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Item 2.02 Results of Operation and Financial Catition.

On July 9, 2015, Helen of Troy Limited (the “Comp@nissued a press release announcing the resulftsffirst fiscal fiscal quarter
ended May 31, 2015. Additionally, on July 9, 20ttle Company held a conference call discussing#slts for the same period mentioned
above. With this Form 8-K, we are furnishing coppéshe press release (attached hereto as Ex@iti) @nd the text of the conference call
(attached hereto as Exhibit 99.2). The press relaad copy of the text of this conference callase provided on the Investor Relations
Page of our website at: http://www.hotus.com. iftiermation contained on this website is not ireld as a part of, or incorporated by
reference into, this report.

The Company desires to avalil itself of the safébiaprovisions of the Private Securities LitigatiRaform Act of 1995 (the “Act”)
and is including this cautionary statement foreéRpress purpose of availing itself of the protetédforded by the Act. The accompanying
press release and conference call transcript ¢onéatain forward-looking statements, which argettito change. Any or all of the forward-
looking statements may turn out to be wrong. Thaay lee affected by inaccurate assumptions or by kreovwunknown risks and uncertainties.
Many of these factors will be important in determ@gnthe Company’s actual future results. Consedyemd forward-looking statement can be
guaranteed. Actual future results may vary matgriedm those expressed or implied in any forwawdling statements. The forward-looking
statements are qualified in their entirety by a hanof risks that could cause actual results tiedihaterially from historical or anticipated

" ou ”ou ” o "o "

results Generally, the words “anticipates”, “estiesd, “believes”, “expects”, “plans”, “may”, “will; “should”, “seeks”, “project”, “predict”,
“potential”, “continue”, “intends”, and other sirail words identify forward-looking statements. Thenbany cautions readers not to place
undue reliance on forward-looking statements. Thmg@any intends its forward-looking statements &agponly as of the time of such
statements, and does not undertake to update iseréaem as more information becomes available f@itveard-looking statements contained
in this press release should be read in conjunetitm and are subject to and qualified by, th&gidescribed in the Company’s Form 10-K for
the year ended February 28, 2015 and in our otliregd with the SEC. Investors are urged to redethie risk factors referred to above for a
description of these risks. Such risks include, mgnathers, the departure and recruitment of kegquerel, the Company’s ability to deliver
products to our customers in a timely manner, tretscof complying with the business demands andirements of large sophisticated
customers, the Company'’s relationship with key @metrs and licensors, our dependence on the strehgttail economies and vulnerabilities
to an economic downturn, expectations regardingiatpns and the integration of acquired busingsegchange rate risks, disruptions in
U.S., European and other international credit ntarkésks associated with weather conditions, tam@any’s dependence on foreign sources
of supply and foreign manufacturing, risks asseciatith the availability, purity and integrity ofaterials used in nutritional supplements, the
impact of changing costs of raw materials and gnergcost of goods sold and certain operating esg@grthe Company’s geographic
concentration of certain U.S. distribution facé#i which increases our exposure to significamtmhg disruptions and added shipping and
storage costs, the Company’s projections of prodentand, sales, net income and earnings per steahéghly subjective and our future net
sales revenue and net income could vary in a nahtEmount from such projections, circumstancesrtrat contribute to future impairment of
goodwill, intangible or other long-lived assets tisks associated with the use of trademarksdiegifirom and to third parties, the Company’s
ability to develop and introduce innovative newdrots to meet changing consumer preferences, seagaroduct liability and reputational
risks associated with the formulation and distiifruf nutritional supplements, risks associatethsdverse publicity and negative public
perception regarding the use of nutritional supgets, trade barriers, exchange controls, expropnisitand other risks associated with foreigr
operations, the Comparsyebt leverage and the constraints it may impbse;osts, complexity and challenges of upgradimjraanaging ot
global information systems, the risks associatead imformation security breaches, the increasedptexity of compliance with a number of
new government regulations as a result of addirigtimnal supplements to the Company’s portfoligpobducts, the risks associated with tax
audits and related disputes with taxing authorifiegential changes in laws, including tax laws] #re Company’s ability to continue to avoid
classification as a controlled foreign corporation.




The press release and copy of the text of thisezente call include or refer to certain informatibat the Company believes is non-
GAAP Financial Information as contemplated by SE€Qjiation G, Rule 100. The press release contabled that reconcile these measure
their corresponding GAAP based measures presemtibe iCompany’s Consolidated Statements of Incdrhe.material limitation associated
with the use of the non-GAAP financial measurehad the non-GAAP measures do not reflect thedatinomic impact of the Company’s
activities. These non-GAAP measures are not preparaccordance with GAAP, are not an alternativ&AAP financial information, and
may be calculated differently than non-GAAP finaénformation disclosed by other companies. Acoagly, undue reliance should not be
placed on non-GAAP information.

The information in this Item 2.02 of this Form 8alkd Exhibits 99.1 and 99.2 attached hereto shalbb@aeemed “filed” for purposes
of Section 18 of the Securities Exchange Act of4l9%r shall it be deemed incorporated by referémeay filing under the Securities Act of
1933 or any proxy statement or report or other duwmt we may file with the SEC, regardless of anyegel incorporation language in any s
filing, except as shall be expressly set forth pgcific reference in such filing.

Item 9.01 Financial Statements and Exhibits.

(d) Exhibits

Exhibit Number Description
99.1 Press Release, dated July 9, 2

99.2 Text of conference call held July 9, 2C
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Pursuant to the requirements of the Securities &xgh Act of 1934, as amended, the registrant higscdused this report to be sigr
on its behalf by the undersigned hereunto duly@nghd.

HELEN OF TROY LIMITED

Date: July 14, 2015 /sl Brian L. Gras:
Brian L. Gras:
Chief Financial Officer and Principal Financial ©@#r
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EXHIBIT -99.1

Helen of Troy Limited Reports
First Quarter Fiscal Year 2016 Results
»  Delivers First Quarter Revenue of $345.3 Million; QAP Diluted Earnings Per Share (EPS) of $0.70
»  First Quarter Non-GAAP Adjusted Diluted EPS of $1.®, In-Line with Company Expectations
«  Company Continues to Expect Fiscal Year 2016 GAAPited EPS in a Range of $4.33 to $4.73 and Fiscatar 2016 Non-GAAP
Adjusted Diluted EPS in a Range of $5.40 to $5.85

EL PASO, Texas, July 9, 2015 — Helen of Troy Lirdif®&ASDAQ, NM: HELE), designer, developer and vdevide marketer of consumer
brand-name housewares, healthcare/home environmeritional supplement and beauty products, tagaprted results for the three-month
period ended May 31, 2015.

Julien R. Mininberg, Chief Executive Officer, sttéWe had a solid first quarter positioning us Melachieve our annual goals. The quarter
was highlighted by a double digit increase in rexeeand growth in adjusted diluted earnings peresharine with our expectations, despite a
greater-than-expected impact from foreign curresmuy the West Coast port disruption. Leading oariguly performance was our
Healthcare/Home Environment segment driven by neayct introductions, a relatively strong end te flu season and the VapoSteam
acquisition notwithstanding a significant foreigmency headwind. The Healthy Directions acquisitontributed almost $40 million to sales
revenue. Housewares had a slight decline in thetey as strong point-of-sale activity and newdpiat introductions were offset by a shift in
timing of customer orders and inventory levelseatesal key retailers. In Beauty, we reorganized i@mamed the segment formerly known as
Personal Care. While Beauty sales were down year-gear, we made continued progress toward stghbilfe remain highly focused on
executing our multi-year growth strategy and bedigxe are on track to achieve the objectives we bBatéor ourselves for the current fiscal
year”

Key Highlights for the First Quarter of Fiscal Year 2016 Compared to the First Quarter of Fiscal YeaR015

* Net sales revenue increased $33.6 million, or 10\8Btch includes a 2.1% decrease in core busineissates revenue (excluding
Nutritional Supplements and VapoSteam). The deergmsore business net sales revenue includesaivegnpact of 2.5% from
foreign currency fluctuations.

*  Healthcare/Home Environment rose 0.4%, driven by peduct introductions, a relatively strong endhe cold/flu season
and the VapoSteam acquisition, primarily offseahyegative impact of $5.2 million, or 3.6% fromdign currency
fluctuations.

*  Housewares declined $1.6 million, or 2.4%, prinyadilie to a shift in the timing of customer ordefrsuo estimated $3.0
million into the fourth quarter of fiscal year 20&6d an estimated $1.0 million into the second tguaf fiscal year 2016, a
inventory adjustments by several key retailers. dédine was partially offset by strong point-ofesactivity, continued
growth with existing products, such as the infaxd toddler care line, and new products, includimg®&reenSaver storage
containers.

*  Beauty declined 4.7%, which included a negativeaiotf $2.2 million, or 2.1% from foreign currenityctuations. The
West Coast port disruption also negatively impacteidsales revenue.
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Healthy Directions, which comprises the NutritioBalpplements segment, contributed $39.4 milliongbsales revenue.
VapoSteam contributed $0.7 million to net salenese.

Gross margin expanded 3.2 percentage points t&#due primarily to the Healthy Directions acqusiti

Foreign currency exchange losses from balance shestasurement, transactions and hedge settlementaset SG&A expense
$0.9 million compared to the same period last year.

Diluted EPS was $0.70 and adjusted diluted EPS$4:36 on 29.1 million shares outstanding.

Adjusted EBITDA increased $0.2 million to $42.1 inoih.

First Quarter of Fiscal Year 2016 Consolidated Opeating Results

Net sales revenue increased 10.8% to $345.3 mitkhonpared to $311.8 million in the first quarteifistal year 2015, and includes
three months of operations of Healthy Directionkjolr was acquired on June 30, 2014 and two moritbpearations of the
VapoSteam business, which was acquired on MarcB@15. Net sales revenue reflects a decline in loosiness net sales revenue of
$6.5 million, or 2.1%. Foreign currency fluctuatsodecreased consolidated U.S. Dollar reportedaies revenue by $7.7 million, or
2.5%, year-oveyear. Additionally, the impact of the West Coasttlisruption negatively impacted net sales revepuenarily in the
Beauty segment.

Gross profit margin increased 3.2 percentage ptirndd.5% compared to 38.3% for the same peridd/ker. This increase reflects
the impact of the Nutritional Supplements segmeunttae recent acquisition of VapoSteam, which hadrabined favorable impact
4.0 percentage points on the consolidated grog# prargin. Gross profit margin for the core biess declined by 0.8 percentage
points primarily due to the unfavorable impactafefign currency fluctuations.

SG&A was 32.9% of net sales compared to 28.0% béales for the same period last year. The inerisagrimarily due to a higher
relative SG&A ratio in the Nutritional Supplemesegment, which increased the SG&A ratio by 4.2 gretage points. The SG&A
ratio in the core business increased 0.8 percemigés, primarily due to higher year-over-year foeeign currency exchange losses
of $0.9 million, as well as higher compensationenge and investments in advertising, marketingpaaduct development.
Operating income was $26.5 million compared to $28illion for the same period last year. Operatimgome for the fiscal quarter
ended May 31, 2015 includes non-cash asset impaframarges of $3.0 million, compared to $9.0 millfor the same period last
year.

Income tax expense as a percentage of pretax ine@sd 4.2% compared to 17.0% for the same pergid/&ar. The year-over-year
comparison of our effective tax rate was primaintypacted by shifts in the mix of taxable incomeur various tax jurisdictions.

Net income was $20.4 million, or $0.70 per dilugbdre on 29.1 million weighted average diluted ebautstanding. This compares
to net income in the first quarter of fiscal ye@id2 of $16.4 million, or $0.55 per diluted share2®6 million weighted average
diluted shares outstanding. Net income for theafisuiarter ended May 31, 2015 includes after-taxcesh asset impairment charges
of $2.7 million, compared to $8.2 million for tharse period last year.
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* Adjusted EBITDA (EBITDA excluding non-cash assepmrment charges and non-cash share-based comipensatapplicable)
was $42.1 million compared to $41.9 million in gsme period last year.

On an adjusted basis for the first quarter of figears 2016 and 2015, excluding non-cash asseatirmpnt charges, non-cash amortization of
intangible assets, and non-cash share based coatipenss applicable:

e Adjusted operating income was $38.4 million comdame$38.7 million for the first quarter of fiscgdar 2015.
e Adjusted income was $30.7 million, or $1.06 peuwitl share, compared to $30.8 million, or $1.04dilated share, for the first
quarter of fiscal year 2015.

Balance Sheet Highlights

»  Cash and cash equivalents totaled $15.3 millidiat 31, 2015, compared to $29.2 million at May 2014.

»  Total short- and long-term debt increased to $48&8IBon at May 31, 2015, compared to $425.7 milliat May 31, 2014. The
increase primarily reflects borrowings incurreccamjunction with the acquisition of Healthy Diremis for $195.9 million in the
second quarter of fiscal year 2015, and the Vapasteansactions that totaled $42.8 million in tinst fquarter of fiscal year 2016.

e Accounts receivable turnover was 57.1 days at May2815, compared to 63.2 days at May 31, 2014.

e Inventory was $299.3 million at May 31, 2015, comgubto $298.5 million at May 31, 2014.

Recent Events

On March 31, 2015, the Company announced thatliticguired the Vicks® VapoSteam® U.S. liquid inimallausiness from The Procter &
Gamble Company (“P&G”), which includes a fully paig@ license to the Vicks VapoSteam trademarksa elated transaction, the Company
also acquired a fully paid-up license of P&G’s \BcKapoPad® trademarks for scent pads in the UStates. The vast majority of Vicks
VapoSteam and VapoPads are used in Vicks humislifieporizers and other health care devices alrestiteted by Helen of Troy. The
transaction includes the acquisition of certaindpiciion assets and the inventory related to th@ebategories, as well as the right to use
related intellectual property. The VapoSteam asitjah was financed with the Company’s revolvingdit facility. The United States Vicks
VapoSteam business that was part of the transaetidrannual revenues of approximately $10 milllonalendar year 2014. The aggregate
consideration for the two transactions was appraféty $42.8 million.

Early in March 2015, the Company announced thedghitction of a premium line of kitchen electrics anthe OXO On brand. The initial line
will consist of motorized toasters, coffee makarspffee grinder, an electric kettle, an immerditender and a hand mixer. The line will ship
initially in the U.S. offering several unique feeds, as well as elements based on OXO’s univeesafjd ethos. The Company believes OXO
On appliances will provide the simplicity, functadity, and thoughtfulness consumers have comepeaxrom the OXO brand. The line is
expected to ship to retail stores in the seconfidfidiscal year 2016.

Fiscal Year 2016 Annual Outlook

The Company is maintaining its fiscal year 201damk. For fiscal year 2016, the Company continwesxpect consolidated net sales revenue
in the range of $1.485 to $1.536 billion and ditLEPS (GAAP) in the range of $4.33 to $4.73. Tinidudes expected sales and diluted EPS
from VapoSteam. The Company continues to




expect sales and diluted EPS (GAAP) from the Vaga®tacquisition to be in the range of $10 millior$11 million and $0.03 to $0.08,
respectively, for the eleven months included infisgal year 2016 results.

The Company continues to expect consolidated afjudituted EPS (non-GAAP) to be in the range ofi@50 $5.85, which excludes after-tax
non-cash asset impairment charges, non-cash shaegHsompensation expense and intangible assetization expense. This includes
expected sales and adjusted diluted EPS from VapostThe Company continues to expect adjustecedilePS (non-GAAP) for VapoSteam
to be in the range of $0.04 to $0.11, which exctualéer-tax non-cash share-based compensation sxpen intangible asset amortization
expense.

The Company’s fiscal year 2016 outlook assumesatiforeign currency exchange rates for the reneinfithe fiscal year, which are
expected to negatively impact year-over-year niessevenue by approximately $28.0 million, nebime by approximately $17.0 million, and
earnings per share by approximately $0.59. Theetll EPS outlook is based on an estimated weightexhge shares outstanding of 29.0
million for the full fiscal year 2016. FurtherglCompany’s guidance assumes that the severibedfdld/flu season will be in line with
historical averages. The likelihood and poteritigdact of any fiscal year 2016 acquisitions otlamtVVapoSteam, future asset impairment
charges, future foreign currency fluctuations, uilthg any potential currency devaluation in Venéauer share repurchases are unknown anc
cannot be reasonably estimated; therefore thegatrancluded in the Company’s sales and earningisaki

As previously disclosed, in fiscal year 2015 tharpany benefitted from an after-tax gain of $0.2dgf@re from the amendment of a license
agreement, an after-tax decrease in product liglgtimates of $0.05 per share and tax benefi@®df5 per share that are not expected to
repeat in fiscal year 2016. These items negativehact the year-over-year comparison of adjustededi EPS by a combined $0.44.

Conference Call and Webcast

The Company will conduct a teleconference in codijiom with today’s earnings release. The telecanfee begins at 4:45 pm Eastern Time
today, Thursday, July 9, 2015. Institutional ineestand analysts interested in participating inddiéare invited to dial (888) 329-8877
approximately ten minutes prior to the start of¢aél. The conference call will also be webcast kat: www.hotus.com. A telephone replay of
this call will be available at 7:45 p.m. Easterm&ion July 9, 2015 until 11:59 p.m. Eastern Timduwly 16, 2015 and can be accessed by
dialing (877) 870-5176 and entering replay pin nem®777201. A replay of the webcast will remainikade on the website for 60 days.

Non-GAAP Financial Measures:

The Company reports and discusses its operatingteegsing financial measures consistent with aotiog principles generally accepted in
the United States of America (“GAAP”). To supplamiés presentation, the Company discloses cefiaamcial measures that may be
considered non-GAAP financial measures, such asstetj operating income, adjusted income, adjusileted EPS, EBITDA and adjusted
EBITDA, which are presented in accompanying tatiehis press release along with a reconciliatidritiese financial measures to th
corresponding GAAP-based measures presented i@dhgany’s consolidated statements of income.
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About Helen of Troy Limited:

Helen of Troy Limited is a leading global consumpesducts company offering creative solutions ferctistomers through a strong portfolio of
well-recognized and widely-trusted brands, inclgdidousewares: OX® , Good Grips , Soft Wotks , Ot® and OXO Stedt
Healthcare/Home Environment: VicRs , Brdin , Honej®, PUR® , Febrez® , Sting€r , Duracfaft andiSedt® ; and Beauty:
Revlon® , Vidal Sassoch , Dr. ScholPs , Pro Bealiwpls® , Suré® , Peft , Infusium23 , Bfut , Amméndiot Tools® , Bed Heal
Karina® , Ogilvie® and Gold ‘N Hdt . The Nutrition8upplements segment was formed with the acquisitidiealthy Directions, a U.S.
market leader in premium doctor-branded vitaminisemals and supplements, as well as other heattthugts sold directly to consumers. The
Honeywell® trademark is used under license froméywvell International Inc. The Vickd |, Brain , Fetw@ and Vidal Sasso6h
trademarks are used under license from The Pr&c@&amble Company. The Reviléntrademark is used under license from Revlon Cong
Products Corporation. The Bed H¢ad trademarkesd usider license from Unilever PLC. The Dr. SclséllI'trademark is used under license
from MSD Consumer Care, Inc.

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

Forward Looking Statements:

This press release may contain forward-lookingestegnts, which are subject to change. The forwapltitg statements are made pursuant to
the safe harbor provisions of the Private Secusitigigation Reform Act of 1995. Any or all of fleeward-looking statements may turn out to
be wrong. They can be affected by inaccurate assongpor by known or unknown risks and uncertamtidany of these factors will be
important in determining the Company’s actual fetuesults. Consequently, no forward-looking statgnean be guaranteed. Actual future
results may vary materially from those expresseidnmtied in any forward-looking statements. Thevard-looking statements are qualified in
their entirety by a number of risks that could caastual results to differ materially from histaaicor anticipated results. Generally, the words
“anticipates”, “estimates”, “believes”, “expects”,“plans”, “may”, “will", “should”, “seeks”, “project ", “predict”, “potential”, “continue”,
“intends”, and other similar words identify forwasldoking statements. The Company cautions readartorplace undue reliance on forward-
looking statements. The Company intends its ford@oling statements to speak only as of the tinmicdifi statements, and does not undertak
to update or revise them as more information becoavailable. The forward-looking statements corgdim this press release should be reac
in conjunction with, and are subject to and qualifiby, the risks described in the Company’s ForAK X6r the year ended February 28, 2015
and in our other filings with the SEC. Investors airged to refer to the risk factors referred taab for a description of these risks. Such risk:
include, among others, the departure and recruithoétkey personnel, the Company’s ability to deljw®ducts to our customers in a timely
manner, the costs of complying with the businessades and requirements of large sophisticated ousts, the Company’s relationship with
key customers and licensors, our dependence ostrgregth of retail economies and vulnerabilitiesatoeconomic downturn, expectations
regarding acquisitions and the integration of aagul businesses, exchange rate risks, disruptiots $1, European and other international
credit markets, risks associated with weather ctims, the Company’s dependence on foreign sowfcsspply and foreign manufacturing,
risks associated with the availability, purity aimegrity of materials used in nutritional supplems the impact of changing costs of raw
materials and energy on cost of goods sold andhgedperating expenses, the Companyeographic concentration of certain U.S. disttibo
facilities, which increases our exposure to siguifit shipping disruptions and added shipping amdagje costs, the Compeé’s projections of
product




demand, sales, net income and earnings per shardighly subjective and our future net sales reeesmd net income could vary in a mate
amount from such projections, circumstances that awatribute to future impairment of goodwill, intgible or other long-lived assets, the
risks associated with the use of trademarks licérisem and to third parties, the Company’s abititydevelop and introduce innovative new
products to meet changing consumer preferencegased product liability and reputational risks asgted with the formulation ar
distribution of nutritional supplements, risks asisded with adverse publicity and negative pubkcgeption regarding the use of nutritional
supplements, trade barriers, exchange controlstapgations, and other risks associated with foreperations, the Comparsytebt leverag
and the constraints it may impose, the costs, cexitgland challenges of upgrading and managingglobal information systems, the risks
associated with information security breaches,ittteeased complexity of compliance with a numbarexd government regulations as a resul
of adding nutritional supplements to the Compamydfolio of products, the risks associated witk gudits and related disputes with taxing
authorities, potential changes in laws, includiag taws, and the Company’s ability to continue yoid classification as a controlled foreign
corporation.




HELEN OF TROY LIMITED AND SUBSIDIARIES

Consolidated Condensed Statements of Income and Reciliation of Non-GAAP Financial Measures - Adjused Operating Income,
Adjusted Income and Adjusted Diluted Earnings per are (“EPS”)
(Unaudited)

(in thousands, except per share data)

Three Months ended May 31

As Reported (GAAP)

Adjustments (1)

Adjusted

(non-GAAP) (1)

As Reported (GAAP)

Adjustments (1)

Adjusted
(non-GAAP) (1)

Sales revenue, n 34534'  100.% $ —  $34534¢  100.% $ 311,77¢  100.% $ — $ 311,77 100.(%
Cost of goods sol 202,02 58.5% — 202,02t 58.5% 192,25t 61.7% — 192,25¢ 61.7%
Gross profit 143,31 41.5% — 143,31 41.5% 119,52( 38.9% — 119,52( 38.9%

Selling, general, and administrat
expense 113,77t 32.% — 104,90: 30.2% 87,39 28.0% — 80,84¢ 25.9%

(2,069)(2) (1,299)(2)
(6,814(3) (5,25¢)(3)

Asset impairment chargi 3,00( 0.8% (3,0&)(4) — —% 9,00( 2.9% (9,0&)(4) — —%
Operating incom: 26,54 7.7% 11,87t 38,41¢ 11.1% 23,12: 7.4% 15,55¢ 38,671 12.2%
Nonoperating income, n 13¢€ —% — 13¢ —% 50 —% — 50 —%
Interest expens (2,897 (0.8% — (2,892 (0.8% (3,417 (1.)% — (3,417) (1.)%

Total other expens (2,759 (0.8)% — (2,759 (0.6)% (3,367) (1.1)% — (3,367) (1.1)%
Income before income tax: 23,78¢ 6.9% 11,87¢ 35,66+ 10.5% 19,75¢ 6.3% 15,55¢ 35,34( 11.5%

Income tax expens 3,37¢ 1.0% 1,58%(5) 4,962 1.4% 3,35¢ 1.1% 1,184(5) 4,547 1.5%

Net income 20,41( 5% $ 10,29: $ 30,707 8.6% $ 16,39¢ 5.3% $ 14,368 $  30,76: 9.9%

Diluted EPS 0.7¢ $ 03 $ 10¢ $ 0.5t $ 0.4¢ $ 1.04

Weighted average shares
common stock used in
computing diluted EP 29,08t — 29,08¢ 29,61¢ — 29,61¢

HELEN OF TROY LIMITED AND SUBSIDIARIES
Net Sales Revenue by Segment
(Unaudited)
(in thousands)
Three Months Ended May 31, % of Sales Revenue, ne
2015 (6) 2014 $ Change % Change 2015 2014

Sales revenue by segment,

Houseware: $ 6518 $  66,75¢ $ (1,570 (2.49% 18.9% 21.4%
Healthcare / Home Environme 143,04 142,48 55z 0.4% 41.45% 45.7%
Nutritional Supplement 39,44( — 39,44( * 11.4% —%
Beauty 97,67: 102,53: (4,856) (4.7% 28.9% 32.9%

Total sales revenue, net $ 34534 $ 311,77t $ 33,567 10.6% 100.(% 100.(%

* Calculation is not meaningful




Selected Consolidated Balance Sheet, Cash Flow dnduidity Information

Balance Shee
Cash and cash equivalel
Receivables, n¢
Inventory, ne’
Total assets, curre
Total asset
Total liabilities, curren
Total lon¢-term liabilities
Total debi
Stockholder equity

Cash Flow
Depreciation and amortizatic

Net cash provided by operating activit
Capital and intangible asset expenditt

HELEN OF TROY LIMITED AND SUBSIDIARIES

(Unaudited)
(in thousands)

Payments to acquire businesses, net of cash rek

Net amounts borrowe

Liquidity:
Working Capital
Leverage Ratio (&

SELECTED OTHER DATA

May 31,

2015 2014
15,26: $ 29,17(
210,00: 217,41!
299,30( 298,45(
565,74 586,29:
1,687,13 1,487,65!
268,44 541,47
486,55¢ 166,38:
438,80 425,70°
932,13 779,80:
10,35« $ 8,50(
37,49¢ 2,971
2,71 1,82:
42,75( —
5,60( 233,10
297,30 $ 44 ,82:
1.97 2.2z

Reconciliation of Non-GAAP Financial Measures - EBTDA (Earnings Before Interest, Taxes, Depreciatiorand Amortization) and

Net income
Interest expense, n

Income tax expens

Adjusted EBITDA
(Unaudited)
(in thousands)

Depreciation and amortization, excluding amortizgdrest

EBITDA (Earnings before interest, taxes, depresciaind amortization) (1)

Adjusted EBITDA:

EBITDA, as calculated above (

Non-cash sharbased compensation (

Non-cash asset impairment charges (4)

Adjusted EBITDA (1)

Three Months Ended May 31,

2015

2014

20,41C $ 16,39¢
2,87¢ 3,39¢
3,37¢ 3,35¢
10,35¢ 8,50(
37,010 $ 31,65:
37,010 $ 31,65:
2,061 1,29¢
3,00( 9,00(
42,07¢ $ 41,94,




SELECTED OTHER DATA

Reconciliation of Non-GAAP Financial Measures - EBTDA (Earnings Before Interest, Taxes, Depreciatiorand Amortization) and
Adjusted EBITDA by Segment
(Unaudited)
(in thousands)

Operating Incom

Depreciation and amortization, excluding amortiz
interest

Other income / (expense)

EBITDA (Earnings before interest, taxes, depreoiati
and amortization) (1

Adjusted EBITDA:

EBITDA, as calculated above (
Non-cash sharbased compensation (
Non-cash asset impairment charges (4)

Adjusted EBITDA (1)

Operating Incom

Depreciation and amortization, excluding amortiz
interest

Other income / (expense)

EBITDA (Earnings before interest, taxes, depreoiati
and amortization) (1

Adjusted EBITDA:

EBITDA, as calculated above (
Non-cash sharbased compensation (
Non-cash asset impairment charges (4)

Adjusted EBITDA (1)

Three Months Ended May 31, 201!

Healthcare /

Home Nutritional
Housewares Environment Supplements Beauty Total
$ 11,18: $ 8,41¢ $ 262( $ 4,322 26,54
1,00¢ 5,06: 1,96¢ 2,31t 10,35¢
— — — 12C 12C
$ 12,19 % 13,48. $ 458t $ 6,757 37,01°
$ 12,19 % 13,48. $ 458t $ 6,757 37,01°
30€ 59t 303 857 2,061
— — — 3,00( 3,00(
$ 12,497 $ 14,07¢ $ 4891 $ 10,61« 42,07¢
Three Months Ended May 31, 201«
Healthcare /
Home Nutritional
Housewares Environment Supplements Beauty Total
$ 13,03 $ 8,717 $ — % 1,371 23,12
88¢ 5,23z — 2,38( 8,50(
— — — 29 29
$ 13,92 $ 13,94¢ $ — $ 3,78( 31,65:
$ 13,92 $ 13,94¢ $ — % 3,78( 31,65:
274 581 — 44C 1,29
— — — 9,00( 9,00(
$ 14,197 $ 1453( $ — % 13,22( 41,94°




HELEN OF TROY LIMITED AND SUBSIDIARIES

Reconciliation of GAAP Net Income and Earnings PeBhare (EPS) to Adjusted Income and Adjusted EPS (meGAAP)

(dollars in thousands, except per share data)

(Unaudited)
Three Months Ended May 31, Basic EPS Diluted EPS
2015 2014 2015 2014 2015 2014
Net income as reported (GAA $ 20,41 $ 16,39¢ $ 0.7z % 0.5€ 0.7¢C 0.5¢
Asset impairment charges, net of tax (4) 2,65¢€ 8,15¢ 0.0¢ 0.2¢ 0.0¢ 0.2¢
Subtotal 23,06¢ 24,55 0.81 0.84 0.7¢ 0.8¢
Non-cash share-based compensation, net of tax
2 1,742 1,16¢ 0.0¢€ 0.04 0.0¢€ 0.04
Amortization of intangible assets, net of tax 5,894 5,042 0.21 0.17 0.2C 0.17
Adjusted income (non-GAAP) (1) $ 30,70 $ 30,76: $ 1.08 $ 1.0€ 1.0€ 1.04
Weighted average shares of common stock us
computing basic and diluted earnings per share
(nor-GAAP) 28,52( 29,10t 29,08t 29,61¢

HELEN OF TROY LIMITED AND SUBSIDIARIES

Reconciliation of Fiscal Year 2016 GAAP Outlook foiGAAP Diluted Earnings Per Share (EPS) to Adjustediluted EPS (non-GAAP)
(Unaudited)

Diluted EPS, as reported (GAAP)
Asset impairment charges, net of tax (4)
Subtotal
Non-cash sharbased compensation, net of tax
Amortization of intangible assets, net of tax (3)
Adjusted diluted EPS (non-GAAP) (1)

Fiscal Year Ended February 29, 2016 (7

Quarter Ended
May 31, 2015
(Three Months)

Outlook for the
Balance of the

Fiscal Year

(Nine Months)

Outlook for the
Fiscal Year
(Twelve Months)

$ 0.7C $ 3.54 = $ 3.94 4.2¢ $ 4.64
0.0¢ — - — 0.0¢ 0.0¢
0.7¢ 3.54 = 3.94 4.3 4.7%
0.0¢ 0.1¢ - 0.2Z 0.2t 0.2¢
0.2C 0.62 = 0.64 0.82 0.84
$ 1.06 $ 4.34 - $ 4.7¢ 5.4C $ 5.8t
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HELEN OF TROY LIMITED AND SUBSIDIARIES

Notes to Press Relea

(1) This press release contains non-GAAP financial nmeas Adjusted operating income, adjusted incomjeisted diluted EPS, EBITDA
and adjusted EBITDA (“Non-GAAP measures”) that discussed in the accompanying press release beipreceding tables are
considered non-GAAP financial information as conpéated by SEC Regulation G, Rule 100. Accordinglg,are providing the preceding
tables that reconcile these measures to theirguoraling GAAP-based measures presented in our Gadeisnl Condensed Statements of
Income in the accompanying tables to the presaseleThe Company believes that these non-GAAP messapovide useful information
to management and investors regarding financialasihess trends relating to its financial conditmd results of operations. The
Company believes that these non-GAAP measuresnibination with the Company’s financial resultscegdited in accordance with
GAAP, provides investors with additional perspeetiVvhe Company further believes that the itemsusbead from certain non-GAAP
measures do not accurately reflect the underlyerfppmance of its continuing operations for theigas in which they are incurred, even
though some of these excluded items may be incamddeflected in the Company’s GAAP financial fesin the foreseeable future. The
material limitation associated with the use oflo@-GAAP financial measures is that the non-GAARsuees do not reflect the full
economic impact of the Company’s activities. These-GAAP measures are not prepared in accordance wWithFG are not an alternati
to GAAP financial information, and may be calcuthtiéfferently than non-GAAP financial informatiomsdlosed by other companies.
Accordingly, undue reliance should not be placedhomn-GAAP information.

(2) Adjustments consist of non-cash share-based corapen®xpense of $2.06 million ($1.74 million aftex) and $1.30 million ($1.17
million after tax), for the three months ended Mdy 2015 and 2014, respectively. Share-based casapen expense is recognized for
share-based awards outstanding under share-basgetasation plans.

(3) Adjustments consist of non-cash intangible asserimation expense of $6.81 million ($5.89 milliafter tax) and $5.26 million ($5.04
million after tax), respectively, for the three nlemended May 31, 2015 and 2014, respectively.

(4) Adjustments consist of non-cash asset impairmesntges of $3.00 million ($2.66 million after tax)da$i9.00 million ($8.16 million after
tax) recorded during the three months ended Map@15 and 2014, respectively, as a result of onuahevaluation of goodwill and
indefinite-lived intangible assets for impairmenihe non-cash charges relate to certain trademarntsriBeauty segment, which were
written down to their estimated fair value, detered on the basis of future discounted cash flowsguse relief from royalty valuation
method.

(5) Total tax effects of adjustments described in N@tésrough 4, for each of the periods presented:

Three Months Ended May 31,

2015 2014

Tax Effects of Adjustments
Non-cash shar-based compensation ( $ (319 $ (127)
Amortization of intangible assets ( (920) (217)
Asset impairment charges (4) (344) (845)
Total $ (1589 $ (1,189

(6) Includes three months of operations of Healthy @ioms, which was acquired on June 30, 2014, andwnths of operations of the
VapoSteam business, which was acquired on MarcBGgi5.

(7) The diluted EPS outlook is based on an estimataghtes] average shares outstanding of 29.00 mifbofiscal year 2016.
(8) The leverage ratio is computed as defined in th@@my’s revolving credit agreement, which is atofos:

Funded Indebtedness |
EBITDA (b) + Pro Forma Effect of Acquisitions (

(&) Funded Indebtedness: total debt plus the totarketf credit outstanding at the end of the repgnieriod.

(b) EBITDA: earnings before non-cash charges, intergense, taxes, depreciation and amortization esep@md share-based
compensation for the latest reported four conseeldiscal quarters.

(c) Pro Forma Effect of Acquisitions: for any acquisitj pre-acquisition EBITDA of the acquired businssghat EBITDA of the
acquired business includes the latest twelve mailing total.
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EXHIBIT 99.2
CORPORATE PARTICIPANTS
Jack JancinHelen of Troy Limited - SVP Corporate Business @raent
Julien Mininberg Helen of Troy Limited - CEO
Brian Grass Helen of Troy Limited - CFO
CONFERENCE CALL PARTICIPANTS
Bob Labick CJS Securities - Analyst
Jason GereKeyBanc Capital Markets - Analyst
Steph WissinkPiper Jaffray & Co. - Analyst
PRESENTATION
Operator

Good day, everyone, and welcome to the Helen of Tnmited First-Quarter FY16 Earnings call. Todag@nference is recorded. At this
time, 1 would like to turn the conference over to.Nlack Jancin, Senior Vice President Corporatérdss Development. You may begin.

Jack Jancin — Helen of Troy Limited - SVP Corporate BusinesgZelopment

Good afternoon, everyone, and welcome to Helerroy'$ first-quarter FY16 earnings conference cHitle agenda for the call this afternoon is
as follows. | will begin with a brief discussion fafrward-looking statements. Mr. Julien Mininbetige Company’s CEO, will comment on the
financial performance and key accomplishments efgharter, and then update you on areas of focusYft6.

Then, Mr. Brian Grass, the Company’s CFO, will eavithe financials in more detail and comment onGbenpany’s outlook for FY16.
Following this, Mr. Mininberg and Mr. Grass willka questions you have for us today.

This conference call may contain certain forwaroking statements that are based on managemententexpectation with respect to future
events or financial performance. Generally, thedsa@nticipates, believes, expects and other simiteds identify forwardeoking statement:
Forward-looking statements are subject to a nurabasks and uncertainties that could cause ar#teigh results to differ materially from actual
results.

This conference call may also include informatibattmay be considered non-GAAP financial informatibhese non-GAAP measures are no
an alternative to GAAP financial information, andyrbe calculated differently than the non-GAAP fioial information disclosed by other
companies. The Company cautions listeners notaoeplindue reliance on forward-looking statementeoarGAAP information.

Before | turn the conference call over to Mr. Minérg, I'd like to inform all interested parties tleacopy of today’s earnings release has been
posted on the Company’s website at www.hotus.cdm.&arnings release contains tables that recammileGAAP financial measures to their
corresponding GAAP-based measures. The releadeecaccessed by selecting the Investor Relationsrtahe Company home page, and thel
the News tab.

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

Julien Mininberg — Helen of Troy Limited - CEO

Thank you, Jack. Good afternoon, everyone.

Our first quarter marked a solid start for FY16sitioning us well to achieve our goals for the yé&aom a numbers standpoint, we reported a
double-digit increase in net sales, 10.8%, and gréjwsted earnings per share 1.9%, and that caspétel@ greater than expected impact from

foreign currency and the West Coast port disruption

The quarter was led by our Healthcare and HomerBnrient segment, driven by new product introdusti@relatively strong end to the cold
and flu season, and the VapoSteam acquisition. Sdgment was the one most impacted by foreign imeyreeadwinds.

The Healthy Directions acquisition contributed aftn$40 million to sales revenue. Our Housewaremseghad a $1.6 million sales decline ir
the quarter, as strong point of sale activity aea product introductions were offset by a shiftiming of customer orders and inventory lev
at several key retailers.




We reorganized and renamed our Beauty segmentefbrknown as Personal Care. And, while sales wewen year-over-year in Beauty, we
marked another quarter of progress towards stahiia. Overall, | am pleased to see our key initég gain traction, and believe we are on
pace to achieve the objectives we have set foyehe

We are progressing well on executing the severskeyegic priorities that guide our multi-year stormation. These were outlined in depth in
our Investor Day in May. Thank you to all for whitesaded. We were very much pleased to introducetg@mur Global Leadership Council, to
more of our products, to our culture, and to oanpl We spoke specifically about progress to dadetfze initiatives we are implementing to
further advance our strategic plan. | would encgeranyone who has not yet done so to listen togiplay that is available on the Investor
Relations portion of our website.

Today, I'd like to update you on how our strategiiorities have advanced in this first quarter. Ting strategy is to Invest in our Core. To
advance it, we're making prudent investments irettgyMng and launching new products, new got to-migpkans, and new marketing activities
for brands with leading positions and brands whih potential to grow market share.

During the quarter, we benefited from a numbereeoent product launches, including OXQO'’s innovatiesv GreenSaver product, which
shipped in the spring. GreenSaver has been extyensdl received at retail, and is also getting gg@ss. GreenSaver is a great example ¢
type of product that includes a higher margin comsibie, generating a repeat cycle and improvingpoofitability.

Consumables with repeat purchase cycles remaiy fokas area for the Company. OXO GreenSaver atmynillustrates the benefits of
increased collaboration across Helen of Troy, time with the expertise in activated carbon from BUR water filtration group supporting
OXO as they developed the product.

In addition, during the quarter, Healthy Directidasnched a new lung and bronchial supplement uitglbest selling brand, Dr. Sinatra.

We are investing behind new product developmenti@maches in Beauty, as we work to reinvigorate segment. We also invested in more
efficient brand building for Beauty by redirectingr marketing support towards higher payout vebibl@sed on a recent quantitative analysis
of marketing spend.

The second strategy involves Strategic, Disciplif&A. As many of you are aware, we closed two Vigkisalant transactions during the
guarter. We acquired the Vicks VapoSteam busindgsalso acquired a fully paid up license for thekéi VapoPad trademark, eliminating
future royalty expense on these products.

These transactions combined now the market leadicks devices that we have sold for nearly 20 yedtis additional consumables that
sweeten our mix at an attractive valuation. We wofhtinue to build upon our track record of aceeticquisitions, as we are constantly loo
at opportunities to expand in categories and geitgea where we believe we can develop leadershigahpositions, and carve out a
competitive advantage.

The third is focusing on Consumer-Centric Innovatid/e have talked in the past about our increaseasfon innovation, based on in-depth
consumer and competitive understanding. Duringytheeter, that focus manifested itself in four keges. First, we reorganized to deliver
product innovation in Beauty, as our consumer madsearch has uncovered promising opportunitiesosd, we added internal and external
product design capability for Beauty. Third, wenbefited from the new Braun thermometers, as theé antl flu season ended in the quarter.
Fourth, we announced the introduction of a premlinm of kitchen electrics under the OXO On brantj dbok forward to launching them in
the second half.

| am delighted to see OXO'’s first foray into eléxdr leveraging the Company’s expertise for eleatrappliances in Beauty, Healthcare and
Home Environment. As OXO enters this space, we hawkterrific collaboration with our shared senieams. Another example of shared
services adding value Company-wide.

Separately, during FY16, we have applied our previguccess in callus buffers now under the Dr. Bshwand name in North America,
which includes consumables, and are being marketddr a new distribution arrangement with goodltesu

The fourth strategy is to Upgrade our Organizaind People Systems. We have already highlighteddahsiderable amount of change
implemented in this area, including our Global Lexattip Council, as well as the promotion of protAsien of Troy leaders and the
recruitment of new talent into our organizatione Wave also rolled out our new compensation progdesigned to retain and motivate top
talent.

To help implement our people system strategy wdddwLisa Kidd has joined Helen of Troy as Glob&é&/President of Human Resources.
Lisa has a strong background in talent developnieigfiobalization of shared services and in pegygktems.

During Q1, we reorganized and renamed Personalifara global Beauty organization under recentitgdPresident, Leah Bailey. The
reorganization includes a significantly streamlirggroach to the retail and professional marketiies multiple sales and marketing
organizations, and also key support functions iaug such as finance, creative services and matkstipport.

The fifth is to Develop Best-in-Class Shared Sexsid_everaging the new leadership and best practieenow have in place, we are driving
improved warehouse efficiency and inventory manag@nirhe improvements in information technologyniifeed under the direction of our
new CIO are critical enablers to realize the effigly upgrades and cost savings in project FuetGFowth.






The sixth is to Attack Waste. During our Investaydn May, we outlined our Fuel for Growth initiei, in which we have identified at least
$10 million of ongoing savings opportunities witlshared services. $2 million of that was put ifte in FY15, and another $4 million is
being put into place in 2016. We are on track tuexe these goals. And as previously indicatedareereinvesting a portion of the savings to
grow our core, and to offset margin compressiomfforeign exchange.

And the seventh is to Improve Asset Efficiency amaintain our Shareholder Friendly Policies. Wediligently focused on maintaining a
strong balance sheet, and our inventory levels hawvained roughly in line with the prior-year perieven as sales have grown over 10%. We
are eliminating lower productivity SKUs in Beauand improving our working capital efficiency.

On the capital side, we effectively used our cagitiaicture to make acquisitions, and have nealgl down the debt incurred from both the
Healthy Directions and VapoSteam transactions. Wecantinue to use the strong cash flow generatibaur business and financial flexibili
of our balance sheet to invest in our core busifiegssearch for accretive acquisitions, and tbensider return of capital to shareholders.

We will also continue to proactively engage withiéstors and analysts. In fact, we will be presendhCJS’ New Idea Summer Conference
next week, and look forward to seeing those of wbo will be attending.

In summary, I'm very pleased with the strong woflHelen of Troy employees worldwide. These emplayaee implementing our strategies
with tremendous gusto. They are bearing fruit, pmiding the Company on a path to sustainably detiwe long-term targets.

Our FY16 guidance remains unchanged. And our lengr-targets include organic revenue growth of 2%%oper year, average margin
expansion targeted at 30 to 40 basis points pet gad organic adjusted diluted EPS growth targetith per year.

And with that, | would like to turn our call oves Brian Grass, our CFO.
Brian Grass — Helen of Troy Limited - CFO
Thank you, Julien. Good afternoon, everyone.

Before | begin discussing our first quarter FY18ulés, | would like to briefly touch upon foreigarcency. We discussed this in depth on our
fourth quarter call, and | think it warrants revigéwday, given the significant impact it began todat the close of FY15, and the expected
impact for the full year in FY16 we have previouplpvided.

As we discussed in detail on our fourth-quartel, tia weakening of foreign currencies againstUisedollar affects our Company’s results in
several ways. First, when the dollar strengthdngediuces our US dollar reported net sales, opgratticome and net income. However, unlike
some other multinational companies, most of oura@ng is done in the US dollar. So there is litdeno reduction in our reported cost of go
sold when foreign currencies weaken.

Further, a large portion of our EMEA operating exges are denominated in the Swiss franc, whicheapied fairly significantly as other
foreign currencies were weakening. This resulteltigimer US dollar reported operating expenses fioiGpmpany in the first quarter, compe
to the same quarter last year.

We also provided a rule of thumb when thinking atibe impact of foreign currency fluctuation on Eielof Troy’s results. For every $1
fluctuation in net sales from foreign currencyasch as $0.60 to $0.70 could fall to operating mealepending on the mix of currencies and
their relative volatility against the US dollar.

Second, there is also an impact from the settlemieinansactions and the remeasurement of the Coytgpmonetary assets and liabilities
denominated in foreign currencies, which is recdritleSG&A, as is the impact of settlements of aagding transactions that the Company
may enter into. We attempt to mitigate the impddbreign currency fluctuations through price inases. But our ability to take price increase:
is limited by market conditions, and we often apé able to pass along the full impact. We also wersorward contracts to hedge against
exchange rate risk.

So with that, | would like to start by highlightirige impact that foreign currency had on our rasfalt the first quarter. Foreign currency
exchange rate fluctuations reduced our reportedales revenue by approximately $7.7 million, &2 year-over-year. The impact was
slightly worse than assumed in our FY16 outlook thukirther weakening in the average Euro and Maxigeso exchange rates during the
quarter. We also had net foreign exchange loss$8&3,000 recorded in SG&A for the first quarteiFdf16, compared to a $30,000 loss in the
same period last year.

Now moving to my discussion. Overall results werdirie with our expectations, despite several héadswnot included in our outlook. First,

| mentioned, the drag from foreign currency waghgly worse than expected. Second, the West Caaistlisruption adversely impacted sales,
mostly in our Beauty segment. And lastly, we exgreced an estimated $1 million shift in Housewaeggrent customer orders out of the first
guarter and into the second quarter. These faaters offset by sales growth in our Healthcare H&meironment segment despite a currency
drag of $5.2 million, and the results of a favoeafsiargin mix within the segment.
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Now moving on. Consolidated sales revenue was &.834illion for the quarter, a 10.8% increase dheryea-ago period, which includes a
decline in our core business of $6.5 million or%a.for the quarter. The decrease in core busindss sgvenue includes the negative impact of
$7.7 million or 2.5% from the foreign currency ftuations referred to previously.

As Julien touched on, our Healthcare Home Enviramtreegment achieved growth of 0.4% despite a fareigrency headwind of $5.2 million
or 3.6%. The VapoSteam acquisition added $650,08@les for the two months of operations includethe quarter. The VapoSteam busines
is highly seasonal, and is expected to peak irttotd fiscal quarter, so the sales included inftret quarter are not indicative of annualized
results.

The Housewares segment decline of 2.4% was priynduié to a shift in the timing of customer order®ithe fourth quarter of FY15 and into
the second quarter of FY16, as well as inventojysachents at several key retailers. Poinsale activity continues to be strong, and we be
these impacts in the first quarter are temporary.

Healthy Directions contributed $39.4 million in aslduring the quarter. While we did experiencelessdecline in our Beauty segment of 4.7%
or $4.9 million, approximately $2.2 million or 2.166the decline was due to foreign currency. Selese also adversely impacted by the West
Coast port disruption. The dispute ended in Felgruart the resulting backlog had an impact on ast-fluarter results. Delivery times appear
to have normalized in our second quarter.

Consolidated gross profit was 41.5% of net salesypared to 38.3% of net sales in the first quartétY15. The 3.2 percentage point
improvement was primarily due to three months adrations of the Nutritional Supplements segmert,the recent acquisition of VapoSte:
which had a combined favorable impact of 4 perapgnfaoints on the consolidated gross profit mar@imss profit margin in the core business
declined by 0.8 percentage points compared toahegeriod last year, primarily due to the negativeact of foreign currency fluctuations
yearover-yeatr.

SG&A was 32.9% of net sales, compared to 28% ofalets for the same period last year. The increaseprimarily due to a higher relative
SG&A ratio in the Nutritional Supplements segmaevtijch increased the SG&A ratio by 4.2 percentagatpoThe SG&A ratio in the core
business, excluding Nutritional Supplements andd&eam, increased 0.8 percentage points, prinduidyto higher advertising, marketing
and product development expenditures, higher year-gear net foreign currency exchange losses 80 ®0, and higher compensation
expense.

Operating income was $26.5 million, and includes-oash asset impairment charges of $3 million. Thrmgares to operating income of $2
million in the same period last year, which incldden-cash asset impairment charges of $9 milhaljusted operating income, excluding
non-cash asset impairment charges, non-cash ibler@gset amortization expense and non-cash shasstitompensation, was $38.4 million
compared to $38.7 million in the same period l&stry Adjusted operating margin was 11.1% compard®@14% in the same period last year,
primarily reflecting the drag from foreign currency

Income tax expense as a percentage of pretax ine@ed 4.2%, compared to 17% for the same periadéas. The year-over-year
comparison of our effective tax rate was primairfypacted by shifts in the mix of taxable incomeur various tax jurisdictions.

Net income was $20.4 million or $0.70 per dilutédre on 29.1 million weighted average shares aqudstg. This compares to net income
the first quarter of FY15 of $16.4 million or $0.pBr diluted share on 29.6 million shares. Adjustedme was $30.7 million or $1.06 per
diluted share, compared to $30.8 million or $1.84 diluted share for the first quarter of FY15.

Now moving on to our financial position at May 2D15. Accounts receivable was $210 million, compace$217.4 million at the same tir
last year. Receivable turnover was 57.1 days coedp@r63.2 days at the same time last year, reftptite favorable impact of Healthy
Directions which collects the majority of its reuenbefore product is shipped to the customer.

Inventory was roughly flat at $299.3 million comedrto $293.1 million at the same time last yearianllides $8.1 million of inventory from
Healthy Directions that was not in our inventorydoae last year. Inventory turnover remained fte®2.Z compared to the same period last

Total short and longerm debt increased to $438.8 million at May 311,26ompared to $425.7 million at May 31, 2014. ifteeease primaril
reflects borrowings incurred in conjunction witletacquisitions of Healthy Directions for $195.9lil and VapoSteam for $42.8 million,
largely offset by net repayments of almost $226ioml We ended the first quarter with a leverag®raf 1.97 times, compared to 1.93 time
the end of the fourth quarter of FY15.

Now I'd like to turn to our outlook for FY16. Please adhat we have provided a reconciliation of FY 16jgcted GAAP diluted EPS to non-
GAAP adjusted diluted EPS in our earnings relessedd this afternoon. As we discussed, resulth&first quarter of the fiscal year were in
line with our expectations, and we are maintairangoutlook for the full FY16.

We continue to expect consolidated net sales reventhe range of $1.485 billion to $1.536 billiand GAAP diluted EPS in the range of
$4.33 to $4.73. This includes projected sales aAdsdiluted EPS from the VapoSteam acquisitiorhi@ tange of $10 million to $11 million,
and $0.03 to $0.08, respectively, for the 11 moirthkided in our FY16 results.

On a segment basis, for FY16, we continue to exgades growth for Housewares and Healthy Directtorize in the mid-single digits, and for
Healthcare Home Environment to be in the low simliggts. For Beauty, we continue to expect to sealas decline in the low to mid single
digits.






We continue to expect consolidated non-GAAP adiudtiited EPS to being the range of $5.40 to $5:88¢h excludes after tax non-cash
asset impairment charges, noash share based compensation expense, and inéaagiiet amortization expense. This includes asjudifutec
EPS for VapoSteam in the range of $0.04 to $0.1 klpare.

Our FY16 outlook assumes foreign currency exchaatgs for the balance of the fiscal year will remati current levels. This is expected to
negatively impact the annual year-over-year netssedvenue by approximately $28 million, full yeat income by approximately $17 million,
and full-year earnings per share by approximatél$$. We expect our FY16 effective tax rate to embgtween 14% to 16% on an annual
basis.

The diluted EPS outlook is based on an estimateghted average shares outstanding of 29 milliortHerfull FY16. Further outlook assumes
that the severity of the cold/flu season will bdime with historical averages. As a reminder, st recent cold/flu season was above averag

The likelihood and potential impact of any FY16 aisitions other than VapoSteam, further asset impant charges, future foreign currency
fluctuations including any potential currency deaalon in Venezuela, or share repurchases are wnkaod cannot be reasonably estimated.
Therefore, they are not included in our sales amdiegs outlook.

As a reminder, in FY15, the Company benefited feomafter tax gain of $0.24 per share from the ammemd of a license agreement, an after-
tax decrease in product liability estimates of $Q@r share, and tax benefits of $0.15 per shateatle not expected to repeat in FY16. These
items negatively impact the year-over-year comparisf adjusted diluted EPS to FY16 by a combined40As mentioned, the year-over-year
comparison is also negatively impacted by the extthforeign currency impact of $0.59 in FY16.

Finally, we believe our FY16 guidance reflects &beed approach with respect to investment in deggrowth and maintaining healthy
margins. Our guidance reflects planned incrementaistments in market research, innovation, newlyecbdevelopment and marketing and
advertising of over $15 million. As we did on ooufth-quarter call, | would like to reiterate thee continue to expect higher marketing and
advertising spend as a percentage of sales inrthidnalf of the fiscal year in support of key bdarand growth initiatives leading into our peak
selling season.

And now I'd like to turn the call back over to Jrifor some closing remarks.

Julien Mininberg — Helen of Troy Limited - CEO

Thank you, Brian. Overall, a good quarter, and @dgstart to the fiscal year. We are growing thdrimss, improving the organization and also
the culture. We are making good progress execuatimgnulti-year transformation strategy. And we @am to invest in our business to drive
product innovation, demand and long-term growthelleve we are on track to achieve these objectias we have set for ourselves in the
current fiscal year and also our long-term targets.

With that, I'd like to turn the call over to the eqator to begin the question and answer portion.

QUESTION AND ANSWER

Operator

(Operator Instructions)

Bob Labick, CJS Securities.

Bob Labick — CJS Securities - Analyst

| wanted to start with OXO. Thank you for the exp#don on the timing of sales. You have a buncéxaiting launches coming up in the
second half in electrics, as you mentioned, anéWwakes. Could you talk a little bit about the tigniof sales for those, when those might roll
in?

And then also, can you talk about the marketintyftnk, Brian, you just alluded to it at the endlkrabout the timing of marketing, if that was
part of the delta in the margin that we saw in DXO.

Brian Grass — Helen of Troy Limited - CFO
Yes, sure. | guess we will hit the second part 6fst, and then, Julien, maybe you want to toanhthe timing on the introductions.
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So, yes, there is incremental investment that ésioing in the first and second quarters. Largelgupport of key initiatives in our peak selling
season in the third and fourth quarters. And seeafried to point out at the end of Q4 and alsthanInvestor Day, that the margins would be
compressed slightly in the first and second quaisra result of that incremental spend. And therbéenefit of that spend occurs in the third
and fourth quarters. So, there is a little bit mgwend as a percentage of sales in the first inatf there would be in the second half. Does that
answer your question?

Bob Labick — CJS Securities - Analyst
Yes, absolutely.
Julien Mininberg — Helen of Troy Limited - CEO

Yes, and on that spend. Bob, we are beefing upX® website, beefing up the product knowledge |®féh-store reps, places like Bed, Bath
and others. As | think you yourself saw in the potd pans, we wanted to make the store level fotkierstand more of those new pots and
pans, and that will pay off as we bring other neadpcts to them in the back half.

And on your question about launch timing, we asnping to be in the market with the electrics ingifor this holiday season, so think late
shipping. And in the case of the bakeware, it'stke too soon to get the detail on that one, l&t & the back half of our fiscal year.

Bob Labick — CJS Securities - Analyst

Great. And then jumping over to the HHE. Sales vegrige strong, | think, despite the FX, and | thbugou had a pretty tough European fan
comparable, if | remember. Can you just talk agslittle bit about some of the drivers on the séiese?

Julien Mininberg — Helen of Troy Limited - CEO

Yes. Appreciate that, and appreciate you recoggittie tough base and the history. So, growing thagrbase is always impressive. And as
Brian mentioned, they climbed over 3.5 points a&fgn exchange related. | think it was the $5.8ioml— $5.2 million, sorry that he
mentioned. So, bravo.

The thermometers helped a lot. So, you remembénthdas those three new thermometers in the markBraun. We got benefit from that
the cold and flu season, which was above averagethe last of its strength period, which tradiibnhappens in March and April. So,
squarely in this quarter, so they got the bendfibat.

They also got the benefit — while fans weteheir strongest piece of other parts of that iess, holding on strong. And then in the casee
growth, to grow over that historical base, not lsaldby. Health and Home has a lot of good stuff mdaifor the rest of the fiscal year. We have
got new professional thermometers coming onlineahdr good drivers. So, we are optimistic.

And as you've seen from our Investor Day and oth&escontinue to be a very strong share performdradso a market share grower in air
purifiers. And we're putting plenty of power behiadr Pur water filter business to pump that onasipvell.

Bob Labick — CJS Securities - Analyst

Great. And then on Healthy Directions, the salesevmice. We obviously haven't seen a previous Qardihs were down, | think probably
marketing related. Could you just talk about whgye expect those margins to be over a full-yeaishasd if this is a typical marketing spend
quarterly margins for Healthy Directions?

Brian Grass — Helen of Troy Limited - CFO

Yes, | would say that this quarter is not typic@thwespect to margin. You saw a decline sequéytialthe margin compared to what we have
for the eight months in FY15. And you're correcattthat’s largely due to promotions and developnoéiite online business in that channel.

And we are doing some advertising around diregionse. And we're also doing some things where wireget new customers, we’offering
promotions, free product, to get on auto deliv&y, what you are seeing is a little bit of a doublpact of the cost of acquiring the customer,
but then also the reduction in sales through tenption. So, that is causing a little bit of conggien in margin. But we believe there is a
future pay off in increasing the customer buyer &ihd then also getting them on Healthy Directi@ws.this is not typical on an ongoing basis,
the margin should be — the operating margin shbaldomewhere between 11% and 13%. So yes, thdtdshgarove on a go-forward basis.
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Julien Mininberg — Helen of Troy Limited - CEO

On your growth question for Healthy Directions, lghive have not published year-over-year comparidwengen’t anniversaried it, we can say
that it is growing. It's growing in line with ouxpectation. It's growing faster than any other segtrin the Company, and that's exactly what
we were expecting.

| can also say that on this margin period-to-pestdf that Brian is talking about, as we say im 0-Q, we are expecting Healthy Directions
warehouse consolidation project to come onlindhétiack half of the fiscal year. And that is orckraxecution-wise, and that will be a margin
help for Healthy Directions and also helps spreadesoverhead around the Company.

Brian Grass — Helen of Troy Limited - CFO

And, Bob, I'll just make one more point. The HeglDirections, or the Nutritional Supplement segmebsorbed $750,000 of allocations that
it didn’'t have previously. So that's also a dragtlo® margin.

Bob Labick — CJS Securities - Analyst

Great. Appreciate that. I'll jump back in queue detdothers go, but look forward to seeing you neaek at our conference. Thanks.
Julien Mininberg — Helen of Troy Limited - CEO

Yes, thanks. That will be great.

Operator

Jason Gere, KeyBanc.

Jason Gere — KeyBanc Capital Markets - Analyst

| actually missed part of Bob'early question on OXO. The first question | waig ask, in terms of the inventory adjustments$ yloa saw ot
there, if you can provide any color on that.

And then in general, you were talking about som#hefA&P spending being higher in the first halivds just wondering about with OXO On,
what you might be planning for the back half of yte@ar, how big of a rollout will that be? And thiehave an additional question.

Julien Mininberg — Helen of Troy Limited - CEO

Yes, let me start and then I'll turn it over to &mion the inventory one. Because you missed, sadihsure which part you missed. So just to
reiterate, OXO, you probably remember, had a veong Q4 at the end of FY15. And there were sevaitliibn dollars of sales that were tal
into that period. In addition, there was about $llion of sales that pushed from Q1 now into Q2wssire enjoying that benefit as Q2 gets
rolling. All that said, those are $4 million out@fL, and that is reflected in the OXO top line nemb

The inventory side at the customer level, also ictgd Q1, specifically to your question. And we d@k a couple of customers making
adjustments at that inventory level. That saidagéedon’t be concerned. We are seeing very str@®)I®, or point of sale, at the shelf level
for OXO in line with or even a little ahead of OXghistorical growth rate. So, we see that as tiagentory, not in any way a softening in
consumer demand, which is in fact a little bit sger than what we have seen historically.

And in terms of the spending side, we are spendingnd again, | don’t know which parts you heard,ame spending a bit on improving the
website of OXO, taking eCommerce to the next lew’re spending a bit on in-store product knowledfelerks at the store level, because
we’'re bringing new categories online and have nempetitors to differentiate our products againsarigas like pots and pans, now in the
GreenSaver type of product and soon enough inl¢utries.

And then we are investing significantly in prepario launch our new products on OXO such as balkewaad also the electrics themselves.
these are the kind of the things where the mongyiisg. And in terms of what it sets us up fors bur expectation that we will see the benefit
of those as the consumer demand continues, as @Kthaes its proven recipe of maxing out storeeims of distribution. Then adding new
categories, and ultimately, also growing internadio And that has been a good recipe for OXO fonyngears.
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Jason Gere — KeyBanc Capital Markets - Analyst

And then just adding on on OXO, so you guys altk stihave been absent with one obviously lardailer. And | was just wondering if you
could talk a little bit about any possibility ofvisiting that relationship where you sell otherguots, but just not OXO at this point?

What weve seen in HPC is that some brands that have seletthere before are finding ways to sell maykmager price point version of the
product to cater to that customer. So, | was jumtdering, just broadly and obviously not tippingiytat, but just what are you open to that
relationship? And is there an opportunity for iraed distribution if you were able to proceed it one retailer?

Julien Mininberg — Helen of Troy Limited - CEO

Yes, | understand. First of all, starting off, yane talking about our biggest customer and onbefargest retailers in the world. And first of
all, we deeply respect them. We have a very lagggionship with them that cuts across most ofppoduct lines, and we consider them an
exceptional customer and partner across all thmésses that we do with them.

As we consider the positioning of all of our bran@XO tends to be in the premium end of thingsivse categories. And while we do have a
one click-down price point line in the SoftWorkshieh we sell for example at Target. It is not quention to introduce a yet lower line to go
further in mass, and it's not our intention to kitea distribution in that part of the mass chanlaege though it may be.

It is our intention to continue working the premi@md of OXO. You can see that with the electriosu’Ye probably seen the price points are
as high as $299, and that's obviously a differeginsent and a different type of consumer that wbulg products at the very high end of those
categories.

And all that said, differentiation is the magic WoAnd we are always working very hard to fight efimnmoditization, and that works against
the area that you are talking about. So differéiotia premium, and category expansion, internatignawth, we think that’s the better recipe
and the appropriate one for the OXO brand.

Jason Gere — KeyBanc Capital Markets - Analyst

Okay. No, | appreciate your candor on that. Anchtfust the last question, as you think about theAvEavironment. Obviously, you are now
anniversarying Healthy Directions and that's novngdo be part of the organic sales base. And lisyal guys are good for a good sizable
bolt-on acquisition.

So as you think about M&A and the use of the caghwhere your leverage is right now, do you thindrenabout additional, smaller, adjacent
tuck-ins like you did with the Vicks acquisitionattiyou did a few months ago? Or is there stilly@as think about the portfolio, think about a
bigger global scale as other HPC companies arethioking.

Is there room to do maybe another leg in the pliotfto get further scale and maybe this would lmrerfuel to the fuel for growth cost savings
opportunity growing longer term? | know you talkagbut this is the Analyst Day, but | was just wamalg, any updated thought and just what
you've seen in the landscape right now from an M&Agperctive? Thank you.

Julien Mininberg — Helen of Troy Limited - CEO

Sure, thanks, Jason. A very good interesting queséind a good one. And yes, we have seen. Weareasuisitions like the Armor All one
from our friends at Spectrum. Everyone, I'm sueey $n the newspaper the announcements today wgdrdeo Cody. And so those are big
moves.

If you look at our own history, what you'll seelisth the types of acquisitions that you're talkatgput conducted within the last 12 months.
Meaning both bolting on a new leg, that was vitaamd mineral supplements under Healthy Directiang, that was a, | don’t know if it is a
bold, but nonetheless moving far into a new aresistent with our overall healthcare business. Wigmow roughly a third of the Company.
And so a big bolt on and a big new leg.

You have also seen us go tuck in. Adding the higingim consumable under Vicks around the Vapo-Staanthose VapoPad license buy out.
And so we're able to do both. It is strategic ferta do both, and we have done both.

And in terms of our balance sheet, you have heaighBalk about our debt ratio now coming down urglémes. And if you project our cash
flow forward, what you’ll see is the ability to hagignificant balance sheet flexibility to makegkacquisitions, should we choose to, or also
other smaller ones.

And then rewinding just for a moment to InvestoryDat string of pearls approach that we talkeauab think we went out of our way to te
about the string of pearls has to be strategicnimegaalong the line of pearls. But nonetheless,tare different size pearls in it. And ending
on strategy, multi-size, some bolt-in,




some tucking into our existing businesses and bodting on new legs. I$ all available. Jack Jancin, who is here withagsy, spends much
his time combing through that. And | can assure tyat he and | are in constant contact on oppdstafter opportunity and we are literally
visiting, looking, trying all of the different waythat appeal to us. When we find just the rightié will grab it.

Jason Gere — KeyBanc Capital Markets - Analyst
Great. Thank you very much, guys.

Operator

Steph Wissink, Piper Jaffray.

Steph Wissink — Piper Jaffray & Co. - Analyst

| just want to follow-up on a comment that you maelgarding the M&A to Jason’s question regardirggecbhnsumables specifically. Could you
just talk a little bit about some of the categotiest you look at broadly as having that consunmsablement that would be attractiv

And then just as a follow-up to that, can you resniis about some of the plans around the integrafisome of the consumables businesses?
Do they need to tie back to an existing businesis that a characteristic that you're looking fming forward as you think about capital
deployment?

Julien Mininberg — Helen of Troy Limited - CEO

Interesting question. Let me speak just broadlyuabonsumables for a moment. There’s two basicsyeere’s products like you see in our
personal care products area, Infusium 23, Brute Setrcetera, where the intention of purchasingtbduct is to consume it and then repeat th
purchase cycle, hopefully as a loyal user, conlstaxpanding the facings in your medicine chesbathroom, wherever the product may be
used. And those types of products have been apattr portfolio for a long time.

We are also adding now increasingly consumablgsyihavith devices. So think printers and cartridge®l thats where the VapoSteams of-
world come in. In the case of that type of consumabu saw us buy in that space close in to youmtpand not a huge new reach. But also to
Jason’s comments about Healthy Directions, you sdsowith that the other kind of consumables uttkalthy Directions where in this case,
the device is your body and the consumables arprtighucts that you're buying to constantly replartise vitamins and mineral
supplementation of your health system. And in theecof both the point is, we have pursued bothyTééoth on strategy for us.

In the case of the cycles and how we look at itJoed for the margins to be significantly above i@age for the category that they are playing
in. We look for leadership as a brand name, Viaid ldealthy Directions both passed those tests flyitig colors. You see the very high
margins on Healthy Directions, in the 70% rangthatgross margin, and you see it above averaggsfon the bottom line as well.

And while we have not publicly disclosed the VidkapoSteam margins, they’re not so different. Anthia case of the ability to grow them,
we look for them to grow faster than the devicesrbelves and we look for them to be in categohiasthemselves are growing faster. And
Healthy Directions and VapoSteam passed both ttlaste as well.

And then in terms of the growth, there is a magathamatical fact about high margin consumables cWisi that as the installed base of
devices increases, like, think razor handles, eyeay there’s more and more handles out there, amwemore printers, the natural
accumulation of the people able to buy the car&sdgr our consumable products just grows mathealigtiSo, there’s a bit of a math friend in
that area. So, that is the underlying strategieldgs the math for it, and it's also the behavibat we’ve done.

And in terms of which categories, we fairly opempe honest. It's amazing the range that we'veddokt. And to the point before about string
of pearls, whether they are bolted on or tucketg:ve looked at both kinds, and we've bought bdtids, and we continue to do that. And
that's our M&A approach.

It has to feel right, though. And we won't just bitippecause it has that model, we will buy it bessawe think we are able to make it better anc
then use our shared services platform to take @attar scale it up.




Steph Wissink — Piper Jaffray & Co. - Analyst

That's very helpful. Thank you. Just two follow-gpestions, more related to the reported P&L. Cantgtk a little bit about (technical
difficulty) spend, and where we are in that migratfrom a holding company to an operating company?

How should we think about the progress in the nmeagid leverage area? And then also as a followdul@n, | would like to hear your
thoughts on the beauty business. How are we trgckiow are the milestones looking there, what ghad think about in terms of benchma
here over the next 6 to 12 months? Thank you.

Brian Grass — Helen of Troy Limited - CFO

Yes, this is Brian. | will talk about SG&A a littleit. | would say that our SG&A ratio for the quarts higher than you would expect on a
normalized basis and | think that would be expebtegiou. As we tried to call out, there are adwamy and promotional and the product
development costs incurred in the quarter thatletefit future quarters.

So, | think the way we’ve tried to picture thispart this in perspective for you guys is on ann@aljznore on an annualized basis, not a quarte
to quarter basis. And | think what we’ve set fa thng-term targets still remains true, which is 89 to 40 basis points of improvement in
operating margin.

And the cost savings that we have outlaid or ackdat for you guys, some of that being returnethtobottom line, but some of that being
pumped back into the business for future growthth@bis the way that | would layout margin expansind the SG&A costs.

Julien Mininberg — Helen of Troy Limited - CEO

A quick build on SG&A, and then I'll talk about ypBeauty question. Remember Healthy Directionstdbyery nature, has higher SG&A.
And nonetheless, higher margins than the averagthédoCompany on the bottom line, just becauseenelfilling the orders. There is no
retailer in between.

The marketing and new product development investsritbiat Brian was talking about, both in the scaipd his comments now, speak to a bit
higher SG&A in this first half of the year as a gamtage of the sales which are at their seasowagbdint, so there is just a bit of math there.

And then remember the FX comments, as we incurxpdreses in foreign exchange, such as Swiss frargrope, the sales come in at a Ic
dollar translation as they come back to us fronogufAnd nonetheless, our dollars go out the doexpense in Swiss francs, so that is a do
whammy effect. So, those are the things that | diald as built on the SG&A front.

And in the case of the Beauty progress, a lot® fiere. We're taking all those key areas thawehmentioned a few times, and | will touch
each of them here. But before | do, I'll just ste quarterly progress is looking pretty good.dtiytake that 4.7% that Brian talked about in
terms of decline, first of all, it's in line withus mid single-digit target that we said for the ygaterms of the decline rate in Beauty. As we try
to get back to flat, remember that was an 18 mglde path.

And if you look at the impact of foreign exchangdjch | believe was about 2% of that 4.7%, as @&slthe port strike — sorry, port labor
disruption, which largely impacted beauty more tbanother businesses. Those were headwinds @ 78@, and nonetheless, the 4.7% in line
with our projection. So, we found that aspect enaging.

I'll also say that if you take the last couple efagters together, the last two quarters of last gad the first quarter of this year. That is three
a row at this point, and you compare them, for earrto the first half of last year where you samwsg double-digit declines, you can see a
deceleration. And that's why | say progress towaeseleration, despite the minus 4.7%. So, thassthe comparison and the math and the
trend of it.

And then you take the other aspects like packagiag, product development, quality, marketing areddther areas that we’'ve outlined as the
elements of stabilization and we have excellengpass in all of them. If you go to the shelf, ybsie increasingly better products coming
online. If you look at our quality, we are makingamingful improvements in some key products. Angbif look at our packaging, you'll see
much better branding.

You will see fewer SKUs that are more appropriatetfie assortment that our consumers want andetaiters will support. And you'll see
more statement of benefits, and just better brandinthe package. Better brand blocks, et cetera.

And then if you look at the work being done in ngseduct development, while we haven't put new Beaubducts onto the market, it is only
been a few months since we started that effortethee several that are soon coming to the mafketcannot wait to share them with you as
soon as they shipped.

And we are seeing nice customer reception at théngghase. So, it is nice to see a real innovabeing grabbed by customers. When it's on
shelf, we’'ll talk all about it and hopefully seesgll through nicely.
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And then as an example that did ship in the lagplof quarters is that callus buffer under Dh@Ls that also has the high margin
consumable model. We're distributing that througlsale distribution agent, and it is just sellingllwSo, there is a lot of examples in Beauty
progress. That said, plenty of headwinds.

And then lastly, the reorganization that we tallkbdut here on the call today is significant. Weéhamified multiple retail sales and marketing
organizations. We've kept our professional orgaimreseparate, but nonetheless, unified the ethaitwith the general market part within
professional. And we have put a shared serviceggingithin Beauty in things like sales, marketingsefry, finance, marketing services, ar
few other creative services, a few other aspeetsalfow us to take a bit of cost out and to haas Isilos within that area. So, lots of progress
would be my long answer.

Brian Grass — Helen of Troy Limited - CFO

Steph, just one more point going back to the SG®&&. had multiple impacts to sales in the quartemericy, the West Coast port thing, and
then the shifting of orders from OXO which obvioushpacts our operating leverage, and makes our/&S@&gio look higher for the quarter.
So, it will naturally be higher because of thosergs. But as those normalize and we get more arraalized sales pattern for the year, you
should see the SG&A ratio decrease.

Steph Wissink — Piper Jaffray & Co. - Analyst

Thank you. That's very helpful, guys. AppreciateBiest of luck.

Julien Mininberg — Helen of Troy Limited - CEO

Thank you.

Operator

(Operator Instructions)

There are no other questions at this time.

Julien Mininberg — Helen of Troy Limited - CEO

Thank you very much, everyone, for joining our @adtl for your continued interest in Helen of Tragd especially for your support. We are
looking forward to speaking with many of you in tt@ming day and weeks and updating you on our seqaarter results in October. And
with there being no further question, thank you hade a wonderful evening.

Operator

Ladies and gentlemen, that does conclude todagseptation. We do thank everyone for your parttepa
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