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Item 2.02    Results of Operation and Financial Condition.

On October 5, 2017, Helen of Troy Limited (the “Company”, “our”, “we” or “us”) issued a press release announcing the results
for the second fiscal quarter and six months ended ended August 31, 2017. Additionally, on October 5, 2017, the Company held a
conference call discussing its results for the same periods mentioned above. With this Form 8‑K, we are furnishing copies of the
press release (attached hereto as Exhibit 99.1) and the text of the conference call (attached hereto as Exhibit 99.2). The press
release and copy of the text of this conference call are also provided on the Investor Relations Page of our website at:
http://www.hotus.com. The information contained on this website is not included as a part of, or incorporated by reference into,
this report.

The Company desires to avail itself of the safe harbor provisions of the Private Securities Litigation Reform Act of 1995 (the
“Act”) and is including this cautionary statement for the express purpose of availing itself of the protection afforded by the Act.
The accompanying press release and conference call transcript contain certain forward-looking statements, which are subject to
change. Any or all of the forward-looking statements may turn out to be wrong. They can be affected by inaccurate assumptions
or by known or unknown risks and uncertainties. Many of these factors will be important in determining the Company’s actual
future results. Consequently, no forward-looking statement can be guaranteed. Actual future results may vary materially from
those expressed or implied in any forward-looking statements. The forward-looking statements are qualified in their entirety by a
number of risks that could cause actual results to differ materially from historical or anticipated results. Generally, the words
“anticipates”, “believes”, “expects”, “plans”, “may”, “will”, “should”, “seeks”, “estimates”, “project”, “predict”, “potential”,
“continue”, “intends”, and other similar words identify forward-looking statements. We caution readers not to place undue
reliance on forward-looking statements. The forward-looking statements contained in this press release should be read in
conjunction with, and are subject to and qualified by, the risks described in the Company’s Form 10‑K for the year ended
February 28, 2017 and in our other filings with the SEC. Investors are urged to refer to the risk factors referred to above for a
description of these risks. Such risks include, among others, our ability to deliver products to our customers in a timely manner
and according to their fulfillment standards, the costs of complying with the business demands and requirements of large
sophisticated customers, our relationships with key customers and licensors, our dependence on the strength of retail economies
and vulnerabilities to any prolonged economic downturn, our dependence on sales to several large customers and the risks
associated with any loss or substantial decline in sales to top customers, expectations regarding any proposed restructurings, our
recent and future acquisitions or divestitures, including our ability to realize anticipated cost savings, synergies and other benefits
along with our ability to effectively integrate acquired businesses or separate divested businesses, circumstances which may
contribute to future impairment of goodwill, intangible or other long-lived assets, the retention and recruitment of key personnel,
foreign currency exchange rate fluctuations, disruptions in U.S., U.K., Euro zone, and other international credit markets, risks
associated with weather conditions, the duration and severity of the cold and flu season and other related factors, our dependence
on foreign sources of supply and foreign manufacturing, and associated operational risks including, but not limited to, long lead
times, consistent local labor availability and capacity, and timely availability of sufficient shipping carrier capacity, risks to the
Nutritional Supplements segment associated with the availability, purity and integrity of materials used in the manufacture of
vitamins, minerals and supplements, the impact of changing costs of raw materials, labor and energy on cost of goods sold and
certain operating expenses, the geographic concentration and peak season capacity of certain U.S. distribution facilities increases
our exposure to significant shipping disruptions and added shipping and storage costs, our projections of product demand, sales,
and net income are highly subjective in nature and future sales and net income could vary in a material amount from such
projections, the risks associated with the use of trademarks licensed from and to third parties, our ability to develop and introduce
a continuing stream of new products to meet changing consumer preferences, increased product liability and reputational risks
associated with the formulation and distribution of vitamins, minerals and supplements, the risks associated with potential adverse
publicity and negative public perception regarding the use of vitamins, minerals and supplements, trade barriers, exchange
controls, expropriations, and other risks associated with U.S. and foreign operations, the risks to our liquidity as a result of
changes to capital market conditions and other constraints or events that impose constraints on our cash resources and ability to
operate our business, the costs, complexity and challenges of upgrading and managing our global information systems, the risks
associated with information security breaches, the increased complexity of compliance with new government regulations covering
vitamins, minerals and supplements, the risks associated with product recalls, product liability, other claims, and related litigation
against us, the risks associated with accounting for tax positions, tax audits and related disputes with taxing authorities, the risks
of potential changes in laws in the U.S. or abroad, including tax laws, regulations or treaties, employment and health insurance
laws and regulations, and laws relating to environmental policy, financial regulation,
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transportation policy and infrastructure policy along with the costs and complexities of compliance with such laws, and our ability
to continue to avoid classification as a controlled foreign corporation. We undertake no obligation to publicly update or revise any
forward-looking statements as a result of new information, future events or otherwise.

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

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

Item 9.01    Financial Statements and Exhibits.

(d)        Exhibits

Novem
  

Exhibit Number     Description
   
99.1  Press Release, dated October 5, 2017
   
99.2  Text of conference call held October 5, 2017
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Signatures

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

  
 HELEN OF TROY LIMITED
  
  
Date: October 10, 2017 /s/ Brian L. Grass
 Brian L. Grass
 Chief Financial Officer and Principal Financial Officer
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Exhibit 99.1

Helen of Troy Limited Reports Second Quarter Fiscal 2018 Results

● Delivers Consolidated Net Sales Revenue Growth of 2.8%; Core Business growth of 2.7%
● Delivers GAAP Diluted Earnings Per Share (EPS) of $0.33; Non-GAAP Adjusted Diluted EPS of $1.65

● Updates Fiscal 2018 GAAP Diluted EPS Outlook to $4.01 to $4.34
● Reiterates non-GAAP Adjusted Diluted EPS Outlook of $6.50 to $6.90

● Updates Fiscal 2018 Outlook of Consolidated Net Sales of $1.560 to $1.585 billion; Growth of 1.5% to 3.1%
● Announces Project Refuel with Targeted Annualized Savings of $10 Million

El Paso, Texas, October 5, 2017 —  Helen of Troy Limited (NASDAQ: HELE), designer, developer and worldwide
marketer of consumer brand-name housewares, health and home, nutritional supplement and beauty products, today reported
results for the three-month period ended August 31, 2017. Second quarter fiscal 2018 results include pre-tax non-cash asset
impairment charges of $18.1 million and a $3.6 million charge related to the bankruptcy of Toys ”R” Us, with no
comparable charges in the same period last year.

Executive Summary

· Consolidated net sales revenue increase of 2.8%, including:
o An increase in Leadership Brand net sales of approximately 5.9%
o An increase in online channel net sales of approximately 17.9%

· GAAP operating income of $20.1 million, or 5.3% of net sales, which includes $18.1 million in non-cash pre-tax asset
impairment charges and a $3.6 million charge related to the bankruptcy of Toys ”R” Us, compared to $37.5 million, or
10.2% of net sales in the same period last year

· Non-GAAP adjusted operating income growth of 7.7% to $51.5 million, or 13.6% of net sales, which excludes the
impairment and bankruptcy charges mentioned above, compared to $47.9 million, or 13.0% of net sales in the same
period last year

· Effective tax rate of 45.3% compared to 15.9% in the same period of the prior year, driven by the tax impact of
impairment charges

· GAAP diluted EPS of $0.33, which includes $1.02 per share in impairment and bankruptcy charges mentioned above,
compared to $1.00 in the same period last year

· Non-GAAP adjusted diluted EPS growth of 26.0% to $1.65, compared to $1.31 in the same period last year

Julien R. Mininberg, Chief Executive Officer, stated: “We are pleased to deliver another solid quarter at Helen of Troy,
highlighted by a 2.8% increase in total sales, driven primarily by new product introductions, online customer growth,
incremental distribution, and growth in international sales. Importantly, we achieved growth of 5.9% in our Leadership
Brand sales and a 17.9% increase in online sales. This growth, coupled with disciplined incremental investment spending,
operating efficiency and lower tax expense led to an increase in adjusted diluted EPS of 26%. The quarter was again led by
our Housewares segment, which grew sales 8.3%, followed by 2.4% growth in Health & Home. Beauty benefitted from new
appliance introductions with segment net sales in line with the same period last year, and improved profitability driven by
improved sales mix and operating efficiency. In Nutritional Supplements the sales decline moderated in the second quarter;
however, we are not satisfied with the segment’s performance and continue to focus on improvement, while also pursuing
strategic alternatives. In an effort to enhance the performance of our Nutritional Supplements and Beauty segments, we are
initiating a restructuring plan we are calling Project Refuel. It focuses primarily on rightsizing the resources allocated to
these businesses and improving the return on our investments. We are targeting annualized pre-tax savings of $10 million
from Project Refuel once it is substantially implemented.”

Mr. Mininberg continued: “Looking more broadly, I am pleased with our progress in the first half of the year. During this
period, we achieved total sales growth of 3.1% and an increase in our Leadership Brand net sales of 7.9%, most of which
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are growing share. In addition, sales to the online channel increased 23.0% and now represents 14.6% of our total sales.
Adjusted diluted EPS grew 17% due primarily to disciplined incremental investment spending, operating efficiency, and
lower tax expense. Our balance sheet is strong, with low leverage, which allows us to continue to pursue strategic
acquisitions. For the year in total, we are reiterating our adjusted diluted EPS outlook despite the expectation of challenging
conditions in the second half of the year. We now expect net sales revenue in the range of $1.560 to $1.585 billion, which
reflects the substantial and continued uncertainty in the retail environment leading to changes in customer order patterns,
much of which is driven by the impact of sweeping changes in consumer shopping preferences. Overall, we remain confident
about our business and the choices we are making to position our company for continued long-term profitable growth
through product innovation, increased operating efficiencies, and disciplined investments with a high return.”
                

 Three Months Ended August 31,  

  Housewares   
Health &

Home   
Nutritional

Supplements   Beauty   Total  
Fiscal 2017 sales revenue, net $ 105,976  $ 144,453  $ 33,112  $ 84,629  $ 368,170  

Core business  8,804   3,024   (1,855)  (177)  9,796  
Impact of foreign currency  (60)  384    -   172   496  

Change in sales revenue, net  8,744   3,408   (1,855)  (5)  10,292  
Fiscal 2018 sales revenue, net $ 114,720  $ 147,861  $ 31,257  $ 84,624  $ 378,462  
                
Total net sales revenue growth  8.3 %  2.4 %  (5.6)%  0.0 %  2.8 %

Core business  8.3 %  2.1 %  (5.6)%  (0.2)%  2.7 %
Impact of foreign currency  (0.1)%  0.3 %  0.0 %  0.2 %  0.1 %
                

Operating margin (GAAP)                
Second quarter fiscal 2018  20.5 %  5.2 %  (64.9)%  10.8 %  5.3 %
Second quarter fiscal 2017  22.9 %  6.5 %  (3.7)%  6.0 %  10.2 %

Adjusted operating margin (non-GAAP)                
Second quarter fiscal 2018  22.6 %  9.6 %  (0.4)%  13.5 %  13.6 %
Second quarter fiscal 2017  24.2 %  9.7 %  2.0 %  9.0 %  13.0 %

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

· Consolidated net sales revenue increased 2.8% to $378.5 million compared to $368.2 million, which included an
increase of 0.1% from foreign currency fluctuations. The net sales increase includes the contribution from new product
introductions, online customer growth, incremental distribution, and growth in international sales, partially offset by a
5.6% decline in the Nutritional Supplements segment, which had unfavorable impact of 0.5% on consolidated sales
growth, a decrease in the personal care category within Beauty, and the impact of lower store traffic and soft consumer
spending at traditional brick and mortar retail.

· Consolidated gross profit margin increased 0.1 percentage point to 44.4% compared to 44.3%. The increase in
consolidated gross profit margin is primarily due to favorable product mix and growth in the Company’s Leadership
Brands, partially offset by higher overall promotional spending with customers and the unfavorable impact that the
revenue decline in Nutritional Supplements had on consolidated gross profit margin.

· Consolidated SG&A increased by 0.2 percentage points to 34.3% of net sales compared to 34.1%. The increase is
primarily due to a $3.6 million charge related to the bankruptcy of Toys ”R” Us, higher product liability expense and
higher overall marketing, advertising and new product development expense in support of the Company’s Leadership
Brands, partially offset by lower license royalty expense, lower incentive compensation expense, lower amortization
expense, and improved distribution and logistics efficiency and lower outbound freight expense.

· GAAP operating income was $20.1 million, or 5.3% of net sales, compared to $37.5 million, or 10.2% of net sales in the
same period last year. Operating income includes pre-tax non-cash impairment charges of $18.1 million and a
$3.6 million charge related to the bankruptcy of Toys ”R” Us, with no comparable charges in the same period last year.
These items unfavorably impacted the year-over-year comparison of operating margin by 5.8 percentage points.

2

 



· Income tax expense as a percentage of pretax income was 45.3%, compared to 15.9% for the same period last year,
primarily due to the recognition of tax benefits from impairment charges over the course of the year in relation to pre-tax
income as opposed to the periods in which the charges were incurred. The net effect of this treatment resulted in an
additional tax expense of $6.5 million in the second quarter of fiscal 2018. For the six months ended August 31, 2017,
the Company has recognized $6.4 million of the expected $19.9 million tax benefit from impairment charges. The
remaining tax benefit of $13.5 million will be recognized in the third and fourth quarters of fiscal 2018 relative to pre-
tax income each quarter. Income taxes for the three months ended August 31, 2017 also includes a tax benefit of $2.2
million related to the favorable resolution of an uncertain tax position. There were no comparable expenses or benefits in
the same period last year.

· Net income was $8.9 million, or $0.33 per diluted share on 27.4 million weighted average diluted shares outstanding,
compared to $28.4 million, or $1.00 per diluted share on 28.2 million weighted average diluted shares outstanding. Net
income for the three months ended August 31, 2017 includes an after-tax non-cash asset impairment charge of $24.6
million and a charge of $3.4 million related to the bankruptcy of Toys ”R” Us, with no comparable charges for the same
period last year.

· Adjusted EBITDA (EBITDA excluding non-cash asset impairment charges, the Toys ”R” Us bankruptcy charge, and
non ‐
cash share based compensation, as applicable) was $55.9 million compared to $51.8 million.

On an adjusted basis for the second quarters of fiscal 2018 and 2017, excluding non-cash asset impairment charges, the
Toys ”R” Us bankruptcy charge, non ‐
cash share based compensation, and non-cash amortization of intangible assets, as
applicable:

· Adjusted operating income was $51.5 million, or 13.6% of net sales, compared to $47.9 million, or 13.0% of net sales,
primarily reflecting a higher mix of Leadership Brand sales at a higher operating margin, lower license royalty expense,
lower incentive compensation expense, lower amortization expense, and improved distribution and logistics efficiency
and lower outbound freight costs. These factors were partially offset by (i) lower operating leverage in the Nutritional
Supplements segment; (ii) higher product liability expense; and, (iii) higher marketing, advertising and new product
development expense in support of the Company’s Leadership Brands.

· Adjusted income increased to $45.2 million, or $1.65 per diluted share, compared to $37.0 million, or $1.31 per diluted
share, primarily reflecting the impact of higher adjusted operating income across all segments except for the Nutritional
Supplements segment, and lower weighted average diluted shares outstanding year-over-year.

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

Housewares core net sales increased by 8.3% reflecting an increase in online channel sales, incremental distribution with
existing customers, expanded international and U.S. distribution, and new product introductions for both Hydro Flask and
OXO brands. This growth includes the unfavorable impact of lower store traffic and soft consumer spending at traditional
brick and mortar retail and the impact of slowing growth in the Outdoor sector. Net foreign currency fluctuations were
immaterial to segment sales in the period. GAAP operating margin was 20.5% compared to 22.9%. Adjusted operating
margin decreased 1.6 percentage points primarily due to higher marketing, advertising and new product development
expense, partially offset by lower incentive compensation expense and the impact of increased operating leverage from net
sales growth.

Health & Home net sales increased 2.4% reflecting growth in online channel sales, strong sales in certain seasonal
categories, incremental distribution with existing customers, new product introductions, and growth in international sales.
Segment net sales also benefitted from the favorable impact of net foreign currency fluctuations of approximately
$0.3 million, or 0.3%. Segment net sales were partially offset by lower club sales and lower royalty revenue. GAAP
operating margin was 5.2% compared to 6.5%. Adjusted operating margin decreased 0.1 percentage point reflecting an
increase in marketing, advertising and new product development expense and an increase in product liability expense. These
factors were partially offset by improved distribution and logistics efficiency and lower outbound freight costs, increased
operating leverage from net sales growth, lower legal fee expense, and lower royalty expense.
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Beauty core business net sales were unchanged at $84.6 million. Solid growth in both retail and professional appliance sales,
particularly to online retail customers, was offset by declines in the personal care category due primarily to competitive
conditions. Segment net sales benefitted from the favorable impact of net foreign currency fluctuations of approximately
$0.2 million, or 0.2%. GAAP operating margin was 10.8% compared to 6.0%. Adjusted operating margin increased 4.5
percentage points reflecting the favorable impact of new product introductions in the appliance category, lower personnel
expense, lower media advertising expense, and improved distribution and logistics efficiency and lower outbound freight
costs. These factors were partially offset by the net sales decline in the personal care category and its unfavorable impact on
sales mix and operating leverage. In an effort to enhance the segment’s performance, the Company plans to restructure the
business as a part of Project Refuel. The restructuring will have a high concentration on the personal care business within
Beauty. We expect 75% - 85% of the total targeted annualized savings of $10 million from Refuel to benefit the Beauty
segment. We expect to incur restructuring charges as the plan is put into place.

Nutritional Supplements net sales decreased 5.6%, reflecting a decline in auto-delivery revenue resulting primarily from the
transition to new order management and customer relationship management systems, partially offset by increases in direct
mail and third-party retail sales. The segment’s operating loss was $20.3 million compared to an operating loss of $1.2
million in the same period last year. The Company recorded pre-tax non-cash asset impairment charges of $18.1 million with
no comparable charges in the same period last year. Segment adjusted operating loss was $0.1 million compared to adjusted
operating income of $0.7 million in the same period last year. The decrease in adjusted operating income is primarily due to
the net sales decline and its unfavorable impact on operating leverage, and higher promotion, advertising and customer
acquisition costs. These factors were partially offset by lower royalty expense and lower incentive compensation expense.
The Company plans to restructure the business as part of Project Refuel in an effort to improve its performance. We expect
15% - 25% of the total targeted savings from Refuel to benefit Nutritional Supplements.We expect to incur restructuring
charges as the plan is put into place. The Company continues to pursue strategic alternatives for this segment, which could
include divestiture, further restructuring or realignment programs, and consolidation of operations and functions.

Balance Sheet Highlights - Second Quarter Fiscal 2018 Compared to Second Quarter Fiscal 2017

· Cash and cash equivalents totaled $13.7 million, compared to $25.8 million
· Total short- and long-term debt was $444.3 million, compared to $548.6 million, a net decrease of $104.3 million
· Accounts receivable turnover was 55.7 days, compared to 54.8 days
· Inventory was $325.6 million, compared to $317.5 million. Inventory turnover was 2.8 times compared to 2.7 times

Fiscal 2018 Annual Outlook

For fiscal 2018, the Company now expects consolidated net sales revenue in the range of $1.560 to $1.585 billion, which
implies consolidated sales growth of 1.5% to 3.1%. The Company’s net sales outlook assumes that September 2017 foreign
currency exchange rates will remain constant for the remainder of the fiscal year and that the severity of the cough/ cold /flu
season will be in line with long-term historical averages. Finally, the Company’s net sales outlook reflects the following
expectations by segment:

· Housewares net sales growth of 8% to 10%;
· Health & Home net sales growth in the mid-single digits;
· Beauty net sales decline in the mid-single digits; and
· Nutritional Supplements net sales decline in the mid-single digits.

The Company’s   current Housewares outlook reflects management’s expectation that solid growth achieved in the first half
of fiscal 2018 for both OXO and Hydro Flask will moderate in the second half of the fiscal year due to weakness at brick and
mortar retail, slowing growth in the Outdoor sector and a difficult comparison from new product introductions and
distribution gains in the same period last year.
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The Company expects consolidated GAAP diluted EPS of $4.01 to $4.34 and adjusted diluted EPS (non-GAAP) in the range
of $6.50 to $6.90, which excludes after-tax asset impairment charges, the Toys ”R” Us bankruptcy charge, share-based
compensation expense and intangible asset amortization expense. The Company’s diluted EPS outlook assumes that
September 2017 foreign currency exchange rates will remain constant for the remainder of the fiscal year.

Consistent with the Company’s strategies of investing in core business growth and consumer centric innovation, its outlook
now includes approximately $0.40 to $0.50 per share year-over-year in incremental after-tax growth investments expanding
digital marketing, advertising, new product development and e-commerce, primarily behind the Company’s Leadership
Brands. The revised incremental spending plan partially reflects the effectiveness achieved from the Company’s spend in the
first half of the year. It also includes a shift in the timing of some planned investment to the second half of the year. The
diluted EPS outlook is based on an estimated weighted average diluted shares outstanding of 27.4 million.

As previously mentioned, the Company is initiating Project Refuel, which is targeted to achieve annualized pre-tax cost
savings of $10.0 million once the plan is substantially implemented. The Company expects the plan to be completed in
approximately 18 months, with the savings highly concentrated in fiscal 2019. The Company expects to incur restructuring
charges related to this plan in the range of $4.0 million to $6.0 million over the course of the implementation period.

The Company now expects a reported effective tax rate range of (4.6)% to (2.6)%, and an adjusted effective tax rate range of
9.2% to 11.2%, which compares to the Company’s prior outlook of 10% to 12%, for the remainder of fiscal year 2018. The
adjusted effective tax rate range excludes the impact of asset impairment charges on tax expense for the remainder of fiscal
year 2018. Please refer to the schedule entitled “Effective Income Tax Rate and Adjusted Effective Income Tax Rate (Non-
GAAP)” in the accompanying tables to this press release.

The likelihood and potential impact of any fiscal 2018 acquisitions and divestitures, future asset impairment charges, future
foreign currency fluctuations, or further share repurchases are unknown and cannot be reasonably estimated; therefore, they
are not included in the Company’s sales and earnings outlook.

Conference Call and Webcast

The Company will conduct a teleconference in conjunction with today’s earnings release. The teleconference begins at 4:45
p.m. Eastern Time today, Thursday, October 5, 2017. Institutional investors and analysts interested in participating in the call
are invited to dial (888) 455-2263 approximately ten minutes prior to the start of the call. The conference call will also be
webcast live at: www.hotus.com . A telephone replay of this call will be available at 7:45 p.m. Eastern Time on October 5,
2017 until 11:59 p.m. Eastern Time on October 12, 2017 and can be accessed by dialing (844) 512-2921 and entering replay
pin number 8041398. A replay of the webcast will remain available on the website for 60 days.

Non-GAAP Financial Measures:

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

Helen of Troy Limited (NASDAQ, NM: HELE) is a leading global consumer products company offering creative solutions
for its customers through a strong portfolio of well-recognized and widely-trusted brands, including OXO®, Hydro Flask®,
Vicks®, Braun®, Honeywell®, PUR®, Febreze®, Revlon®, Pro Beauty Tools®, Sure®, Pert®, Infusium23®, Brut®,
Ammens®, Hot Tools®, Bed Head®, Dr. Sinatra®, Dr. David Williams, and Dr. Whitaker®. All trademarks herein belong
to Helen of Troy Limited (or its affiliates) and/or are used under license from their respective licensors.

For
more
information
about
Helen
of
Troy,
please
visit
www.hotus.com
.

Forward Looking Statements:

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

Investor Contact:
Helen of Troy Limited
Anne Rakunas, Director, External Communications
(915) 225-4841
 
ICR, Inc.
Allison Malkin, Sr. Managing Director
(203) 682-8200
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HELEN OF TROY LIMITED AND SUBSIDIARIES
Consolidated Condensed Statements of Income

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

              

  Three Months Ended August 31, 
  2017   2016
Sales revenue, net  $ 378,462  100.0 %   $ 368,170  100.0 %
Cost of goods sold   210,529  55.6 %    205,202  55.7 %

Gross profit   167,933  44.4 %    162,968  44.3 %
              
Selling, general, and administrative expense (“SG&A”)   129,755  34.3 %    125,481  34.1 %
Asset impairment charges   18,070  4.8 %     -   - %

Operating income   20,108  5.3 %    37,487  10.2 %
              

Nonoperating income, net   81   - %    88   - %
Interest expense   (3,869) (1.0)%    (3,866) (1.1) %
Income before income taxes   16,320  4.3 %    33,709  9.2 %

              
Income tax expense   7,387  2.0 %    5,354  1.5 %
Net income  $ 8,933  2.4 %   $ 28,355  7.7 %
              
Diluted EPS  $ 0.33      $ 1.00    
              
Weighted average shares of common stock used in computing diluted EPS   27,401       28,224    
              
              
  Six Months Ended August 31, 
  2017   2016
Sales revenue, net  $ 738,067  100.0 %   $ 716,108  100.0 %
Cost of goods sold   413,685  56.0 %    400,713  56.0 %

Gross profit   324,382  44.0 %    315,395  44.0 %
              
Selling, general, and administrative expense (“SG&A”)   253,438  34.3 %    247,610  34.6 %
Asset impairment charges   54,070  7.3 %    7,400  1.0 %

Operating income   16,874  2.3 %    60,385  8.4 %
              

Nonoperating income, net   247   - %    237   - %
Interest expense   (7,708) (1.0)%    (7,517) (1.0) %
Income before income taxes   9,413  1.3 %    53,105  7.4 %

              
Income tax expense (benefit)   (5,388) (0.7)%    5,724  0.8 %
Net income  $ 14,801  2.0 %   $ 47,381  6.6 %
              
Diluted EPS  $ 0.54      $ 1.68    
              
Weighted average shares of common stock used in computing diluted EPS   27,323       28,185    
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HELEN OF TROY LIMITED AND SUBSIDIARIES
Net Sales Revenue by Segment 

(Unaudited) 
(in thousands)

 
 
                   

  Three Months Ended August 31,        % of Sales Revenue, net  
  2017  2016  $ Change   % Change    2017   2016  

Sales revenue by segment, net                   
Housewares  $ 114,720  $ 105,976  $ 8,744  8.3 %  30.3 %  28.8 %
Health & Home   147,861   144,453   3,408  2.4 %  39.1 %  39.2 %
Nutritional Supplements   31,257   33,112   (1,855)  (5.6)%  8.3 %  9.0 %
Beauty   84,624   84,629   (5)  (0.0)%  22.4 %  23.0 %

Total sales revenue, net  $ 378,462  $ 368,170  $ 10,292  2.8 %  100.0 %  100.0 %
                   
                   
  Six Months Ended August 31,        % of Sales Revenue, net  
  2017 (a)  2016  $ Change   % Change    2017   2016  
Sales revenue by segment, net                   

Housewares  $ 213,148  $ 190,579  $ 22,569  11.8 %  28.9 %  26.6 %
Health & Home   298,127   290,808   7,319  2.5 %  40.4 %  40.6 %
Nutritional Supplements   62,876   69,052   (6,176)  (8.9)%  8.5 %  9.6 %
Beauty   163,916   165,669   (1,753)  (1.1)%  22.2 %  23.1 %

Total sales revenue, net  $ 738,067  $ 716,108  $ 21,959  3.1 %  100.0 %  100.0 %

(a) Includes approximately one-half month of incremental operating results from Hydro Flask, which was acquired on
March 18, 2016.

 
HELEN OF TROY LIMITED AND SUBSIDIARIES

Leadership Brand Net Sales Revenue (1)
(Unaudited) 

(in thousands)
             

   Three Months Ended August 31,   Six Months Ended August 31,
  2017  2016  2017  2016
Leadership Brand sales revenue, net (b)  $ 266,575  $ 251,829  $ 513,285  $ 475,668
All other sales revenue, net   111,887   116,341   224,782   240,440

Total sales revenue, net  $ 378,462  $ 368,170  $ 738,067  $ 716,108

(b) Leadership Brand net sales consists of revenue from the OXO, Honeywell, Braun, PUR, Hydro Flask, Vicks, and Hot
Tools brands.
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HELEN OF TROY LIMITED AND SUBSIDIARIES
Consolidated and Segment Net Sales, Operating Margin and Adjusted Operating Margin (non-GAAP)

(Unaudited)
(in thousands)

                

 Three Months Ended August 31,  

  Housewares   
Health & 

Home   
Nutritional 
Supplements   Beauty   Total  

Fiscal 2017 sales revenue, net $ 105,976  $ 144,453  $ 33,112  $ 84,629  $ 368,170  
Core business  8,804   3,024   (1,855)  (177)  9,796  
Impact of foreign currency  (60)  384    -   172   496  

Change in sales revenue, net  8,744   3,408   (1,855)  (5)  10,292  
Fiscal 2018 sales revenue, net $ 114,720  $ 147,861  $ 31,257  $ 84,624  $ 378,462  
                
Total net sales revenue growth  8.3 %  2.4 %  (5.6)%  (0.0)%  2.8 %

Core business  8.3 %  2.1 %  (5.6)%  (0.2)%  2.7 %
Impact of foreign currency  (0.1)%  0.3 %  0.0 %  0.2 %  0.1 %
                

Operating margin (GAAP)                
Second quarter fiscal 2018  20.5 %  5.2 %  (64.9)%  10.8 %  5.3 %
Second quarter fiscal 2017  22.9 %  6.5 %  (3.7)%  6.0 %  10.2 %

Adjusted operating margin (non-GAAP)                
Second quarter fiscal 2018  22.6 %  9.6 %  (0.4)%  13.5 %  13.6 %
Second quarter fiscal 2017  24.2 %  9.7 %  2.0 %  9.0 %  13.0 %

 
 
                

 Six Months Ended August 31,  

  Housewares   
Health &

Home   
Nutritional

Supplements   Beauty   Total  
Fiscal 2017 sales revenue, net $ 190,579  $ 290,808  $ 69,052  $ 165,669  $ 716,108  

Core business  16,969   8,041   (6,176)  (1,294)  17,540  
Impact of foreign currency  (548)  (722)   -   (459)  (1,729)  
Acquisitions (a)  6,148    -    -    -   6,148  

Change in sales revenue, net  22,569   7,319   (6,176)  (1,753)  21,959  
Fiscal 2018 sales revenue, net $ 213,148  $ 298,127  $ 62,876  $ 163,916  $ 738,067  
                
Total net sales revenue growth  11.8 %  2.5 %  (8.9)%  (1.1)%  3.1 %

Core business  8.9 %  2.8 %  (8.9)%  (0.8)%  2.4 %
Impact of foreign currency  (0.3)%  (0.2)%  0.0 %  (0.3)%  (0.2)%
Acquisitions  3.2 %  0.0 %  0.0 %  0.0 %  0.9 %
                

Operating Margin (GAAP)                
Year-to-Date Fiscal 2018  19.5 %  7.5 %  (87.3)%  4.8 %  2.3 %
Year-to-Date Fiscal 2017  20.8 %  6.5 %  (9.4)%  4.9 %  8.4 %

Adjusted Operating Margin (non-GAAP)                
Year-to-Date Fiscal 2018  21.5 %  11.0 %  (1.1)%  10.0 %  12.8 %
Year-to-Date Fiscal 2017  22.5 %  10.5 %  4.4 %  9.8 %  12.9 %

(a) Includes approximately one-half month of incremental operating results from Hydro Flask, which was acquired on March 18, 2016.
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HELEN OF TROY LIMITED AND SUBSIDIARIES
Selected Consolidated Balance Sheet, Cash Flow and Liquidity Information

(Unaudited)
(in thousands)

 
       

  August 31,
  2017  2016

Balance Sheet:       
Cash and cash equivalents  $ 13,720  $ 25,809
Receivables, net   238,421   222,909
Inventory, net   325,562   317,497
Total assets, current   592,702   580,317
Total assets   1,798,487   1,855,515
Total liabilities, current   312,781   296,359
Total long-term liabilities   448,367   567,345
Total debt   444,266   548,562
Stockholders’ equity   1,037,339   991,811

             
Liquidity:            

Working capital   $ 279,921  $ 283,958
        

    Six Months Ended August 31,
    2017  2016
Cash Flow:            

Depreciation and amortization   $ 21,602  $ 22,098
Net cash provided by operating activities     49,999     85,681
Capital and intangible asset expenditures     16,814     10,215
Payments to acquire businesses, net of cash received      -     209,258
Net amounts repaid     42,000     71,900
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SELECTED OTHER DATA
Reconciliation of Non-GAAP Financial Measures – GAAP Operating Income (Loss) 

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

(in thousands)
                               

  Three Months Ended August 31, 2017  
  Housewares   Health & Home   

Nutritional
Supplements   Beauty   Total  

Operating income (loss), as reported (GAAP)  $ 23,513  20.5 % $ 7,730  5.2 % $ (20,293) (64.9)% $ 9,158  10.8 % $ 20,108  5.3 %
Asset impairment charges (2)    -   - %   -   - %  18,070  57.8 %   -   - %  18,070  4.8 %
TRU bankruptcy charge (4)   956  0.8 %  2,640  1.8 %   -   - %   -   - %  3,596  1.0 %

Subtotal   24,469  21.3 %  10,370  7.0 %  (2,223) (7.1)%  9,158  10.8 %  41,774  11.0 %
Amortization of intangible assets (5)   485  0.4 %  2,790  1.9 %  1,772  5.7 %  1,416  1.7 %  6,463  1.7 %
Non-cash share-based compensation (6)   1,028  0.9 %  1,080  0.7 %  332  1.1 %  848  1.0 %  3,288  0.9 %

Adjusted operating income (loss) (non-GAAP)  $ 25,982  22.6 % $ 14,240  9.6 % $ (119) (0.4)% $ 11,422  13.5 % $ 51,525  13.6 %
 

                               

  Three Months Ended August 31, 2016  

  Housewares   Health & Home   
Nutritional 
Supplements   Beauty   Total  

Operating income (loss), as reported (GAAP)  $ 24,233  22.9 % $ 9,397  6.5 % $ (1,229) (3.7)% $ 5,086  6.0 % $ 37,487  10.2 %
Asset impairment charges (2)    -   - %   -   - %   -   - %   -   - %   -   - %
TRU bankruptcy charge (4)    -   - %   -   - %   -   - %   -   - %   -   - %

Subtotal   24,233  22.9 %  9,397  6.5 %  (1,229) (3.7)%  5,086  6.0 %  37,487  10.2 %
Amortization of intangible assets (5)   671  0.6 %  3,542  2.5 %  1,571  4.7 %  1,438  1.7 %  7,222  2.0 %
Non-cash share-based compensation (6)   705  0.7 %  1,005  0.7 %  333  1.0 %  1,101  1.3 %  3,144  0.9 %

Adjusted operating income (non-GAAP)  $ 25,609  24.2 % $ 13,944  9.7 % $ 675  2.0 % $ 7,625  9.0 % $ 47,853  13.0 %
 

 
                               

  Six Months Ended August 31, 2017  

  Housewares (a)   Health & Home   
Nutritional

Supplements   Beauty   Total  
Operating income (loss), as reported (GAAP)  $ 41,619  19.5 % $ 22,290  7.5 % $ (54,892) (87.3)% $ 7,857  4.8 % $ 16,874  2.3 %

Asset impairment charges (2)    -   - %   -   - %  50,070  79.6 %  4,000  2.4 %  54,070  7.3 %
TRU bankruptcy charge (4)   956  0.4 %  2,640  0.9 %   -   - %   -   - %  3,596  0.5 %

Subtotal   42,575  20.0 %  24,930  8.4 %  (4,822) (7.7)%  11,857  7.2 %  74,540  10.1 %
Amortization of intangible assets (5)   1,129  0.5 %  5,576  1.9 %  3,610  5.7 %  2,833  1.7 %  13,148  1.8 %
Non-cash share-based compensation (6)   2,052  1.0 %  2,160  0.7 %  513  0.8 %  1,754  1.1 %  6,479  0.9 %

Adjusted operating income (loss) (non-GAAP)  $ 45,756  21.5 % $ 32,666  11.0 % $ (699) (1.1)% $ 16,444  10.0 % $ 94,167  12.8 %
 
                               

  Six Months Ended August 31, 2016  

  Housewares   Health & Home   
Nutritional

Supplements   Beauty   Total  
Operating income (loss), as reported (GAAP)  $ 39,733  20.8 % $ 19,001  6.5 % $ (6,501) (9.4)% $ 8,152  4.9 % $ 60,385  8.4 %

Asset impairment charges (2)    -   - %   -   - %  5,000  7.2 %  2,400  1.4 %  7,400  1.0 %
Patent litigation charge (3)    -   - %  1,468  0.5 %   -   - %   -   - %  1,468  0.2 %

Subtotal   39,733  20.8 %  20,469  7.0 %  (1,501) (2.2)%  10,552  6.4 %  69,253  9.7 %
Amortization of intangible assets (5)   1,328  0.7 %  7,080  2.4 %  3,142  4.6 %  2,876  1.7 %  14,426  2.0 %
Non-cash share-based compensation (6)   1,733  0.9 %  2,915  1.0 %  1,365  2.0 %  2,745  1.7 %  8,758  1.2 %

Adjusted operating income (non-GAAP)  $ 42,794  22.5 % $ 30,464  10.5 % $ 3,006  4.4 % $ 16,173  9.8 % $ 92,437  12.9 %

(a) Includes approximately one-half month of incremental operating results from Hydro Flask, which was acquired on March 18, 2016.
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SELECTED OTHER DATA
Reconciliation of Non-GAAP Financial Measures - EBITDA 

(Earnings Before Interest, Taxes, Depreciation and Amortization) and Adjusted EBITDA (1)
(Unaudited)

(in thousands)
             

  Three Months Ended August 31,  Six Months Ended August 31, 
  2017  2016  2017  2016
Net income (GAAP)  $ 8,933  $ 28,355  $ 14,801  $ 47,381
             

Interest expense, net   3,831   3,840   7,617   7,448
             
Income tax expense (benefit)   7,387   5,354   (5,388)   5,724
             
Depreciation and amortization, excluding amortized interest   10,805   11,142   21,602   22,098

             
EBITDA (non-GAAP)   30,956   48,691   38,632   82,651

               
Add: Non-cash asset impairment charges (2)   18,070    -   54,070   7,400
             

 TRU bankruptcy charge (4)   3,596    -   3,596    -
             

 Patent litigation charge (3)    -    -    -   1,468
             

 Non-cash share-based compensation (6)   3,288   3,144   6,479   8,758
             
Adjusted EBITDA (non-GAAP)  $ 55,910  $ 51,835  $ 102,777  $ 100,277
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SELECTED OTHER DATA
Reconciliation of Non-GAAP Financial Measures - EBITDA 

(Earnings Before Interest, Taxes, Depreciation and Amortization) and Adjusted EBITDA by Segment (1)
(Unaudited)

(in thousands)
 
 
                

  Three Months Ended August 31, 2017

  Housewares  
Health & 

Home  
Nutritional 
Supplements  Beauty  Total

Operating Income (loss) (GAAP)  $ 23,513  $ 7,730  $ (20,293)  $ 9,158  $ 20,108
Depreciation and amortization, excluding amortized interest   1,419   4,183   2,390   2,813   10,805
Nonoperating income, net    -    -    -   43   43

EBITDA (non-GAAP)   24,932   11,913   (17,903)   12,014   30,956
Add: Non-cash asset impairment charges (2)    -    -   18,070    -   18,070

 TRU bankruptcy charge (4)   956   2,640    -    -   3,596
 Non-cash share-based compensation (6)   1,028   1,080   332   848   3,288

Adjusted EBITDA (non-GAAP)  $ 26,916  $ 15,633  $ 499  $ 12,862  $ 55,910
                
                
  Three Months Ended August 31, 2016

  Housewares  
Health & 

Home  
Nutritional 
Supplements  Beauty  Total

Operating Income (loss) (GAAP)  $ 24,233  $ 9,397  $ (1,229)  $ 5,086  $ 37,487
Depreciation and amortization, excluding amortized interest   1,442   5,284   2,174   2,242   11,142
Nonoperating income, net    -    -    -   62   62

EBITDA (non-GAAP)   25,675   14,681   945   7,390   48,691
 Add: Non-cash share-based compensation (6)   705   1,005   333   1,101   3,144
Adjusted EBITDA (non-GAAP)  $ 26,380  $ 15,686  $ 1,278  $ 8,491  $ 51,835
 
 
 
                

  Six Months Ended August 31, 2017

  Housewares  
Health & 

Home  
Nutritional 
Supplements  Beauty  Total

Operating income (loss) (GAAP)  $ 41,619  $ 22,290  $ (54,892)  $ 7,857  $ 16,874
Depreciation and amortization, excluding amortized interest   2,846   8,321   4,846   5,589   21,602
Nonoperating income, net    -    -    -   156   156

EBITDA (non-GAAP)   44,465   30,611   (50,046)   13,602   38,632
Add: Non-cash asset impairment charges (2)    -    -   50,070   4,000   54,070

TRU bankruptcy charge (4)   956   2,640    -    -   3,596
Non-cash asset share-based compensation (6)   2,052   2,160   513   1,754   6,479

Adjusted EBITDA (non-GAAP)  $ 47,473  $ 35,411  $ 537  $ 19,356  $ 102,777
                
                
  Six Months Ended August 31, 2016

  Housewares  
Health & 

Home  
Nutritional 
Supplements  Beauty  Total

Operating income (loss) (GAAP)  $ 39,733  $ 19,001  $ (6,501)  $ 8,152  $ 60,385
Depreciation and amortization, excluding amortized interest   2,771   10,517   4,134   4,676   22,098
Nonoperating income, net    -    -    -   168   168

EBITDA (non-GAAP)   42,504   29,518   (2,367)   12,996   82,651
Add: Non-cash asset impairment charges (2)    -    -   5,000   2,400   7,400

Patent litigation charge (3)    -   1,468    -    -   1,468
Non-cash asset share-based compensation (6)   1,733   2,915   1,365   2,745   8,758

Adjusted EBITDA (non-GAAP)  $ 44,237  $ 33,901  $ 3,998  $ 18,141  $ 100,277
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SELECTED OTHER DATA
Effective Tax Rate and Adjusted Effective Tax Rate (Non-GAAP) (1) (7)

(Unaudited)
           

    Outlook for the  Outlook for

  
Six Months

Ended  Balance of the Fiscal  Fiscal Year
     August 31, 2017     Year (Six Months)     2018
Effective tax rate, as reported  (57.2)%  (4.6)% - (2.6)%  (9.2)% - (8.0)%
           
Asset impairment charges  58.8%  13.8% - 13.8%  15.4% - 15.4%
           
TRU Bankruptcy charge  0.2%  0.0% - 0.0%  0.0% - 0.0%
           
Adjusted effective tax rate (Non-GAAP)  1.8%  9.2% - 11.2%  6.2% - 7.4%
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HELEN OF TROY LIMITED AND SUBSIDIARIES
Reconciliation of GAAP Net Income and Earnings Per Share (EPS) to Adjusted Income and Adjusted EPS (non-GAAP)  (1)  (7)

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

                   

    Three Months Ended August 31,  Basic EPS  Diluted EPS
    2017  2016  2017  2016  2017  2016
Net income as reported (GAAP)  $ 8,933  $ 28,355  $ 0.33  $ 1.02  $ 0.33  $ 1.00

Asset impairment charges, net of tax (2)   24,559    -   0.90    -   0.90    -
TRU bankruptcy charge (4)   3,392    -   0.12    -   0.12    -

Subtotal   36,884   28,355   1.35   1.02   1.35   1.00
Amortization of intangible assets, net of tax (5)   5,607   6,228   0.21   0.22   0.20   0.22
Non-cash share-based compensation, net of tax (6)   2,698   2,451   0.10   0.09   0.10   0.09

Adjusted income (non-GAAP)  $ 45,189  $ 37,034  $ 1.66  $ 1.33  $ 1.65  $ 1.31
                   
Weighted average shares of common stock used in                                  

computing basic and diluted EPS               27,232     27,845     27,401     28,224
                                  

  Six Months Ended August 31,  Basic EPS  Diluted EPS
  2017  2016  2017  2016  2017  2016
Net income as reported (GAAP)  $ 14,801  $ 47,381  $ 0.55  $ 1.70  $ 0.54  $ 1.68

Asset impairment charges, net of tax (2)   47,687   5,097   1.76   0.18   1.75   0.18
Patent litigation charge, net of tax (3)    -   1,464    -   0.05    -   0.05
TRU bankruptcy charge (4)   3,392    -   0.12    -   0.12    -

Subtotal   65,880   53,942   2.43   1.94   2.41   1.91
Amortization of intangible assets, net of tax (5)   11,376   12,430   0.42   0.45   0.42   0.44
Non-cash share-based compensation, net of tax (6)   5,398   6,544   0.20   0.24   0.20   0.23

Adjusted income (non-GAAP)  $ 82,654  $ 72,916  $ 3.04  $ 2.62  $ 3.03  $ 2.59
                   
Weighted average shares of common stock used in                   

computing basic and diluted EPS          27,154     27,809     27,323     28,185
 
 

HELEN OF TROY LIMITED AND SUBSIDIARIES
Reconciliation of Fiscal Year 2018 Outlook for GAAP Diluted EPS

to Adjusted Diluted EPS (non-GAAP) (1) (7)  (8)
(Unaudited)

                

    Fiscal Year Ended February 28, 2018

   
Six Months Ended 

August 31, 2017  

Outlook for the
Balance of the

Fiscal Year
(Six Months)  

Outlook for the
Fiscal Year

(Twelve Months)
Diluted EPS, as reported (GAAP)  $ 0.54   $ 3.47 - $ 3.80   $ 4.01 - $ 4.34

Asset impairment charges, net of tax (2)   1.75    (0.50) -  (0.50)   1.25 -  1.25
TRU bankruptcy charge (4)   0.12     - -   -    0.12 -  0.12

Subtotal   2.41    2.97 -  3.30    5.38 -  5.71
Amortization of intangible assets, net of tax (5)   0.42    0.37 -  0.39    0.79 -  0.81
Non-cash share-based compensation, net of tax (6)   0.20    0.13 -  0.18    0.33 -  0.38

Adjusted diluted EPS (non-GAAP)  $ 3.03   $ 3.47 - $ 3.87   $ 6.50 - $ 6.90
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HELEN OF TROY LIMITED AND SUBSIDIARIES

Notes to Press Release

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

(2) Non-cash asset impairment charges of $18.1 million ($24.6 million after tax) for the   three months ended August 31, 2017, and $54.1 million ($47.7
million after tax) and $7.4 million ($5.1 million after tax) for the six months ended August 31, 2017 and 2016, respectively.

(3) Adjustments consist of patent litigation charges of $1.5 million (before and after tax) recorded during the six months ended August 31, 2016.

(4) A $3.6 million charge ($3.4 million after tax) related to the Toys ”R” Us, Inc. (“TRU”) bankruptcy for both the three and six months ended August 31,
2017.

(5) Amortization of intangible assets of $6.5 million ($5.6 million after tax) and $7.2 million ($6.2 million after tax), for the three months ended August
31, 2017 and 2016, respectively, and $13.1 million ($11.4 million after tax) and $14.4 million ($12.4 million after tax), for the six months ended
August 31, 2017 and 2016,  respectively.

(6) Non-cash share-based compensation expense of $3.3 million ($2.7 million after tax) and $3.1 million ($2.5 million after tax) for the three months
ended August 31, 2017 and 2016, respectively, and $6.5 million ($5.4 million after tax) and $8.8 million ($6.5 million after tax) for the six months
ended August 31, 2017 and 2016, respectively.

(7) Total tax effects of adjustments described in Notes 2 through 6, for each of the periods presented:
             

  Three Months Ended August 31,  Six Months Ended August 31, 
(In thousands)  2017  2016  2017  2016

Asset impairment charges (2)   $ 6,489   $  -     (6,383)    (2,303)
Patent litigation charge (3)      -      -      -     (4)
TRU bankruptcy charge (4)     (204)     -     (204)     -
Amortization of intangible assets (5)     (856)    (994)    (1,772)    (1,996)
Non-cash share-based compensation (6)    (590)   (693)   (1,081)   (2,214)

Total   $ 4,839   $ (1,687)  $ (9,440)  $ (6,517)

(8) The diluted EPS outlook is based on an estimated weighted average shares outstanding of 27.4 million for fiscal year 2018.
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Christopher M. Carey – Analyst, Bank of America Merrill Lynch
Frank Camma – Analyst, Sidoti & Co. LLC
Steven L. Marotta – Analyst, C.L. King & Associates, Inc.

MANAGEMENT DISCUSSION SECTION

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

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

Thank you, operator. Good afternoon, everyone, and welcome to Helen of Troy’s second quarter fiscal 2018
earnings conference call. The agenda for today’s call is as follows. I’ll begin with a brief discussion of
forward-looking statements. Mr. Julien Mininberg, the company’s CEO, will comment on the financial
performance of the quarter and specific progress on our strategic initiatives. Then, Mr. Brian Grass, the
company’s CFO, will review the financials in more detail and comment on the company’s outlook for fiscal
2018. Following this, Mr. Mininberg and Mr. Grass will take questions you have for us today.

This conference call may contain certain forward-looking statements that are based on management’s
current expectation with respect to future events or financial performance. Generally, the words anticipates,
believes, expects and other 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 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’d like to inform all interested parties that a copy of today’s
earnings release has been posted to the company’s website at www.hotus.com. The earnings release contains
tables that reconcile non-GAAP financial measures to their corresponding GAAP-based
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measures. The release can be obtained by selecting the Investor Relations tab on 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  Limited

Thank you, Jack, and good afternoon, everyone. Thanks for joining us on our call today. Before discussing
our business, I’d like to say how proud I am of the more than 1,600 Helen of Troy people around the world,
who have stepped up so impressively to the tremendous challenges from the recent series of hard-hitting
natural disasters; hurricanes in the U.S. and the Caribbean, typhoons in Asia, earthquakes in Mexico and
wildfires in the Western United States, all big and one right after another.

Our hearts go out to the people and communities impacted in the U.S., as well as in the Caribbean, Mexico
and Asia. Helen of Troy was very fortunate that all of our employees and their families are safe and our
facilities came through with relatively minor damage. In Asia, many of our employees acted swiftly and
selflessly to take care of our employees and their families and secure our operations in Macau and
Shenzhen.

These unsung heroes minimized business disruption following Typhoon Hato, which was a direct hit on
Macau and struck at the very end of the second quarter. We deeply value and respect the way our Helen of
Troy family all over the world has come together, including in times of hardship, and have contributed their
time and resources generously to other parts and others as part of the broader relief efforts.

Now, moving on to our business discussion, we achieved good results in the second quarter and in the first
half of the fiscal year. Our second quarter performance was highlighted by a 2.8% increase in total sales and
an increase in adjusted diluted earnings per share of 26%. Sales growth was driven primarily by new
product introductions, online customer growth, incremental distribution and growth in international sales.
Our leadership brands grew 5.9% and online sales grew 17.9%. The healthy top line growth was coupled
with disciplined incremental investment spending, operating efficiency within our business units and across
our shared services platforms, as well as lower tax expense to drive this performance.

For the first half, sales have grown 3.1%. Sales to the online channel increased 23%, representing 14.6% of
our total fiscal year-to-date sales. Leadership brand sales are up 7.9% year-to-date, with most of the ones we
track growing share, the rest holding. Adjusted diluted earnings per share grew 17% for the first half of the
fiscal year.

I’ll go into further detail on segment performance shortly, touching here just on the highlights. The quarter
was again led by our Housewares segment, which grew sales 8.3%, followed by 2.4% growth in Health &
Home. Beauty sales were flat versus last year, as continued progress in appliances offset declines in
personal care. Beauty operating margin improved, driven by lower marketing and advertising spend, a
higher margin sales mix and operating efficiency. While the rate of sales decline moderated for our
Nutritional Supplements segment, down 5.6% for the quarter, we are not satisfied with the segment’s
performance despite continued progress on key indicators. We, therefore, continue to focus on improving
this business, while pursuing strategic alternatives in parallel.

Changes in the Nutritional Supplements segment are part of a broader restructuring plan we are announcing
today. We call it Project Refuel. The initiative will also encompass our Beauty segment and will focus on
rightsizing the resources we have allocated to both Beauty and Nutritional Supplements and improving the
return on our chosen investments. This new structure is intended to advance our
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transformation strategy by executing more efficiently and with greater excellence. Our CFO, Brian Grass,
will discuss this in more detail shortly.

Stepping back, I remain confident about our business and the choices we are making to position our
company for continued long-term profitable growth. We are producing attractive returns from our strategic
focus on product innovation, increased operating efficiencies in all corners of the company, and disciplined
investments in our leadership brands and our shared services.

For the year in total, we are reiterating our adjusted diluted EPS outlook despite the expectation of
challenging conditions in the second half of the year. We now expect net sales revenue in the range of $1.56
billion to $1.585 billion, which reflects the substantial and continued uncertainty in the retail environment
leading to changes in customer order patterns, much of which is driven by the impact of sweeping changes
in consumer shopping preferences.

Now, I’d like to comment in more detail on our progress in the second quarter, as we continue to make
progress executing our strategic initiatives. During the quarter, we continued to focus our resources and
strengthen investments around our leadership brands as part of our strategy to invest in our core. As a
reminder, these brands are market leaders that now represent approximately 70% of our sales and a larger
percentage of our profits. They demonstrate the greatest potential to win through consumer-centric insights,
design, innovation, digital marketing, e-commerce and superior branding. They include Braun, Honeywell,
PUR, Vicks, OXO, Hydro Flask and Hot Tools.

These investments continue to produce results. In Health & Home, our largest and most global business, we
continue to make solid gains both online and in-store. During the second quarter, the business grew year-
over-year in key categories including air purification, pharmacy humidification, heaters, water purification
and thermometers. Notably, on PUR water filtration, we continue to grow at retail, as water quality remains
top-of-mind with consumers. Third-party syndicated data through August confirms PUR continues to grow
market share in pitchers, in filter replacements, as well as in our market-leading faucet mounts.

Sales of our market-leading Braun ear thermometers continue to advance globally. The professional, retail
and online channels delivered solid Braun sales performance in devices, and in particular, with our
consumable thermometer probe covers in both Europe and the Asian markets. Braun thermometers continue
to grow in the China online channel, delivering excellent second quarter results on top of earlier gains.

In Housewares, we enjoyed a solid quarter with sales growth spread across many key business categories
and geographies. Online sales continued to grow, and we are also seeing nice POS or point-of-sale
performance gains in many of the key top brick-and-mortar customers. We are pleased to note OXO again
experienced excellent progress internationally, driven by in-store and online sales gains. Hydro Flask
continues to add to its number one market share position in insulated beverage bottles and increased its
presence beyond bottles toward our long-term vision of expanding the footprint of this leading outdoor
lifestyle brand.

Not only did Hydro Flask sales see strong growth in the first half of fiscal 2018, but third-party outdoor
syndicated sell-through data shows that the brand grew share in the sport and outdoor channel on a 13-week,
26-week and 52-week basis through the most recent read in August. As a reminder, this external data only
covers approximately one-quarter of Hydro Flask’s retail sales distribution over the last six months. It does
not cover sales in key channels for Hydro Flask such as online, both third-party and direct, natural foods,
international, grocery and coffee. Hydro Flask grew sales in nearly all of these channels over the past six
months.
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International expansion for Hydro Flask is making progress in Northern Europe, and we are also pleased
with the progress building distribution in the Asia-Pacific region, where we see similar surf and outdoor
lifestyles. The insulated beverage bottles segment, one of several vectors in which Hydro Flask competes,
has long been on trend. This has led to the business doubling in each of the past three years and substantial
annual category growth.

Off that higher base, we are seeing moderation in Hydro Flask’s growth rate. But nevertheless, we believe
Hydro Flask has healthy opportunities to grow not only in beverage bottles but through new adjacencies, as
we broaden its outdoor lifestyle brand presence. For example, during the summer, at both European and
U.S. outdoor trade shows, we unveiled our new Hydro Flask Unbound Series of soft coolers with highly
distinctive designs and features. These will be in store in early 2018.

The new soft coolers have already been recognized with seven different new product awards that include
highly prestigious and influential recognitions such as Outside Magazine’s Gear of the Show Award and
European OutDoor INDUSTRY AWARD for 2017 within the category for backpacks, bags and travel
luggage. As it evolves beyond beverage bottles, Hydro Flask has been growing its new product development
and consumer-centric innovation capabilities.

It has also been working on extending the existing Hydro Flask equity to bring quality, performance, design
and sustainability to new users who want to live the Hydro Flask motto of living life refreshed in advanced
and adjacent categories. With Hydro Flask and OXO together in our Housewares segment, OXO’s proven
track record in expanding into adjacencies beyond its original core of kitchen gadgets should prove very
helpful. We also see additional opportunities to expand Hydro Flask within our existing channels such as
action sports like surf and skate retailers, and in collegiate, collegiate bookstores, et cetera.

In Beauty, we continue to see progress in appliances with more consistent profitable growth in both
professional and retail in recent quarters. The strength is coming primarily from new product innovations
and a significant focus on growing the online sales channels. Retail appliances also continued to grow
market share. The progress on appliances has been sufficient to offset declines in personal care. Overall, the
Beauty segment delivered operating margin improvement in the second quarter.

To drive more sustainable improvement, we are very pleased to announce that Ron Anderskow has joined
Helen of Troy as President for our Global Beauty Business Unit. He will report directly to me and be based
out of our U.S. headquarters in El Paso. He will continue to sharpen fundamentals such as sales, marketing,
new product innovation, branding, quality and digital acceleration, as well as our culture and organizational
capability. Ron’s experience spans more than 30 years, over 20 in beauty, where he has a strong track record
of results across a wide range of businesses, geographies, categories and organizations, including roles in
the retail and professional markets both in the U.S. and internationally.

Most recently, he was Global General Manager for the OPI Nail Care Business at Coty, following a long
career with Procter & Gamble. In these leadership roles, Ron had P&L and organizational leadership
responsibility including sales, marketing, product development, finance and other functions key to a general
manager. During his 29 years at P&G, he worked his way up to the Senior Vice President level through an
impressive range of retail and professional sales roles. Ron will play a key role in implementing the changes
in Beauty as part of the broader restructuring plan we announced today.

Looking more closely at the business, our Hot Tools leadership brand in professional appliances delivered a
solid second quarter. It is growing, and our new product and brand building investments continue to convert
stylists and their clients into long-term loyal customers. As previously shared, we have been
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expanding Hot Tools internationally with a focus on EMEA and continue to launch more innovation in both
the U.S. and Europe.

During the second quarter, we launched several new margin accretive items, including our new Hot Tools
Black Gold line with premium features. The new line is just arriving in the professional channel. In addition,
our award-winning Hot Tools CurlBar is now available in a new CURLBAR SET that also just began
shipping toward the end of the second quarter. It includes four interchangeable barrels, allowing hairstylists
many curl options all in one tool that has superior design, superior economics and superior features.

Elsewhere within our Beauty portfolio, our retail appliances also performed well in the second quarter.
Notably, our digital efforts, particularly on dryers, are gaining traction and are delivering strong growth in e-
commerce. New products for Revlon are being well received at key accounts and are just beginning to arrive
in market. Initial positive online consumer reviews confirm our premarket testing as they begin to sell
through.

A strong pipeline of innovation remains our key focus in Beauty to drive market share. Syndicated data
shows that during the last 13 weeks and 26 weeks, we grew market share in the U.S. retail appliances
category. Helen of Troy further expanded its number two position and grew share for all three brands,
Revlon, Bed Head and Pro Beauty Tools. New items are planned across our hair dryers, straighteners and
curling irons for both retail consumers and professional stylists at attractive margins.

Now, moving on to Nutritional Supplements, as I mentioned, quarterly revenue was down 5.6% year-over-
year, and as described in this morning’s press release, we recorded an $18 million pre-tax non-cash asset
impairment charge in the segment. Project Refuel is part of the work we are doing to improve the
performance of this segment.

Before passing the call over to Brian to discuss our financials in more detail, I’d like to touch upon some of
the additional progress we have made in the strategically critical area of shared services. During the second
quarter, we successfully completed Phase 1 of our warehouse automation project. It has produced excellent
year-over-year improvements in labor efficiency metrics and cost reductions in our fulfillment center.

Other operational efficiencies in our distribution facilities are also delivering excellent performance
improvements year-over-year. Our Phase 2 automation implementation is already underway and expected to
furnish further improvements in performance, quality and savings. Attacking waste is an ever-growing and
high visibility competency at Helen of Troy both in our business units and within our shared services teams.
Our efforts here are yielding benefits such as increased efficiency and significant freight savings on a year-
over-year basis. A recent example of new efficiencies is coming from our new transportation management
system.

And lastly, as always, we are diligently focused on maintaining a strong balance sheet. With our low
leverage, we are in a good position to deploy capital towards accretive acquisitions or opportunistic share
repurchases in order to create shareholder value. We are also focused on further improving inventory
management to accelerate our already strong cash flow.

With that, I will now turn the call over to Brian.
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Brian L. Grass, Chief Financial Officer, Helen of Troy Limited

Thank you, Julien. Good afternoon, everyone. We are pleased to report an increase in adjusted diluted EPS
of 26% in the second quarter, driven by solid growth in consolidated sales revenue, disciplined spending,
greater operating efficiency, a lower adjusted effective tax rate and lower diluted shares outstanding. We
achieved this growth even as we made incremental year-over-year investments behind our leadership brands
through increased promotion, marketing, advertising and new product development.

Before I discuss the quarter in more detail, I would like to make some comments on the restructuring plan
that we announced this afternoon. We’re initiating Project Refuel in an effort to enhance the performance of
the Beauty and Nutritional Supplements segments. Refuel will entail a restructuring and a realignment of
costs intended to right-size the organizations and improve the return on investments that are chosen.

We are targeting annualized pre-tax savings of $10 million once the plan is substantially implemented. We
expect to begin restructuring and realignment activities in the third and fourth quarters of fiscal 2018 and to
complete the plan within 18 months. Subject to adjustments we may consider as we implement the plan, we
expect the timing of activities to result in a high concentration of annualized savings to be realized in fiscal
year 2019.

Approximately 75% to 85% of the savings is expected to benefit the Beauty segment and the remaining 15%
to 25% is expected to benefit the Nutritional Supplements segment. Within the Beauty segment, we expect
the activities and savings to be heavily weighted towards the personal care business. The company expects
to incur pre-tax restructuring charges related to the plan in the range of $4 million to $6 million over the
course of the implementation period.

Now, turning to a review of the quarter, consolidated sales revenue was $378.5 million for the quarter, a
2.8% increase over the prior year period, driven by an increase in our core business of 2.7% and a small
benefit from foreign currency. Although foreign currency improved significantly toward the end of the
quarter, the weighted average impact of currency during the quarter was essentially neutral compared to the
same quarter last year.

As Julien mentioned, the increase in our core business sales revenue includes the contribution from new
product introductions, online customer growth, incremental distribution and growth in international sales.
This was partially offset by a drag of 0.5% from the Nutritional Supplements segment and a 0.6% drag from
the personal care category within Beauty, as well as the impact of lower store traffic and soft consumer
spending at brick-and-mortar retail and other parts of our business.

Sales growth in the online channel continued to be strong and increased approximately 17.9% in the second
quarter, comprising over 15% of our consolidated net sales. Contributing to the net sales growth was an
increase in net sales for our leadership brands of 5.9%. Our leadership brands represented approximately
70.4% of our consolidated net sales for the quarter, compared to approximately 68.4% for the same period
last year.

Housewares core net sales increased 8.3%, driven by an increase in online channel sales, incremental
distribution with existing customers, expanded international and U.S. distribution and new product
introductions for both Hydro Flask and OXO brands. Segment net sales were negatively impacted by the
unfavorable impact of lower store traffic and soft consumer spending at brick-and-mortar retail and slower
growth in the Outdoor sector. Net foreign currency fluctuations were not meaningful.

Health & Home net sales increased 2.4%, driven by growth in online channel sales, strong sales in certain
seasonal categories, incremental distribution with existing customers, new product introductions and
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growth in international sales. Segment net sales also benefited from the favorable impact of net foreign
currency fluctuations of approximately $0.3 million or 0.3%. Segment sales growth was partially offset by
lower club sales and lower royalty revenue.

Beauty net sales were unchanged at $84.6 million. Solid growth in both retail and professional appliance
sales, particularly to online retail customers, was offset by a decline in the personal care category due
primarily to competitive conditions. Segment net sales benefited from the favorable impact of currency
fluctuations of approximately $0.2 million or 0.2%. We are pleased to show growth in the appliances
business. Although we expect the second half of the year to be below the year-to-date run rate, we still
expect to be within our original guidance range for the full fiscal year for the Beauty segment.

Nutritional Supplements net sales decreased 5.6%. While we did see continued improvement in direct mail
and third-party retail sales, this was more than offset by a decline in auto-delivery revenue resulting
primarily from the transition to new order management and customer relationship management systems.

Consolidated gross profit margin was 44.4%, compared to 44.3% for the same period last year. The 0.1
percentage point increase is primarily due to favorable product mix and growth in our leadership brands,
partially offset by higher overall promotional spending with customers and the unfavorable impact that the
revenue decline in Nutritional Supplements had on consolidated gross profit margin.

SG&A was 34.3% of net sales compared to 34.1% for the same period last year. The 0.2 percentage point
increase is primarily due to a $3.6 million charge related to the bankruptcy of Toys “R” Us, higher product
liability expense and higher overall marketing, advertising and new product development expense in support
of our leadership brands. These factors were partially offset by lower license royalty expense, lower
incentive compensation expense, a decrease in amortization expense, improved distribution and logistics
efficiency, and lower outbound freight expense.

During the second quarter of fiscal 2018, we performed additional impairment testing in the Nutritional
Supplements segment due to revised financial projection. As a result, we recorded pre-tax asset impairment
charges of $18.1 million with no comparable charges in the same period last year. Future circumstances
attributable to the strategic change in the segment could result in additional charges or losses. For example,
if we determine that a divestiture is the probable outcome of our strategic review, we would expect to
perform additional impairment tests with updated assumptions.

GAAP operating income was $20.1 million or 5.3% of net sales and includes pre-tax non-cash impairment
charges of $18.1 million and a $3.6 million charge related to the Toys “R” Us bankruptcy, with no
comparable charges in the same period last year. These items unfavorably impacted the year-over-year
comparison of operating margin by 5.8 percentage points.

Non-GAAP adjusted operating income was $51.5 million, or 13.6% of net sales, compared to $47.9 million,
or 13% of net sales. The 0.6 percentage point increase primarily reflects the higher mix of leadership brands
sales at a higher operating margin, lower license royalty expense, a decrease in incentive compensation
expense, lower amortization expense, improved distribution and logistics efficiency and lower outbound
freight costs. These factors were partially offset by lower operating leverage in the Nutritional Supplements
segment, higher product liability expense, and higher marketing, advertising, and new product development
expense in support of our leadership brands.

Housewares adjusted operating margin decreased 1.6 percentage points, primarily due to higher marketing,
advertising and new product development expense, partially offset by lower incentive compensation
expense and the impact of increased operating leverage from net sales growth.
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Health & Home adjusted operating margin decreased 0.1 percentage point, reflecting an increase in
marketing, advertising and new product development expense, lower royalty income, and an increase in
product liability expense. These factors were partially offset by improved distribution and logistics
efficiency and lower outbound freight, increased operating leverage from net sales growth, lower legal fee
expense and lower royalty expense.

Beauty adjusted operating margin increased 4.5 percentage points, reflecting the favorable impact of new
product introductions in the appliance category, lower personnel expense, lower media advertising expense,
improved distribution and logistics efficiency and lower outbound freight costs. These factors were partially
offset by the net sales decline in the personal care category and its unfavorable impact on sales mix and
operating leverage.

Nutritional Supplements adjusted operating loss was $0.1 million compared to adjusted operating income of
$0.7 million in the same period last year. The decrease in adjusted operating income is primarily due to the
net sales decline and its unfavorable impact on operating leverage, and higher promotion, advertising and
customer acquisition costs. These factors were partially offset by lower royalty expense and lower incentive
compensation expense. While we continue to pursue other strategic alternatives for this segment, we have
initiated Project Refuel in an effort to improve its operating performance.

Income tax expense as a percentage of pre-tax income was 45.3% compared to 15.9% for the same period
last year, primarily due to the recognition of tax benefits from impairment charges over the course of the
year in relation to pre-tax income as opposed to the periods in which the impairment charges were incurred.

The net effect of this treatment resulted in additional tax expense of $6.5 million in the second quarter of
fiscal 2018, which was partially offset by a tax benefit of $2.2 million from the favorable resolution of an
uncertain tax position. There were no comparable expenses or benefits in the same period last year.

For the six months ended August 31, 2017, the company has recognized $6.4 million of the expected $19.9
million tax benefit from the impairment charges. The remaining tax benefit of $13.5 million will be
recognized in the third and fourth quarters relative to pre-tax income. Please refer to the table entitled
Effective Tax Rate and Adjusted Effective Tax Rate in the accompanying schedules to the press release for
a bridge between our reported effective tax rate and the adjusted tax rate, excluding the impact of asset
impairment charges and the Toys “R” Us bankruptcy charge.

GAAP net income was $8.9 million, or $0.33 per diluted share, which includes after tax non-cash asset
impairment charges of $24.6 million or $0.90 per share and the charge related to the bankruptcy of Toys “R”
Us of $3.4 million or $0.12 per share with no comparable charges for the same period last year. This
compares to GAAP net income of $28.4 million or $1 per diluted share in the same period last year. Non-
GAAP adjusted income increased to $45.2 million, or $1.65 per diluted share, compared to $37 million, or
$1.31 per diluted share, primarily reflecting the impact of higher adjusted operating income across all
segments except for Nutritional Supplements, a lower adjusted effective tax rate and lower weighted
average diluted shares outstanding year-over-year.

Now, moving on to our financial position, at August 31, 2017, accounts receivable was $238.4 million,
compared to $222.9 million at the same time last year. Receivable days outstanding increased slightly to
55.7 days, compared to 54.8 days in the same period last year. Inventory was $325.6 million, compared to
$317.5 million for the same period last year, reflecting caution on the part of retail customers ahead of the
uncertain holiday and cold/flu seasons. It also reflects the shift by some retailers away from direct import
purchases where they order their inventory in bulk ahead of their seasonal expectations and bear the
inventory risk if demand is below expectations. Instead, they make distribution center purchases where

8
 

 



their order is based on on-season demand and adjust based on the success of the season. Although our
inventory is higher than the same time last year, we would rather be in a position to fulfill our customers’
demand than risk being out of stock during the peak selling season. 12-month trailing inventory turnover
improved to 2.8 times compared to 2.7 times in the prior year period.

Total short and long-term debt decreased $104.3 million to $444.3 million, compared to $548.6 million at
the end of the second quarter last year. We ended the second quarter with a leverage ratio of 1.9 times
compared to 2.4 times at the end of the second quarter of fiscal 2017.

Now I’d like turn to our outlook, please note that we have provided reconciliation of fiscal year 2018
projected GAAP diluted EPS to non-GAAP adjusted diluted EPS in our earnings release issued this
morning. For fiscal 2018, we are revising the high end of our full year net sales revenue expectations and
maintaining our full year adjusted EPS outlook. We now expect consolidated net sales revenue in the range
of $1.56 billion to $1.585 billion, which implies consolidated sales growth of 1.5% to 3.1%. Our net sales
outlook includes the assumption that the severity of the cough/cold/flu season will be in line with historical
averages.

Our net sales outlook reflects the expectation that solid growth achieved in the first half of fiscal 2018 for
both OXO and Hydro Flask will moderate in the second half of the fiscal year due to weakness at brick-and-
mortar retail, slowing growth in the Outdoor sector and a difficult comparison from new product
introductions and distribution gains in the same period last year. The outlook also reflects the expectation
that the second half of the fiscal year for Beauty will be below the year-to-date run rate due to challenging
conditions in its markets but still within our guidance for the full fiscal year. We also now expect a net sales
decline from Nutritional Supplements in the mid-single digits.

We thought it appropriate to give some commentary on potential impact from recent natural disasters. The
business effects of recent natural disasters are unclear. The global supply/demand impacts on our business
are unknown at this point and it’s rather difficult to determine recovery timing or whether there could be
material supply disruption or cost effects. However, we are keeping a watchful eye and taking steps to
mitigate and where possible avoid business impacts of this new uncertainty in a rapidly changing
environment.

We now expect consolidated GAAP diluted EPS of $4.01 to $4.34, and we are reiterating our adjusted
diluted EPS outlook in the range of $6.50 to $6.90, which excludes after tax asset impairment charges, the
Toys “R” Us bankruptcy charge, share-based compensation expense and intangible asset amortization
expense. Our diluted EPS outlook assumes that September 2017 foreign currency exchange rates remain
constant for the remainder of the fiscal year.

We continue to expect to make incremental growth investments in promotion, marketing, advertising, new
products and new channel development primarily behind our leadership brands in the second half of the
year. This incremental investment is now expected to be in the range of $0.40 to $0.50 per share on a full-
year basis and is included in our outlook. The decline in incremental investment reflects a mix of spending
discipline that will be a cost savings for the year, greater effectiveness from our chosen investments or, in
other words, we were able to do more with less, and the shift in timing that we expect to push some
spending into fiscal year 2019. Although we made incremental year-over-year growth investments behind
our leadership brands in the first half of the year, approximately $3 million of planned investments shifted
out of the first half of the year and into the second half of the year.

With respect to the timing of expected benefits from Project Refuel, we expect that a very low percentage of
the savings will be realized in fiscal 2018 based on the planned implementation of restructuring and
realignment activities. Our diluted EPS outlook is based on an estimated weighted average diluted shares
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outstanding of 27.4 million. We now expect a reported effective tax rate range of minus 4.6% to minus
2.6%, and an adjusted effective tax rate range of 9.2% to 11.2%, which compares to our prior outlook of
10% to 12% for the remainder of the year. The adjusted effective tax rate range for the remainder of the year
excludes the impact of the asset impairment charges on tax expense.

The likelihood and potential impact of any fiscal 2018 acquisitions and divestitures, future asset impairment
charges, future foreign currency fluctuations or further share repurchases are unknown and cannot be
reasonably estimated, therefore they are not included in the company’s sales and earnings outlook.

And now I’d like to turn it back to the operator for questions.
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QUESTION AND ANSWER SECTION

Operator:  Thank you. [Operator Instructions] We’ll take our first question from Bob Labick with CJS
Securities. Please go ahead.

<Q – Lee Jagoda – CJS Securities, Inc.>: Hi. This is actually Lee Jagoda for Bob. Good afternoon.

<A – Julien Mininberg – Helen of Troy Limited>: Hey.

<A – Brian Grass – Helen of Troy Ltd.>: Hey, Lee.

<A – Julien Mininberg – Helen of Troy Limited>: Hi, Lee.

<Q – Lee Jagoda – CJS Securities, Inc.>: So, starting with Housewares and looking at the roughly 300
basis point change in the growth guidance, can you talk about how much of the revision was Hydro Flask
versus OXO? And then just a follow-up on that, maybe discuss some of the factors impacting the Outdoor
segment in particular?

<A – Julien Mininberg – Helen of Troy Limited>: Sure. I’ll give it a start and Brian may have some
comment. In general, within our segments, we don’t break out the difference between the different brands,
but you can tell from OXO’s historical growth rate that it’s more or less on track. And yet we are seeing
some weakness in the back half that we mentioned, actually, for both brands, we expect them to slow down
just a little bit at those moderation comments. And on Hydro Flask, well, I know you’re looking for a
specific number on, so what is the back half and the total growth rate? Now that we’re in the core and it’s
anniversaried from the base and it’s in one of our segments, we don’t break it out specifically as a brand.

Reflecting back on the comments that we made though despite the moderation that we are seeing in the
growth of Hydro Flask, it’s still growing handsomely, and that’s after three consecutive doubles in the prior
three years. So to see some moderation off of a base that high, it frankly makes some sense and it has been
fairly widely publicized that there is some contraction, in general, in the category. But as measured by
datasets like Sports Scan, it does not capture the majority of Hydro Flask’s channels and outlets. And given
the list that we put international, Natural Foods, et cetera, Hydro Flask is growing in almost all of those and
in some of them very high rates.

So I’m sorry not to give you the exact number that you’re looking for, but all that together gets you the 300
basis points adjustment. And then even so, that the whole sector or segment of the company will grow 8% to
10% for the fiscal year even though that’s down from the guidance that we originally gave back in April.

<Q – Lee Jagoda – CJS Securities, Inc.>: Great. And then just one more for me. Shifting to Beauty, it’s
great that you’re showing some stability for the second straight quarter. Was there anything in this quarter
that was extraordinary? And can you give us some more detail around why we should expect to see that
acceleration of declines in the back half versus the first half of the year?

<A – Julien Mininberg – Helen of Troy Limited>: Yeah. It’s a great question. So extraordinary, I would
not say, but I would say that the product of about two years’ worth of very hard work, almost three now by
the Beauty group is continuing to show progress in bits and pieces especially in appliances where frankly
we’re growing, we’re growing in retail, we’re growing in professional, and while we’re declining in
personal care, a lot of terrific work has been done in the personal care group to mitigate the decline as well
as to improve margins even as we have to make cutbacks on the personal care side.
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And in terms of extraordinary items, that the growth in online is meaningful. It’s meaningful in the
company. It’s meaningful in the Beauty segment. And it’s impressive, frankly, in appliances and it’s also in
retail and in professional. If you take the biggest customers that we have for retail and professional and look
specifically at the online growth, you’ll see big numbers there and much bigger than the past and growth
rates that are helpful. So, that one is a bit extraordinary in a positive way.

The new items are also getting significant traction year-over-year and also in particular, and you can see it in
looking at the online reviews for them, things like the Revlon 360 dryer, the new best-in-class straightening
irons where, historically, Helen of Troy has not been a strong player in straightening irons and, yet, here we
are with products that are getting excellent reviews. If you look online, you’ll see things like “best I’ve ever
seen”, “wouldn’t trade it for anything else”, “you’ll have to pry it out of my hands”, those kinds of
comments are coming in from consumers. And that was our goal, was to beat the market, so to speak, in an
area beyond dryers or curling irons, which is our historical strength.

And lastly, in the back half weakness that we anticipate, the appliance category itself is still not growing
even as we ourselves are growing share within the category. And you’re seeing it that’s now for multiple
quarters in a row. We cited those outside market measurement numbers. Things like natural hairstyles, hair
drying, longer replacement cycles for appliances, these are impacting the rates of replacement in appliances.
So, it’s important for us to give consumers something new and different that makes them want to go out and
buy a new product or replace their old one.

Retail uncertainty, it sounds very cliché, I’m sure you hear it on far too many of these calls and too many
copies of The Wall Street Journal, but it is real. And we do see some of that in the back half. And we’re just
not sure how that’s going to play out. So there’s little caution here as well. And on personal care, frankly,
the decline does continue and we don’t expect that to abate. It’s one of the reasons for the Project Refuel
that you heard about earlier. So, there’s a rightsizing there, not just on the personnel side or this kind of
staffing things, but also on how we allocate our resources between consumer and trade and other things.
Hard to get into too much detail here for competitive purposes.

And then in terms of online, as I mentioned, while we’re doing well. It’s still only about 15% for us. And
it’s roughly true in the sales in the retail environment, in general, call it 85/15 between retail and online
depending on the category. So, it’s not yet big enough to overcome all those brick-and-mortar pressures just
from a mathematical standpoint. So, that all together is what – it has us being a bit cautious coming into the
back half. But importantly, the total of all of that will not be a variance from our guidance for the total fiscal
year in Beauty.

<Q – Lee Jagoda – CJS Securities, Inc.>: Perfect. Thank you very much.

<A – Julien Mininberg – Helen of Troy Limited>: You bet. And thanks a lot, Lee.

Operator:  Thank you. We’ll now take our next question from Jason Gere with KeyBanc Capital Markets.

<Q – Jason Gere – KeyBanc Capital Markets, Inc.>: Hey, good afternoon, guys. Just a couple of
questions. I guess, I need to clarify something. So, I know at the beginning of the year, you were talking
about the $28 million of incremental investment that was $0.90. You’re talking now about this $0.40 to
$0.50 of incremental. So I’m just trying to make sure I get this right. It’s $1.30 to $1.40 of incremental
spending this year and kind of on the SG&A side, was it $0.90 and then there is just more of a shift? Can
you just first clarify that? And then I’ll go to my follow-up question with it.

<A – Brian Grass – Helen of Troy Limited>: Yeah. It was originally $0.90, which – if you do the math on
the share, doesn’t equal $28 million. And that’s because one number is pre-tax and one number is after
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tax. So, the $28 million is pre-tax and the $0.90 is after tax and that was our original expectation. We are
now lowering that down to a range of $0.40 to $0.50 of earnings per share, which is equivalent to $14
million to $16 million on a pre-tax basis.

<Q – Jason Gere – KeyBanc Capital Markets, Inc.>: Okay. Okay. So to get it right, it was originally $28
million of pre-tax and now it’s only $14 million to $15 million, I mean, sorry $14 million to $16 million.

<A – Brian Grass – Helen of Troy Limited>: Correct.

<Q – Jason Gere – KeyBanc Capital Markets, Inc.>: Okay. Yeah. Because when you said...

<A – Brian Grass – Helen of Troy Limited>: I want to make sure you understand that’s incremental spend
year-over-year, I mean, the total spend is well over $100 million in this area. That’s just the incremental
year-over-year spend.

<Q – Jason Gere – KeyBanc Capital Markets, Inc.>: Absolutely. But from the beginning of the year the
incremental was supposed to be $28 million and now it’s only going to be $14 million to $16 million?

<A – Brian Grass – Helen of Troy Limited>: Correct.

<A – Julien Mininberg – Helen of Troy Limited>: Yes. And importantly...

<Q – Jason Gere – KeyBanc Capital Markets, Inc.>: Okay.

<A – Julien Mininberg – Helen of Troy Limited>: ... importantly, Jason, on that one as Brian mentioned
in his comments we’ve seen some increased efficiency from some of the incremental spending that we did
in the first half and that allowed us to just spend a bit less in the first half. And you’ve seen us beat the
expectations for earnings in both of the first half quarters. And this was one of the drivers along with the
other ones that were mentioned on the call. Better revenue in some cases, tax benefits and these kinds of
things. And the point is, we’re getting good bang for our buck or more with less, I think, that’s how Brian
put it.

Further, we’ve shifted some of the money from the first half to the back half and that’s important. That’s
going to support our leadership brands in the back half when a lot of our peak season demand falls. And
we’ll be careful from a prudent or disciplined standpoint to monitor very carefully in the back half as well
especially as seasonal demand, for example, cold and flu plays out as it depends which market and when
you spend your money. It’s even possible that some of that could spill into early fiscal 2019, for example, if
the cold and flu season happens to fall late. Remember that, that season often runs through March or April,
but our fiscal year always ends at the end of February, as an example of why that’s possible. So, you see
some money shifting. It’s importantly not $1.35, but a reduction from the $28 million GAAP lower
numbers.

<Q – Jason Gere – KeyBanc Capital Markets, Inc.>: Okay. Yeah. The wording was a little confusing.
But with that point, I guess, what was the spend of that $28 million in the first half of the year? Did you say
that? And I apologize, if I missed it.

<A – Brian Grass – Helen of Troy Limited>: No. The $28 million was our original guidance for the full
fiscal year.
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<Q – Jason Gere – KeyBanc Capital Markets, Inc.>: Yeah. Right. And then – but what did you do in the
first half of the year? I mean – so, I know it’s $14 million to $16 million...

<A – Brian Grass – Helen of Troy Limited>: No. We spent an incremental $6 million in the first half of
the fiscal year and we shifted...

<Q – Jason Gere – KeyBanc Capital Markets, Inc.>: Right.

<A – Brian Grass – Helen of Troy Limited>: ...$3 million into the second half of the fiscal year.

<Q – Jason Gere – KeyBanc Capital Markets, Inc.>: Okay. No, no, no. That’s good. And then, I guess,
the question is that’s more on the e-commerce. Do you feel that you’ve – and I know you’re at 15% of sales
is e-commerce right now. I got to think that Healthy Directions is probably half of that, so the rest of it, you
guys seem to be – maybe a little bit more or less in line with other HPC companies in terms of what percent
is online. Do you feel that you still need more investment in some of the e-commerce capabilities out there
just as the category shifts and we’ve seen it in – with a lot of the numbers right now?

<A – Julien Mininberg – Helen of Troy Limited>: Yeah. So a couple of things, first one, in terms of
doing more, we do always feel that we need to do more, but I want to make an important clarification on
Nutritional Supplements. Virtually none of the 15% includes Healthy Directions and that’s because Healthy
Directions is primarily driven by direct mail. So direct mail, we don’t consider to be e-commerce even if the
consumer ultimately buys off of a website when they buy from us.

We do have some e-commerce related sales, for example, to Amazon that we do sell from Healthy
Directions and that is growing, but it’s a single digit million dollar number, in fact mid-single digit kind of
number. So it’s not a huge one and it’s not a big driver for the 15%. In fact, if you took it out completely, the
number would barely change, the 15% for the total company.

And in terms of relative to our competition, at least based on what we’ve seen from those that disclose it,
we’ve seen none of our competitors into the double digits at all and most of them are in the mid or even low-
single digits. So, I’m not sure if we’re benchmarking ourselves correctly, but it’s our assessment that we’re
somewhere between two and three times the average of other companies in our space with the exclusion of
Healthy Directions not counted in it at all.

And in terms of your point about getting more, we strongly concur, frankly, and you’d be amazed how much
is happening in the company in this area. There’s a bit of a digital revolution going on in the company. And
there’s quite a lot of shifting of our spending. In fact, one of the reasons we were able to do more with less
in the first half is that we were shifting some money out of some traditional vehicles into more efficient
digital ones, for example, Amazon A+ pages, videos that we are able to produce at a lower cost to put on
major websites of dotcom players like ulta.com, amazon.com, walmart.com, target.com, et cetera. And
these, frankly, are more efficient spends for us and are getting us some pretty significant results. So, yes, we
can do more, but you’d be amazed how much we are doing and the efficiency that we’re getting from it,
that’s why we’re already nicely into the double digits.

<Q – Jason Gere – KeyBanc Capital Markets, Inc.>: Okay. And then – yeah, I guess, the question I was
going to ask was with that, and you’re right, my math was off, because I thought that Healthy Directions
would have been part of the e-commerce. So, yeah, 15% is definitely higher...

<A – Julien Mininberg – Helen of Troy Limited>: Yeah. Just to be clear, it is included in Healthy
Directions. But it’s a couple of million no more.
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<Q – Jason Gere – KeyBanc Capital Markets, Inc.>: Okay. No, no, that’s fair. But I guess the question
is, is that with that incremental spending that you’re doing this year, this $14 million to $16 million, I know
the number came down. But with the sales outlook, still very good obviously for HPC but a little bit more
modest, why not take some of that incremental spending, if you’re getting some good early results, and find
other things that you could get a good ROI to keep the sales momentum going, especially in some of the
businesses like Housewares and Home & Health? I’m just kind of curious why not actually even spend more
just to get a better return for the sales with the revised guidance?

<A – Julien Mininberg – Helen of Troy Limited>: It’s a great question. We are doing that and we are
taking a look opportunistically of which ones we can make that kind of bet. We’re also very sensitive to the
return that we’re going to get on that. So, while it is more efficient, it sometimes doesn’t pay to oversaturate
a vehicle and you get kind of that Pareto, you’ll pass the point of diminishing returns.

There are times – and you’ve actually seen us do this in the past – when we will spot one of those
opportunities and we’ll go for it. I bet you remember, last year in Q4, we may have surprised people by
saying, hey, we’re going to put another $5 million or so into the market, even though it won’t deliver a
result in fiscal 2017, because we saw these kinds of opportunities in PUR and in OXO, and we spent into
them in Q4 helping to set ourselves up for this fiscal year.

And we knew that we were going to put more emphasis on the leadership brands. Those are two of our
leadership brands, OXO and PUR, and they were beautiful digital opportunities. They had very attractive
ROIs and we went for it. So, we may yet do that towards the end of the fiscal year, and yet here we are
importantly reaffirming our guidance, make sure that we meet it, and secondly, careful with how we spend
the money, so we don’t oversaturate and get ahead of ourselves.

<Q – Jason Gere – KeyBanc Capital Markets, Inc.>: Okay, perfect. I’ll pass on to the next caller. Thank
you.

<A – Julien Mininberg – Helen of Troy Limited>: Thank you.

Operator:  Thank you. We’ll now take our next question from Chris Carey with Bank of America Merrill
Lynch. Please go ahead, sir.

<Q – Chris Carey – Bank of America Merrill Lynch>: Hi, everyone. Thanks for the question. So, I just
wanted to follow up on that, and then I have a follow-up. I know we’re a bit away from fiscal 2019, and
obviously, you haven’t started planning there, because you’re focused on the current fiscal year as you
should be. But if you did shift some of that spending into fiscal 2019, as you said, can you talk to what kind
of spending has shifted? For example, I know you have some innovation coming. So, has spending behind
that innovation shifted into fiscal 2019, or was it demand-building initiatives? And I guess how do you think
that sets you up over the next 12 months here? And really what I’m getting at is just the confidence level in
sustaining the sales, given we’ve been hearing from a number of companies about it is tougher out there and
just kind of like sustaining the momentum without some of the brand support behind it. So, thanks for that.

<A – Julien Mininberg – Helen of Troy Limited>: Yeah, terrific. And first of all, Chris, welcome. First
time on one of these calls with us, and we’re very pleased to have BAML join the coverage group. So, thank
you and welcome.
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<Q – Chris Carey – Bank of America Merrill Lynch>: Yeah. Thanks.

<A – Julien Mininberg – Helen of Troy Limited>: In the case of your question, when we – I want to
break it up between the brand support and the innovation or the product support, because they’re on two
different timing cycles. So, on product support, in general, what we invest in, in one fiscal year launches
either at the end of that year or in the year after. There are some long-term R&D projects that are multi-
years, especially in healthcare, where there’s clinical trials or some native R&D work that requires proving
out major new technologies and sensors, this kind of thing or software. These things take longer.

So, when we see those kinds of projects that have attractive net present value, which is one of the measures
that we use, strong ability to differentiate one of our leadership brands or carve out a major competitive
position, open a new category, we’re not shy to spend on those. And there’s several of those going on in the
company today that we think are very attractive on some of the biggest brands that we have. So, those kinds
of things we’ll double down on as the projects demand it or as the opportunity justifies from a financial and
marketplace standpoint. And they almost never launch in the year that we do. So, we’ll feed those as they
need it and sometimes opportunistically when we can put more money against them and move them faster.

In the case of the brand support, it depends a bit on what activity is necessary. I’ll use PUR as an example
since it’s the one I raised and also OXO since I’ve raised that one as well, and they were important and
different. In the case of PUR, PUR was benefiting from a new advertising campaign that we launched in
October of fiscal 2017 that importantly called out substances or contaminants in the water around lead and
some others that we knew from consumer testing and marketplace reaction was getting a strong traction in
the marketplace. And yet we didn’t have enough media weight behind it to get all the benefit that we could
in the short term.

As more and more news articles came out about concerns on lead and water quality in general, we watched
top-of-mind awareness of those kinds of issues grow strongly in the consumer marketplace, and we also
knew our advertising was a winner. And for this reason, we put more money into it at the end of Q4 rather
than lightening up, which was our original media plan. We also saw some digital opportunities on PUR that
we could do on very short timing, and we had a new product, the faucet mount that we launched at the end
of last year that needed some additional support and we were able to put it.

In the case of OXO, there was an opportunity and it still is actually to considerably amp up our digital
presence. It’s amazing what’s happened over the last year, and we’re doing more and more of it now on
Hydro Flask and in other places in the company. So, these are the kinds of things that we spend on and
adjust to the point that you and Jason are both asking about. And as we look at fiscal 2019, there is no plan
at this moment to overspend our expectations at the end of this year.

We’re just nimble enough and small enough to be able to adjust, and as we see seasonal things like the cold
and flu or others move, we spend into them when we see opportunity just out of agility frankly and knowing
which products are working, which markets are hot, et cetera. For example, you heard us mention China
online for thermometers in the call, and that’s a place where we’ve seen strength for a while now, so we’re
feeding it. And there’s other launches and projects in the company that are demanding of marketing support
and where we see a good opportunity, we’ll pounce and do it on fairly short timing. Even if it busts a budget
somewhere, we’ll make it up someplace else.
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<Q – Chris Carey – Bank of America Merrill Lynch>: Got it. Thank you for that. Just one follow-up
there, and then I have another question. But did you say, relative to the $0.90, what was taken out of the
$0.90 versus just what was shifted into next year? Does that make sense?

<A – Julien Mininberg – Helen of Troy Limited>: Yeah.

<A – Brian Grass – Helen of Troy Limited>: What do you mean taken out? We’re...

<Q – Chris Carey – Bank of America Merrill Lynch>: Well, yeah, I suppose how much of the $0.90 is
going to continue, just not this year?

<A – Brian Grass – Helen of Troy Limited>: Yeah, hard to say. I would say it’s probably somewhere
between $3 million and $5 million that we could see shifting into fiscal year 2019, and then...

<Q – Chris Carey – Bank of America Merrill Lynch>: Okay.

<A – Brian Grass – Helen of Troy Limited>: I tried to bucket the other components of what we’re doing.
We’re getting more efficient with our spend, and then some of it is just the savings, which I think you’re
trying to refer to.

<Q – Chris Carey – Bank of America Merrill Lynch>: Yeah. Okay. Got it. And then – so, as mentioned,
just the outlook for Housewares came down a little bit. And then, you did mention slowing kind of brick-
and-mortar and Outdoor and the tough comps, which we’ve known about. But when you think about some
of the dynamics there, are you seeing kind of like pricing pressure or is it like a competitive pressure? And
we’ve seen those across the entire space. A lot of companies have been talking about those. Is it a foot
traffic issue? So, I wonder if you could just provide some context around the sorts of dynamics that you’re
seeing relative to your expectations a few months ago.

<A – Julien Mininberg – Helen of Troy Limited>: Yeah, absolutely. And as we mentioned in the call, we
are seeing some moderation in demand in the water bottle space, even as we broaden into new spaces like
the soft coolers that were mentioned as a new item. That’s new in this public call, first time we talk about it,
the ones that were winning awards, et cetera. And that’s new as we broaden the Hydro Flask brand.

In water bottles or the hydration space, while we are seeing some moderation, we’re still seeing growth.
And if you measure all that through the comp lensthat Lee was asking as well, meaning how much of it is
Hydro Flask, how much is OXO and how does it weigh in, rather than break it up specifically, the answer is
we did have to take down the total guidance for the year. So, that’s the degree of the moderation across
Housewares in total for the two brands.

And then, in terms of the competitive activity, there’s plenty of it. And you yourself have called that out,
and you’re correct, there is a lot of promotional activity. There is some price discounting, and there’s a fair
amount of inventory that is now selling through to consumers, but at a slower rate against that moderated
demand after the period of time when the trade was buying all they could in a scarcity environment, where
there wasn’t enough supply to satisfy all the demand.

As that now, call it, rebalances, there is some moderation in our sales, but nonetheless growth all through
that period. And we find that impressive after the three years of tripling that the brand can not only continue
to grow, but frankly also importantly continue to pick up share. And picking up share in a market that is
moderating means that you’re not only winning, but you’re winning disproportionately to your competitors,
and that’s critical.
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And then, the point about the channels, for example, referring to the  Sports Scan data, that 25% or so, there
is a lot of channels that we’ve mentioned on the call where Hydro Flask is growing, but are not in those
databases. And it’s important for the market to understand that Hydro Flask growth is not just coming from
those sports retailers. And as you look at some of the sport retailers, it’s not news that there’s been a number
of bankruptcies in that space in the last year.

Some of that demand might shift to other retailers, some of it might shift online. So, I guess we get some of
it back in that regard. And that said, there’s just fewer doors to ship to. There’s fewer stores to be on the
shelf for from a total inventory and sales standpoint. And then, competitors are competing for those spaces.
So, only the big guys are going to have the muscle to survive in that environment, and we’re clearly one of
them. Otherwise, we wouldn’t be picking up share and we wouldn’t be growing.

<Q – Chris Carey – Bank of America Merrill Lynch>: Yeah. Okay, thanks very much for that. I’ll pass it
on.

<A – Brian Grass – Helen of Troy Limited>: You bet, Chris.

<A – Julien Mininberg – Helen of Troy Limited>: Yeah, thanks. Again, welcome.

Operator:  Thank you. We’ll now take our next question from Frank Camma with Sidoti.

<Q – Frank Camma – Sidoti & Co. LLC>: Good afternoon, guys.

<A – Brian Grass – Helen of Troy Limited>: Hey, Frank.

<A – Julien Mininberg – Helen of Troy Limited>: Hey, Frank.

<Q – Frank Camma – Sidoti & Co. LLC>: Hey, could you just talk – you called out in the press release
and on the call the gross margin, which looks pretty good. But can you just give us sort of some color on the
second half here? There’s some puts and takes there, because traditionally you have a worse product mix in
the second half, I think, right, as the seasonality of maybe the healthcare grows. Can you talk about that and
what you’re thinking there, given like the more emphasis on the leadership brands which have a higher
margin?

<A – Julien Mininberg – Helen of Troy Limited>: Yeah. Let me just – hi, Frank. Let me just make sure I
understand before we answer here. Are you saying that while the gross margin which – I hear you say it
looks pretty good. I won’t judge it. Your number is what it is. And it did go up a little bit, by the way, 0.1
percentage point during the quarter. You’re saying that the gross margin is going to experience some
pressure in the back half, how are you saying that?

<Q – Frank Camma – Sidoti & Co. LLC>: Well – yeah, I’m trying to understand like the seasonality
factor in the second half, given that some of those products traditionally...

<A – Julien Mininberg – Helen of Troy Limited>: Yeah.

<Q – Frank Camma – Sidoti & Co. LLC>: Don’t you have a little bit of pressure there like from a gross
margin standpoint?

<A – Julien Mininberg – Helen of Troy Limited>: Yeah. Now, I understand. Okay. So, let’s look broadly
and then by sector – by segment.
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<Q – Frank Camma – Sidoti & Co. LLC>: Yeah.

<A – Julien Mininberg – Helen of Troy Limited>: Broadly, a number of the leadership brands – these are
the biggest ones in the company – have their biggest season in the back half. So, take for example Vicks
humidifiers, Braun thermometers as two examples in the cold and flu area that are higher margin products
for us that do the bulk of their sales in the back half. So, that’s kind of – put that in the good guy column.

Similarly, Hydro Flask, which has a higher gross margin for us and is a growth property for us, although at a
lower rate given the conversation that we just had with Chris and on the subject of the hydration category,
that is still growing nicely in fact and yet has seasonality. And the calendar Q4 or the holiday period is the
bigger of the four quarters for Hydro Flask. So, these are also good guys, mix sweeteners.

On the bad guy column, looking at the leadership brands, OXO and other parts of the leadership brand
portfolio, while they have a lot of strength, will have a little bit of moderation in the second half, and that
will balance the other way, and in total, you’ll get a gross margin outcome for the back half. I don’t know if
Brian has an opinion about the relative weights of the first half versus the back half for gross margin.

<A – Brian Grass – Helen of Troy Limited>: Yeah. I would say that the total weight of Housewares in the
back half maybe slightly lower in the back half than originally expected, which would cause the margins to
be – the gross profit margin to be down, as well as the Nutritional – the change in the outlook for Nutritional
Supplements, they have a very high gross profit margin. So, that would also weigh on the gross profit
margin in the second half. And then finally, I would say that we are starting to see cost of goods sold
pressure from a lot of our manufacturing sources due to both currency impact and commodity impact. Of
course, we’re trying to offset that as best as we can, but we are seeing pressure there.

<Q – Frank Camma – Sidoti & Co. LLC>: What are the biggest – on that supply chain issue that you just
mentioned, what are some of the biggest commodity pressures there? I understand the FX, but what are
some of the biggest drivers?

<A – Julien Mininberg – Helen of Troy Limited>: All the usual suspects. For example, with oil prices –
well, they’re up and down, but up a bit versus year ago, the oil related ones,  think resins, plastics. In the
case of copper, you see copper on the rise. That’s a big one. We make a lot of stuff with motors in it; think
fans, heaters, air purifiers, hair dryers, things like this that have copper windings in motors and they use
copper wire, and copper is on the rise. And then, it gets compounded by foreign exchange. So, the Chinese
yuan or the RMB has strengthened versus the U.S. dollar, and that makes it hard to negotiate away some of
those commodity based increases.

And even with our brands, which tend to be market leaders in that leadership brand portfolio, we’ll have
more scale than most and maybe even a little more pricing power in the marketplace than most. It’s hard to
negotiate all that away either with the suppliers or with our customers, given all the pressures on the subject
of price or promotional spending at retail. And then, of course, we’ll work hard on the subject of offsetting
as much of it as possible on productivity improvements.

And you often hear me talk about the power of shared services, attacking waste and squeezing out extra cost
by leveraging our scale, et cetera. All those initiatives, several examples of which we gave on the call today
that are frankly worth millions to us and helping us beat the expectations for earnings in the marketplace.
These things are being used to try to offset that. That said, there’s some bad guys out there. For example,
you know that the truck monitoring devices that are being mandated from a regulatory standpoint – I’m
talking about the driver. I think they’re electronic logging, these types of things, that’s nothing to do with us.
This is across the entire industry.
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These things are being implemented and they just create cost pressures, fewer drivers, fewer hours driven,
this kind of thing. And these are the kinds of things that can drive up our cost of goods or our transportation
cost. So, it’s so important to us to have those huge corporate initiatives on the subject of productivity
improvements. It’s important to us to find ways to reduce our cost, increase our efficiency, so things like the
Refuel restructuring project that we announce today, and importantly, to work with our suppliers and use the
power of our brands to get our cost of goods where it should be and our pricing where it should be.

<Q – Frank Camma – Sidoti & Co. LLC>: Okay. Last question for me is Toys “R” Us, is that 100% of
your AR balance prepetition? So, did you write down to zero?

<A – Brian Grass – Helen of Troy Limited>: Yes, that’s correct and also accounted for estimated
liabilities that could occur through the bankruptcy.

<Q – Frank Camma – Sidoti & Co. LLC>: Okay, great. Thanks, guys.

<A – Julien Mininberg – Helen of Troy Limited>: Yeah. You bet. Nice to hear from you, Frank.

Operator:  Thank you. We’ll now take our final question from Steve Marotta with C.L. King & Associates.
Please go ahead.

<Q – Steve Marotta – C.L. King & Associates, Inc.>: Good evening, everybody. I just have one quick
question. Most of my questions were asked and answered. Inventory was up relatively in line with the sales
growth. Are there any issues underlying from an aged inventory standpoint? And just as a follow-up to that,
as sales growth is expected to moderate a bit in the second half, are there inventory plans in line for that
moderation or can we see inventory grow maybe a little bit quicker than sales in the back half? Thanks.

<A – Brian Grass – Helen of Troy Limited>: No, good question. We have no issues or concerns with our
inventory. I would say that we are slightly higher than we would like to be, and that’s just because we have
a initiative within the company where we’re trying to improve turns throughout all our businesses and we
are slightly higher. You said in line with sales, I appreciate that. But I would say that from our target, we are
higher than we want to be, but have no concerns about the quality of inventory either now or expect in the
future even with slightly lower expected sales.

<A – Julien Mininberg – Helen of Troy Limited>: Yeah. And remember our sales were a bit back half
weighted, so it’s natural at this point. It depends on seasonality. If there’s a big cold and flu season, the
inventory comes down fast – faster than if there is a slower one. Brian mentioned on the call that we took on
some inventory in our warehouses to manage seasonal demand. It’s often true that – or historically true that
our biggest retailers will take some of that inventory on themselves earlier in the year through direct import
orders out of our Asia factory base, and that inventory will be in their shop rather than ours. It just happens
to be that this year, more of it’s in our shop and they’ll order on a to-demand basis or order to demand and
it’s very important for us not to be out of stock.

Imagine for a moment a family with a sick child needs a humidifier or a thermometer as an example, you’re
probably not going to wait two days even for it to come from a Amazon Prime kind of situation. You might
and people do that by the way, and we’re very happy to support it on the one hand. On the other hand, you
need it now and now means like go out and get one, and that’s important – very important not to be out of
stock. And in a corner drugstore, there’s so little holding – shelf holding space in those places that we want
to be nimble. So, we’ll take on a little bit more inventory in anticipation of that demand.
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And I also want to say, Steve, welcome as well to you. We’re thrilled to have C.L. King and you also join
the Helen of Troy analyst group. And between you and BAML and our other longtime and very capable
analysts, we’re thrilled to see more coverage for Helen of Troy. Helen of Troy is generally under-followed.
We continue to believe there’s a lot of value and upside here. We’re very pleased that most of you have seen
that too, and we’re eager to help your client-base learn about it, and frankly, deliver results for them, so that
we can earn a positive progress with shareholders. So, thank you and welcome.

<Q – Steve Marotta – C.L. King & Associates, Inc.>: Very kind. Thank you.

Operator:  Thank you. And that does conclude the question-and-answer session for today’s conference. I’d
like to turn the conference back over to Mr. Mininberg for closing remarks.

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

Great. Well, thanks. We’re thrilled to report to you our Q2 results, and here we are at the halfway point for
the year. We’re very pleased with where we are. Plenty of challenges ahead, especially in this environment,
but I hope that we’re demonstrating that we find ways to do well even in difficult environments, and we’re
proud of that on the one hand. On the other hand, we’re quite humble about all of the pressures that are out
there, and we work hard every day to deliver value. So, we look forward to speaking to many of you in the
coming weeks and also updating you on our progress when we report our results next in early January. So,
thank you very much, and we’ll say good night.

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