022.

You look at this test on Beauty and the answer turns out to be 6% for the fourth quarter. And if you look at the specific base in
the fourth quarter of a year ago, what you'll see is that the volumizer franchise started to grow very rapidly in that quarter. And
then you look at this quarter and see it continuing to grow on top of that. I think it speaks very loudly.

And remember, in the last year quarter comparative period there was no or extremely little COVID. In this year's fourth quarter,
there was plenty of COVID. So, think of all the reduced store traffic, all the women not traveling, social events, office, etcetera.
So, to put growth on top of that speed in a meaningfully different environment I speak – think speaks to the strength of the
volumizer franchise not its deceleration.

And then, if you talk about market share, you heard quite a lot in my remarks on the subject of market share, we grew mightily
during fiscal 2021, including in the fourth quarter. And if you put the last comment on that, is Storm Uri, we had our hands tied
behind our back in the last eight days or so, or middle of eight days of February because of the storm. And we grew right over
that too. So, I'll defend that one left and right.

<A - Brian L. Grass - Helen of Troy Ltd.>: Rupesh, sorry, I've misunderstood the question that it was on margins, not
revenue. Julien – agree with everything Julien said, and sorry for the confusion.

<Q - Rupesh Parikh – Oppenheimer & Co., Inc.>: That's okay. And one last quick one, just since we've gotten a lot of
questions on this, so inventory did increase pretty significantly. And you guys did telegraph that in the prior quarter's expected
increase. So I've been getting questions in terms of as we look at the inventory increase, any color you can share in terms of
what categories drove that increase? And then what are you guys – what would you guys consider, what's like the excess
amount of inventory you have versus what you'd normally like to keep if you didn't have all this risk out there related to COVID?

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah. Let me start on this one. We generally target three to four turns of
inventory a year. So if you take the size of the company, and do the math of that, you'll get the answer to what is – what starts to
constitute excess.

And in the subject of turns, watch out a little bit for seasonality where there's some parts of the year when we sell quite a bit
more stuff than in other parts of the year. And some of that is seasonal by category. So, it matters a lot which category and
which time of year.

On the topic of adding more inventory, it was a strategic choice. We were also a bit lucky frankly that that choice happened right
at a time when we very quickly realized that the supply constraints were getting tight. So, the strategic choice part was we were
too lean on inventory for much of fiscal 2021 as we were selling through much faster than we were able to replenish. And it
made us have more out of stocks than we would like certainly than our customers would like, it's not good for the shelf. It's not
good for giving competitors too much opportunity. It's not good for market share. All these things are bad about not having
enough inventory.



We caught up during the course of fiscal 2021, and then at the end of fiscal 2021 made a strategic choice to A, bring in more
inventory on certain categories such as the ones in Health & Home where tariff exclusions were set to expire at the end of
December 31, 2021 and we wanted to bring in more product ahead of those tariff exclusions. Very good for cost of goods for
obvious reasons with margins, and then in the case of the other categories, more than catching up and being ready.

You asked about volumizers in Q1 of the year ago period. We had very little inventory. We weren't able to meet a lot of the very
big surge in demand. We're no longer in that situation. So, you can see that it helps. And then the luckier part was that the timing
of that was just before some of the heavy supply chain disruptions were becoming big. And then as those emerged, we were not
shy during Q4 to ramp up our inventory even further than we were planning to because we knew that the disruptions were
starting to emerge.

So, there's some perspective on inventory. In terms of the amount of inventory we have, I'd say it's a strategic advantage at this
point. A lot of companies were hit by supply chain constraints, but not as many of them are coming into their fiscal year with the
improved inventory situation that I just described. So, to have that kind of buffer in this environment, thank goodness would be
my comment.

<A - Brian L. Grass - Helen of Troy Ltd.>: Yeah. Rupesh, I agree with everything Julien said and especially the last part. I
don't think we have any real excess inventory and no concerns about the health of the inventory at all. In this environment, I
think we have the right level of inventory, but yet I do think we can come down and operate more efficiently in a more stable
ready steady state environment. So, I think we're perfectly positioned. No concerns on inventory. In fact, I agree with Julien that
it's a strength.

<Q - Rupesh Parikh – Oppenheimer & Co., Inc.>: Okay. Great. Thank you for all the color, really helpful.

Operator: Thank you. Our next question is from Bob Labick with CJS Securities. Please limit to one question and return to the
queue for any follow-up questions. Bob, please proceed with your question.

<Q - Bob J. Labick –  CJS Securities, Inc.>: Thank you. Good morning, and congratulations on excellent operations and
execution and obviously a very difficult environment.

<A - Brian L. Grass - Helen of Troy Ltd..>: Thank you.

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Hi, Bob. Nice to talk to you.

<Q - Bob J. Labick –  CJS Securities, Inc.>: How are you?

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

<Q - Bob J. Labick –  CJS Securities, Inc.>: Good. Good. Absolutely, yeah.

<A - Julien R. Mininberg - Helen of Troy Ltd.>: [ph] We're fine (00:53:27).

<Q - Bob J. Labick –  CJS Securities, Inc.>: I wanted to start with one of the comments Brian kind of made at the end and
ended there with a new 2 million square foot distribution center for director-to-consumer, etcetera. And, you know, some capital
investment behind it. So, maybe you could talk a little more about that. How long will this take to, you know, build out when – and
what are the benefits that you expect to get when it's done which brands will be in it? Just how should we think about this
expanded distribution center and capacity?



<A - Brian L. Grass - Helen of Troy Ltd..>: Well, it's being built and designed specifically for the OXO business both
Housewares and – sorry, both Hydro Flask and OXO. And as we said, it will have state-of-the-art automation and direct to
consumer capabilities. So, it's very exciting for us. It allows us to really kind of expand our distribution footprint and it – you
know, it solves distribution needs for the Housewares business but also for the other businesses and some of them are
combined in the same distribution center as Housewares currently and really allows us to tailor each distribution center for each
business segments' needs. And so, we're very excited about it. It's been delayed, that the initial steps of it have been a little bit
delayed versus our original expectations. But it should be about 18 months when we're operating out of facility. And the facility
also allows us to put in a lot of new software and enhancements and technology to get all that running smoothly and then be
able to roll that out to the rest of the organization as well. So, we're very excited about it and looking forward to getting it going.

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah. And while the facility is dedicated to Housewares, the implication of
moving Housewares out of one of our other facilities has very positive implications on the ability to reconfigure those for the
larger businesses that we have and to re-optimize those older facilities to pick up some pretty significant efficiency grant –
gains that have been constrained by us being a bit too crammed in and having to – call it dumb down the best possible
configurations to accommodate the different kinds of business.

So, think of OXO specifically with a big conveyor belt that is designed to pick, pack and ship highly customized orders, think of
the work – the big machines that we've described in the past like Fast was one and Furious was the other, to handle the greatly
increased number of DTC orders that we now fulfill on an automated basis, and then think of the ability to handle seasonality.
So, it affects the whole footprint in an efficient way.

And the last point is, we're just bigger. This company, as I've mentioned in my prepared remarks, is 40% bigger than it was four
years ago. And at a certain point when you're still living in a three-bedroom house, but you got 40% more kids, you need another
bedroom.

<Q - Bob J. Labick –  CJS Securities, Inc.>: Got it. Great. And then just following up on that, I think even with the spend, the
balance sheet will be approaching net cash position by the end of next year if you don't do something else. So could you talk
about...

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah.

<Q - Bob J. Labick –  CJS Securities, Inc.>: Brian mentioned M&A, uses of capital, because you're getting – you have too
much cash. So how are you thinking about?

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah. Yeah. High quality problem. Helen of Troy is a cash flow machine.
We're super focused on it and proud of it. And as I said in my prepared remarks, we're not shy about putting it to work in the
flywheel. So, to be able to do deals like we talked about, whether it was the Revlon deal, or the share buyback last year is an
example within the last 12 months, Drybar only 14 months ago, and that's more than $0.5 billion worth of stuff. And it's – all that
stuff is off the books – sorry, off the debt rolls already. So, that's cash generation right there. In terms of what to do with it and if
we finish the sale on personal care, which is our expectation, as we mentioned in our prepared remarks, then more cash there.
So, the intention is to put it to work, and our capital deployment strategy couldn't be clearer. Number one is M&A. We're on the
hunt. We see some good prospects. And we'd like to add more pearls to our string. There's even a tuck-in or two along the way
that could be right for us. So, put it into making our machine have a little bit more mass to it and gathering the momentum of
the flywheel.



The second use can be opportunistic buyback, which we've done from time to time. And then even from time to time, we analyze
the benefits of a dividend. We've done that more than once over the years and so far, come to the conclusion to go down the
capital strategy that we're in. So, lots of flexibility, and we're keenly aware that our balance sheet is airtight and looking for the
right use of that cash in a responsible way.

<A - Brian L. Grass - Helen of Troy Ltd.>: Well, Bob, I'd just add that we can't give you specifics, but we've got three
attractive acquisition targets that we're taking a look at of various sizes. So, we're excited about that, and we'll see how that
plays out.

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

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Thanks.

Operator: Thank you. Our next question is from Steve Marotta with C.L. King. Please proceed with your question.

<Q - Steven L. Marotta – C.L. King & Associates, Inc.>: Good morning, Julien, Brian and Jack. Actually, I have one very quick
question and then one a little bit more in-depth. Based on commentary regarding March and April, it sounds like quarter to-date
sales are positive, is that accurate?

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yes. Yes. We had a very strong March and we're very pleased with our
situation in the beginning of the year. People might get the impression of that's because of the Uri revenue that spilled from
February into March. That just is gravy on top. So, we just had a good March and then Uri actually ended up helping March
further.

Brian talked about that $0.20 of bottom line impact in February that would have been in the results that we just reported today.
So, we just reported $11.65, that $0.20 that is not included in that number is added on top for March.

And then, April we're at the end of the month and we like very much where we are on the sales front. We're right on track with
where we expect it to be. The balance of the portfolio is working once again in our favor. So, we like this and then we'll see how
the rest of the quarter plays out. I wish we could say great. Now, we can see the whole year, but there's just too much variability
to just say, well good, eight weeks in let's give a rock solid guidance.

<Q - Steven L. Marotta – C.L. King & Associates, Inc.>: Understandable and helpful. Julien, maybe you can comment a little
bit on institutional sales, the opportunities there in the more obvious brands, maybe some opportunities in less obvious brands,
and the potential impact in the current fiscal year?

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah. I'm glad you asked about this. People asked about it a lot last year
because I think they were wondering more about all those hotels and airlines and stores and things that wanted to check
people's temperature or have an air purifier. I think what's really happened here is there is a new normal in a lot of institutions.
Think of schools, universities, and secondary schools where I don't think people would dream, especially these days of not
having an air purifier available for their students or their teachers. Think of hotels where humidifiers, air purifiers, water
purifiers, and thermometers, you know, this stuff was secondary equipment and not top of mind like the post 9/11 era where
there's just been, what, 20 years of heightened awareness to security and all the products that go with the ability to provide
security. So, think of cameras and surveillance and things like this. This is a new normal. So, we think the institutional market
is sticky and sticky beyond COVID.



We've now hired in this area; we've had some success. We have prospects in our fiscal 2022 budget, and we like it during the
tail of COVID, during the whole reopening period. It's a good reopening play because if you want to reopen, you've got to do it
safe. And then post-COVID, the stickiness that I'm trying to suggest we think is real and that's what the institutional customers
are telling us.

We're also working on institutional products that are specific just for the institutional market. So, think of connected devices and
certain types of filter change indicators that are wired to a central system, more Internet of Things. These things are a bit beefier
that may not be relevant for a home environment but are relevant for an institutional environment. So, we like it.

And as for which categories, you know, there's the obvious ones, like the ones I mentioned. But it's possible that the institutional
markets, like the security comment are just a little more woken up on the everyday essentiality of these types of categories as
opposed to the, uh-oh, my customers won't come back unless I do more of this right now because COVID is all anybody talks
about.

<Q - Steven L. Marotta – C.L. King & Associates, Inc.>: Terrifically helpful. Thank you. I'll take the balance of my questions
offline.

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Sure.

Operator: Thank you. Our final question is from Linda Bolton-Weiser with D.A. Davidson. Please proceed with your question.

<Q - Linda Bolton-Weiser – D.A. Davidson & Co.>: Hi. My questions are on the Beauty segment. I was just wondering. It
sounds like you maybe feel like Beauty organic sales can grow in FY 2022. So, I'm wondering on the appliance side, are you
seeing – do you have plans for like another major innovation on the order of the one-step volumizer or do you just see continuing
strength of that volumizer franchise?

And then on the Drybar side of it, obviously, that business will benefit as we – as the everything reopens. But have you been
able to do any work yet on expanding the Drybar distribution for the products? Thanks.

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah. Hi, Linda, and thanks for the questions. So, Beauty grew despite COVID
not because of it. So, there's just good prospects going on the other side of this. And even right now, you've heard my remarks
to Rupesh about the strength of the fourth quarter despite the 6% year-over-year growth. And so, we're in a good situation.

Innovation has been the core of Beauty's turnaround over the last couple of years. For those on this call that have been following
us for a long time, they remember the days when Beauty was not as consumer centric and not able to grow its appliance
business. The volumizer is not the only driver of that. It's just the biggest one. What really happened was we got woken up on
the power of consumer centric innovation in Beauty and then started to come out with a whole bunch of products.

So, for example, there's a new set of copper tong straightening irons. I think we've shown them to you in the past, Linda. That
have just done very well. Our market share in the straightening iron segment of the Beauty category, which has nothing to do
with volumizers has also increased. And in the case of curling irons, we're the reigning kings of the salon curling iron business
with the gold Hot Tools curling iron. So, innovation in those areas is helping us a ton. Then you take volumizers, we're well past
the original boom of volumizers and three and four generations in with a proliferation of volumizer spinoffs that are making a very
big difference. We think we've created a new subsegment to the category entirely. There are two or three other – I don't know if
they're gangbuster innovations of that same level, but they're very meaningful to consumers. We know it from our testing. We
know it from our insights. And then on Drybar, we're now extending many of those innovations into Drybar to drive its business
at the higher end in prestige so we



can capture the good, better, and best of the market. So, those will be on volumizer. From volumizer itself, you might think, oh,
this trend is going to slow. We do see growth prospects for Beauty during fiscal 2021 with the tailwind from things reopening and
also from further international expansion and not just volumizer.

On your Drybar question, we are expanding distribution of Drybar, which does help us, and we're also working on international
for Drybar. And that said, there is a whole another play on Drybar, which is the salons are reopening. So, as salons reopen,
there's just more of everything to do with hair including blowouts. And the Drybar salons, while they're actually not that big a part
of the sales for Drybar, they are a big part of the brand experience and people having a demonstration of those products in use
at the hands of a professional stylist on their own hair, which makes them purchase later either online or in a Nordstrom or
Sephora for something else.

In terms of specific distribution, Amazon and Macy's are two specific examples in the United States where we've just built new
distribution and are very pleased with the sell-through that we've had so far.

<A - Brian L. Grass - Helen of Troy Ltd.>: Linda, it's Brian. Just a little build on Drybar for me If you talk to the people that
came with the acquisition, they're saying that the new products development and the innovation slated for fiscal 2022 is the
best that they've ever seen. So, hopefully, we brought something to the table and then they helped build on what they created.
But they think the new product development line up in the innovation is better than ever in Drybar. So, we're very excited about
the prospect for us.

<A - Julien R. Mininberg - Helen of Troy Ltd.>: And not just on the tools, but also on the liquids. I think, wow, that's less of
our sweet spot. And that said, take the liquid glass product as an example. It was developed on our watch by that team and it's
become a bestseller.

<Q - Linda Bolton-Weiser – D.A. Davidson & Co.>: Great. Thank you very much.

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

Operator: Thank you. Ladies and gentlemen, we have reached the end of the question-and-answer session and I will now turn
the call over to management for closing remarks.

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah. Thank you, operator, and thanks, everybody, for joining us today. We
just have a terrific quarter. We've had the best year in our history and that was after last year, which was the best year in our
history. So, we are very pleased. We're coming into fiscal 2022 with tremendous momentum, both on the business and the
organization. Tons of things to balance and we're very happy to talk to you offline on that.

We very much like where we're headed for the entire back half of Phase II and we think the best is yet to come for Helen of Troy.
So, we appreciate your continued interest and support, and we look forward to speaking many – with many of you in the coming
days and also the coming weeks. Thank you very much and have a great day.

Operator: This concludes today's teleconference, and you may disconnect your lines at this time. We thank you for your
participation and have a great day.


