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Item 2.02    Results of Operation and Financial Condition.  
   

On July 9, 2015, Helen of Troy Limited (the “Company”) issued a press release announcing the results for its first fiscal fiscal quarter 
ended May 31, 2015. Additionally, on July 9, 2015, the Company held a conference call discussing its results for the same period 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”, “estimates”, “believes”, “expects”, “plans”, “may”, “will”, “should”, “seeks”, “project”, “predict”, 
“potential”, “continue”, “intends”, and other similar words identify forward-looking statements. The Company cautions readers not to place 
undue reliance on forward-looking statements. The Company intends its forward-looking statements to speak only as of the time of such 
statements, and does not undertake to update or revise them as more information becomes available. 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, 2015 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, the departure and recruitment of key personnel, the Company’s ability to deliver 
products to our customers in a timely manner, the costs of complying with the business demands and requirements of large sophisticated 
customers, the Company’s relationship with key customers and licensors, our dependence on the strength of retail economies and vulnerabilities 
to an economic downturn, expectations regarding acquisitions and the integration of acquired businesses, exchange rate risks, disruptions in 
U.S., European and other international credit markets, risks associated with weather conditions, the Company’s dependence on foreign sources 
of supply and foreign manufacturing, risks associated with the availability, purity and integrity of materials used in nutritional supplements, the 
impact of changing costs of raw materials and energy on cost of goods sold and certain operating expenses, the Company’s geographic 
concentration of certain U.S. distribution facilities, which increases our exposure to significant shipping disruptions and added shipping and 
storage costs, the Company’s projections of product demand, sales, net income and earnings per share are highly subjective and our future net 
sales revenue and net income could vary in a material amount from such projections, circumstances that may contribute to future impairment of 
goodwill, intangible or other long-lived assets, the risks associated with the use of trademarks licensed from and to third parties, the Company’s 
ability to develop and introduce innovative new products to meet changing consumer preferences, increased product liability and reputational 
risks associated with the formulation and distribution of nutritional supplements, risks associated with adverse publicity and negative public 
perception regarding the use of nutritional supplements, trade barriers, exchange controls, expropriations, and other risks associated with foreign 
operations, the Company’s debt leverage and the constraints it may impose, 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 a number of 
new government regulations as a result of adding nutritional supplements to the Company’s portfolio of products, the risks associated with tax 
audits and related disputes with taxing authorities, potential changes in laws, including tax laws, and the Company’s ability to continue to avoid 
classification as a controlled foreign corporation.  
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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  
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Exhibit Number  
   Description  

99.1  
   

Press Release, dated July 9, 2015  
99.2  

   
Text of conference call held July 9, 2015  



   
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.  
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HELEN OF TROY LIMITED  

      
      

Date: July 14, 2015  /s/ Brian L. Grass  
   

Brian L. Grass  
   

Chief Financial Officer and Principal Financial Officer  



   
Index to Exhibits  
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Exhibit Number  
   Description  

99.1  
   

Press Release, dated July 9, 2015  
99.2  

   
Text of conference call held July 9, 2015  



EXHIBIT -99.1 
   

Helen of Troy Limited Reports  
First Quarter Fiscal Year 2016 Results  

•       Delivers First Quarter Revenue of $345.3 Million; GAAP Diluted Earnings Per Share (EPS) of $0.70  
•       First Quarter Non-GAAP Adjusted Diluted EPS of $1.06, In-Line with Company Expectations  

•       Company Continues to Expect Fiscal Year 2016 GAAP Diluted EPS in a Range of $4.33 to $4.73 and Fiscal Year 2016 Non-GAAP 
Adjusted Diluted EPS in a Range of $5.40 to $5.85  

   
EL PASO, Texas, July 9, 2015 — Helen of Troy Limited (NASDAQ, NM:  HELE), designer, developer and worldwide marketer of consumer 
brand-name housewares, healthcare/home environment, nutritional supplement and beauty products, today reported results for the three-month 
period ended May 31, 2015.  
   
Julien R. Mininberg, Chief Executive Officer, stated: “We had a solid first quarter positioning us well to achieve our annual goals.  The quarter 
was highlighted by a double digit increase in revenue and growth in adjusted diluted earnings per share, in line with our expectations, despite a 
greater-than-expected impact from foreign currency and the West Coast port disruption.  Leading our quarterly performance was our 
Healthcare/Home Environment segment driven by new product introductions, a relatively strong end to the flu season and the VapoSteam 
acquisition notwithstanding a significant foreign currency headwind. The Healthy Directions acquisition contributed almost $40 million to sales 
revenue.  Housewares had a slight decline in the quarter, as strong point-of-sale activity and new product introductions were offset by a shift in 
timing of customer orders and inventory levels at several key retailers.  In Beauty, we reorganized and renamed the segment formerly known as 
Personal Care.  While Beauty sales were down year-over-year, we made continued progress toward stability. We remain highly focused on 
executing our multi-year growth strategy and believe we are on track to achieve the objectives we have set for ourselves for the current fiscal 
year.”  
   
Key Highlights for the First Quarter of Fiscal Year 2016 Compared to the First Quarter of Fiscal Year 2015  
   

•                   Net sales revenue increased $33.6 million, or 10.8%, which includes a 2.1% decrease in core business net sales revenue (excluding 
Nutritional Supplements and VapoSteam). The decrease in core business net sales revenue includes a negative impact of 2.5% from 
foreign currency fluctuations.  

•                   Healthcare/Home Environment rose 0.4%, driven by new product introductions, a relatively strong end to the cold/flu season 
and the VapoSteam acquisition, primarily offset by a negative impact of $5.2 million, or 3.6% from foreign currency 
fluctuations.  

•                   Housewares declined $1.6 million, or 2.4%, primarily due to a shift in the timing of customer orders of an estimated $3.0 
million into the fourth quarter of fiscal year 2015 and an estimated $1.0 million into the second quarter of fiscal year 2016, and 
inventory adjustments by several key retailers. The decline was partially offset by strong point-of-sale activity, continued 
growth with existing products, such as the infant and toddler care line, and new products, including the GreenSaver storage 
containers.  

•                   Beauty declined 4.7%, which included a negative impact of $2.2 million, or 2.1% from foreign currency fluctuations.  The 
West Coast port disruption also negatively impacted net sales revenue.  
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•                   Healthy Directions, which comprises the Nutritional Supplements segment, contributed $39.4 million to net sales revenue.  
•                   VapoSteam contributed $0.7 million to net sales revenue.  
•                   Gross margin expanded 3.2 percentage points to 41.5% due primarily to the Healthy Directions acquisition.  
•                   Foreign currency exchange losses from balance sheet re-measurement, transactions and hedge settlements increased SG&A expense by 

$0.9 million compared to the same period last year.  
•                   Diluted EPS was $0.70 and adjusted diluted EPS was $1.06 on 29.1 million shares outstanding.  
•                   Adjusted EBITDA increased $0.2 million to $42.1 million.  

   
First Quarter of Fiscal Year 2016 Consolidated Operating Results  
   

•                   Net sales revenue increased 10.8% to $345.3 million compared to $311.8 million in the first quarter of fiscal year 2015, and includes 
three months of operations of Healthy Directions, which was acquired on June 30, 2014 and two months of operations of the 
VapoSteam business, which was acquired on March 31, 2015. Net sales revenue reflects a decline in core business net sales revenue of 
$6.5 million, or 2.1%.  Foreign currency fluctuations decreased consolidated U.S. Dollar reported net sales revenue by $7.7 million, or 
2.5%, year-over-year. Additionally, the impact of the West Coast port disruption negatively impacted net sales revenue, primarily in the 
Beauty segment.  

•                   Gross profit margin increased 3.2 percentage points to 41.5% compared to 38.3% for the same period last year. This increase reflects 
the impact of the Nutritional Supplements segment and the recent acquisition of VapoSteam, which had a combined favorable impact of 
4.0 percentage points on the consolidated gross profit margin.  Gross profit margin for the core business declined by 0.8 percentage 
points primarily due to the unfavorable impact of foreign currency fluctuations.  

•                   SG&A was 32.9% of net sales compared to 28.0% of net sales for the same period last year.  The increase is primarily due to a higher 
relative SG&A ratio in the Nutritional Supplements segment, which increased the SG&A ratio by 4.2 percentage points. The SG&A 
ratio in the core business increased 0.8 percentage points, primarily due to higher year-over-year net foreign currency exchange losses 
of $0.9 million, as well as higher compensation expense and investments in advertising, marketing and product development.  

•                   Operating income was $26.5 million compared to $23.1 million for the same period last year. Operating income for the fiscal quarter 
ended May 31, 2015 includes non-cash asset impairment charges of $3.0 million, compared to $9.0 million for the same period last 
year.  

•                   Income tax expense as a percentage of pretax income was 14.2% compared to 17.0% for the same period last year.  The year-over-year 
comparison of our effective tax rate was primarily impacted by shifts in the mix of taxable income in our various tax jurisdictions.  

•                   Net income was $20.4 million, or $0.70 per diluted share on 29.1 million weighted average diluted shares outstanding.  This compares 
to net income in the first quarter of fiscal year 2015 of $16.4 million, or $0.55 per diluted share on 29.6 million weighted average 
diluted shares outstanding. Net income for the fiscal quarter ended May 31, 2015 includes after-tax non-cash asset impairment charges 
of $2.7 million, compared to $8.2 million for the same period last year.  
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•                   Adjusted EBITDA (EBITDA excluding non-cash asset impairment charges and non-cash share-based compensation, as applicable) 

was $42.1 million compared to $41.9 million in the same period last year.  
   
On an adjusted basis for the first quarter of fiscal years 2016 and 2015, excluding non-cash asset impairment charges, non-cash amortization of 
intangible assets, and non-cash share based compensation, as applicable:  
   

•                   Adjusted operating income was $38.4 million compared to $38.7 million for the first quarter of fiscal year 2015.  
•                   Adjusted income was $30.7 million, or $1.06 per diluted share, compared to $30.8 million, or $1.04 per diluted share, for the first 

quarter of fiscal year 2015.  
   
Balance Sheet Highlights  
   

•                   Cash and cash equivalents totaled $15.3 million at May 31, 2015, compared to $29.2 million at May 31, 2014.  
•                   Total short- and long-term debt increased to $438.8 million at May 31, 2015, compared to $425.7 million at May 31, 2014.  The 

increase primarily reflects borrowings incurred in conjunction with the acquisition of Healthy Directions for $195.9 million in the 
second quarter of fiscal year 2015, and the Vaposteam transactions that totaled $42.8 million in the first quarter of fiscal year 2016.  

•                   Accounts receivable turnover was 57.1 days at May 31, 2015, compared to 63.2 days at May 31, 2014.  
•                   Inventory was $299.3 million at May 31, 2015, compared to $298.5 million at May 31, 2014.  

   
Recent Events  
   
On March 31, 2015, the Company announced that it had acquired the Vicks® VapoSteam® U.S. liquid inhalant business from The Procter & 
Gamble Company (“P&G”), which includes a fully paid-up license to the Vicks VapoSteam trademarks.  In a related transaction, the Company 
also acquired a fully paid-up license of P&G’s Vicks VapoPad® trademarks for scent pads in the United States. The vast majority of Vicks 
VapoSteam and VapoPads are used in Vicks humidifiers, vaporizers and other health care devices already marketed by Helen of Troy. The 
transaction includes the acquisition of certain production assets and the inventory related to the above categories, as well as the right to use 
related intellectual property.  The VapoSteam acquisition was financed with the Company’s revolving credit facility. The United States Vicks 
VapoSteam business that was part of the transaction had annual revenues of approximately $10 million in calendar year 2014.  The aggregate 
consideration for the two transactions was approximately $42.8 million.  
   
Early in March 2015, the Company announced the introduction of a premium line of kitchen electrics under the OXO On brand. The initial line 
will consist of motorized toasters, coffee makers, a coffee grinder, an electric kettle, an immersion blender and a hand mixer. The line will ship 
initially in the U.S. offering several unique features, as well as elements based on OXO’s universal design ethos. The Company believes OXO 
On appliances will provide the simplicity, functionality, and thoughtfulness consumers have come to expect from the OXO brand. The line is 
expected to ship to retail stores in the second half of fiscal year 2016.  
   
Fiscal Year 2016 Annual Outlook  
   
The Company is maintaining its fiscal year 2016 outlook. For fiscal year 2016, the Company continues to expect consolidated net sales revenue 
in the range of $1.485 to $1.536 billion and diluted EPS (GAAP) in the range of $4.33 to $4.73.  This includes expected sales and diluted EPS 
from VapoSteam. The Company continues to  
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expect sales and diluted EPS (GAAP) from the VapoSteam acquisition to be in the range of $10 million to $11 million and $0.03 to $0.08, 
respectively, for the eleven months included in our fiscal year 2016 results.  
   
The Company continues to expect consolidated adjusted diluted EPS (non-GAAP) to be in the range of $5.40 to $5.85, which excludes after-tax 
non-cash asset impairment charges, non-cash share-based compensation expense and intangible asset amortization expense. This includes 
expected sales and adjusted diluted EPS from VapoSteam. The Company continues to expect adjusted diluted EPS (non-GAAP) for VapoSteam 
to be in the range of $0.04 to $0.11, which excludes after-tax non-cash share-based compensation expense and intangible asset amortization 
expense.  
   
The Company’s fiscal year 2016 outlook assumes current foreign currency exchange rates for the remainder of the fiscal year, which are 
expected to negatively impact year-over-year net sales revenue by approximately $28.0 million, net income by approximately $17.0 million, and 
earnings per share by approximately $0.59.  The diluted EPS outlook is based on an estimated weighted average shares outstanding of 29.0 
million for the full fiscal year 2016.  Further, the Company’s guidance assumes that the severity of the cold/flu season will be in line with 
historical averages.  The likelihood and potential impact of any fiscal year 2016 acquisitions other than VapoSteam, future asset impairment 
charges, future foreign currency fluctuations, including any potential currency devaluation in Venezuela, or share repurchases are unknown and 
cannot be reasonably estimated; therefore they are not included in the Company’s sales and earnings outlook.  
   
As previously disclosed, in fiscal year 2015 the Company benefitted from an after-tax gain of $0.24 per share from the amendment of a license 
agreement, an after-tax decrease in product liability estimates of $0.05 per share and tax benefits of $0.15 per share that are not expected to 
repeat in fiscal year 2016.  These items negatively impact the year-over-year comparison of adjusted diluted EPS by a combined $0.44.  
   
Conference Call and Webcast  
   
The Company will conduct a teleconference in conjunction with today’s earnings release.  The teleconference begins at 4:45 pm Eastern Time 
today, Thursday, July 9, 2015. Institutional investors and analysts interested in participating in the call are invited to dial (888) 329-8877 
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 July 9, 2015 until 11:59 p.m. Eastern Time on July 16, 2015 and can be accessed by 
dialing (877) 870-5176 and entering replay pin number 8777201. 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 adjusted operating income, 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 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: Housewares: OXO , Good Grips , Soft Works , OXO tot  and OXO Steel ; 
Healthcare/Home Environment: Vicks , Braun , Honeywell , PUR , Febreze , Stinger , Duracraft  and SoftHeat ; and Beauty: 
Revlon , Vidal Sassoon , Dr. Scholl’s , Pro Beauty Tools , Sure , Pert , Infusium23 , Brut , Ammens , Hot Tools , Bed Head , 
Karina , Ogilvie  and Gold ‘N Hot . The Nutritional Supplements segment was formed with the acquisition of Healthy Directions, a U.S. 
market leader in premium doctor-branded vitamins, minerals and supplements, as well as other health products sold directly to consumers. The 
Honeywell  trademark is used under license from Honeywell International Inc. The Vicks , Braun , Febreze  and Vidal Sassoon 
 trademarks are used under license from The Procter & Gamble Company. The Revlon  trademark is used under license from Revlon Consumer 
Products Corporation. The Bed Head  trademark is used under license from Unilever PLC. The Dr. Scholl’s  trademark is used under license 
from MSD Consumer Care, Inc.  
   
For more information about Helen of Troy, please visit www.hotus.com .  
   
Forward Looking Statements:  
   
This press release may contain forward-looking statements, which are subject to change. The forward-looking statements are made pursuant to 
the safe harbor provisions of the Private Securities Litigation Reform Act of 1995. 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”, “estimates”, “believes”, “expects”, “plans”, “may”, “will”, “should”, “seeks”, “project ”, “predict”, “potential”, “continue”, 
“intends”, and other similar words identify forward-looking statements. The Company cautions readers not to place undue reliance on forward-
looking statements. The Company intends its forward-looking statements to speak only as of the time of such statements, and does not undertake 
to update or revise them as more information becomes available. 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, 2015 
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, the departure and recruitment of key personnel, the Company’s ability to deliver products to our customers in a timely 
manner, the costs of complying with the business demands and requirements of large sophisticated customers, the Company’s relationship with 
key customers and licensors, our dependence on the strength of retail economies and vulnerabilities to an economic downturn, expectations 
regarding acquisitions and the integration of acquired businesses, exchange rate risks, disruptions in U.S., European and other international 
credit markets, risks associated with weather conditions, the Company’s dependence on foreign sources of supply and foreign manufacturing, 
risks associated with the availability, purity and integrity of materials used in nutritional supplements, the impact of changing costs of raw 
materials and energy on cost of goods sold and certain operating expenses, the Company’s geographic concentration of certain U.S. distribution 
facilities, which increases our exposure to significant shipping disruptions and added shipping and storage costs, the Company’s projections of 
product  
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demand, sales, net income and earnings per share are highly subjective and our future net sales revenue and net income could vary in a material 
amount from such projections, circumstances that may contribute to future impairment of goodwill, intangible or other long-lived assets, the 
risks associated with the use of trademarks licensed from and to third parties, the Company’s ability to develop and introduce innovative new 
products to meet changing consumer preferences, increased product liability and reputational risks associated with the formulation and 
distribution of nutritional supplements, risks associated with adverse publicity and negative public perception regarding the use of nutritional 
supplements, trade barriers, exchange controls, expropriations, and other risks associated with foreign operations, the Company’s debt leverage 
and the constraints it may impose, 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 a number of new government regulations as a result 
of adding nutritional supplements to the Company’s portfolio of products, the risks associated with tax audits and related disputes with taxing 
authorities, potential changes in laws, including tax laws, and the Company’s ability to continue to avoid classification as a controlled foreign 
corporation.  
   

6  

 



   
HELEN OF TROY LIMITED AND SUBSIDIARIES  

   
Consolidated Condensed Statements of Income and Reconciliation of Non-GAAP Financial Measures - Adjusted Operating Income, 

Adjusted Income and Adjusted Diluted Earnings per Share (“EPS”)  
(Unaudited)  

(in thousands, except per share data)  
   

   
HELEN OF TROY LIMITED AND SUBSIDIARIES  

   
Net Sales Revenue by Segment  

(Unaudited)  
(in thousands)  

   

   

* Calculation is not meaningful  
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   Three Months ended May 31,  

   
   

   2015  
   2014  

   
   

   As Reported (GAAP)  
   Adjustments (1)  

   
Adjusted  

(non-GAAP) (1)  
   As Reported (GAAP)  

   Adjustments (1)  
   

Adjusted  
(non-GAAP) (1)  

   
Sales revenue, net  

   $  345,345 
   100.0 %  $  —

   $  345,345 
   100.0 %  $  311,778 

   100.0 %  $  —
   $  311,778 

   100.0 %  
Cost of goods sold  

   202,026 
   58.5 %  —

   202,026 
   58.5 %  192,258 

   61.7 %  —
   192,258 

   61.7 %  
Gross profit  

   143,319 
   41.5 %  —

   143,319 
   41.5 %  119,520 

   38.3 %  —
   119,520 

   38.3 %  
                                                        
Selling, general, and administrative 

expense  
   113,776 

   32.9 %  —
   104,901 

   30.4 %  87,397 
   28.0 %  —

   80,843 
   25.9 %  

   
             (2,061 )(2) 

                    (1,295 )(2) 
          

   
             (6,814 )(3) 

                    (5,259 )(3) 
          

   
             —

                       —
             

Asset impairment charges  
   3,000 

   0.9 %  (3,000 )(4) —
   —%  9,000 

   2.9 %  (9,000 )(4) —
   —%  

Operating income  
   26,543 

   7.7 %  11,875 
   38,418 

   11.1 %  23,123 
   7.4 %  15,554 

   38,677 
   12.4 %  

                                                        
Nonoperating income, net  

   138 
   —%  —

   138 
   —%  50 

   —%  —
   50 

   —%  
Interest expense  

   (2,892 )  (0.8 )%  —
   (2,892 )  (0.8 )%  (3,417 )  (1.1 )%  —

   (3,417 )  (1.1 )% 
Total other expense  

   (2,754 )  (0.8 )%  —
   (2,754 )  (0.8 )%  (3,367 )  (1.1 )%  —

   (3,367 )  (1.1 )% 
Income before income taxes  

   23,789 
   6.9 %  11,875 

   35,664 
   10.3 %  19,756 

   6.3 %  15,554 
   35,310 

   11.3 %  
                                                        
Income tax expense  

   3,379 
   1.0 %  1,583 (5)  4,962 

   1.4 %  3,358 
   1.1 %  1,189 (5)  4,547 

   1.5 %  
Net income  

   $  20,410 
   5.9 %  $  10,292 

   $  30,702 
   8.9 %  $  16,398 

   5.3 %  $  14,365 
   $  30,763 

   9.9 %  
                                                        
Diluted EPS  

   $  0.70 
        $  0.36 

   $  1.06 
        $  0.55 

        $  0.49 
   $  1.04 

        
                                                        
Weighted average shares of 

common stock used in 
computing diluted EPS  

   29,088 
        —

   29,088 
        29,616 

        —
   29,616 

        

      Three Months Ended May 31,  
               % of Sales Revenue, net  

   
   

   2015 (6)  
   2014  

   $ Change  
   % Change  

   2015  
   2014  

   
Sales revenue by segment, net  

                                 
Housewares  

   $ 65,186 
   $ 66,756 

   $ (1,570 )  (2.4 )% 18.9 %  21.4 % 
Healthcare / Home Environment  

   143,042 
   142,489 

   553 
   0.4 %  41.4 %  45.7 % 

Nutritional Supplements  
   39,440 

   —
   39,440 

   * 
   11.4 %  —% 

Beauty  
   97,677 

   102,533 
   (4,856 )  (4.7 )% 28.3 %  32.9 % 

Total sales revenue, net  
   $ 345,345 

   $ 311,778 
   $ 33,567 

   10.8 %  100.0 %  100.0 % 



   
HELEN OF TROY LIMITED AND SUBSIDIARIES  

   
Selected Consolidated Balance Sheet, Cash Flow and Liquidity Information  

(Unaudited)  
(in thousands)  

   

   
SELECTED OTHER DATA  

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

Adjusted EBITDA  
(Unaudited)  

(in thousands)  
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      May 31,  
   

   
   2015  

   2014  
   

Balance Sheet:  
             

Cash and cash equivalents  
   $ 15,262 

   $ 29,170 
   

Receivables, net  
   210,001 

   217,415 
   

Inventory, net  
   299,300 

   298,450 
   

Total assets, current  
   565,743 

   586,294 
   

Total assets  
   1,687,138 

   1,487,655 
   

Total liabilities, current  
   268,442 

   541,471 
   

Total long-term liabilities  
   486,559 

   166,381 
   

Total debt  
   438,807 

   425,707 
   

Stockholders’  equity  
   932,137 

   779,803 
   

                
Cash Flow:  

             
Depreciation and amortization  

   $ 10,354 
   $ 8,500 

   
Net cash provided by operating activities  

   37,499 
   2,971 

   
Capital and intangible asset expenditures  

   2,717 
   1,822 

   
Payments to acquire businesses, net of cash received  

   42,750 
   —

   
Net amounts borrowed  

   5,600 
   233,100 

   
                
Liquidity:  

             
Working Capital  

   $ 297,301 
   $ 44,823 

   
Leverage Ratio (8)  

   1.97 
   2.22 

   
                

      Three Months Ended May 31,  
   

   
   2015  

   2014  
   

                
Net income  

   $ 20,410 
   $ 16,398 

   
                

Interest expense, net  
   2,874 

   3,396 
   

                
Income tax expense  

   3,379 
   3,358 

   
                

Depreciation and amortization, excluding amortized interest  
   10,354 

   8,500 
   

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

   $ 37,017 
   $ 31,652 

   
                
Adjusted EBITDA:  

             
                
EBITDA, as calculated above (1)  

   $ 37,017 
   $ 31,652 

   
                

Non-cash share-based compensation (2)  
   2,061 

   1,295 
   

                
Non-cash asset impairment charges (4)  

   3,000 
   9,000 

   
                
Adjusted EBITDA (1)  

   $ 42,078 
   $ 41,947 

   



   
SELECTED OTHER DATA  

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

Adjusted EBITDA by Segment  
(Unaudited)  

(in thousands)  
   

   
9  

 

      Three Months Ended May 31, 2015  
   

   

   Housewares  
   

Healthcare /  
Home  

Environment  
   

Nutritional  
Supplements  

   Beauty  
   Total  

   
                               
Operating Income  

   $ 11,183 
   $ 8,418 

   $ 2,620 
   $ 4,322 

   $ 26,543 
   

                               
Depreciation and amortization, excluding amortized 

interest  
   1,008 

   5,063 
   1,968 

   2,315 
   10,354 

   
                               

Other income / (expense)  
   —

   —
   —

   120 
   120 

   
                               
EBITDA (Earnings before interest, taxes, depreciation 

and amortization) (1)  
   $ 12,191 

   $ 13,481 
   $ 4,588 

   $ 6,757 
   $ 37,017 

   
                               
Adjusted EBITDA:  

                            
                               
EBITDA, as calculated above (1)  

   $ 12,191 
   $ 13,481 

   $ 4,588 
   $ 6,757 

   $ 37,017 
   

                               
Non-cash share-based compensation (2)  

   306 
   595 

   303 
   857 

   2,061 
   

                               
Non-cash asset impairment charges (4)  

   —
   —

   —
   3,000 

   3,000 
   

                               
Adjusted EBITDA (1)  

   $ 12,497 
   $ 14,076 

   $ 4,891 
   $ 10,614 

   $ 42,078 
   

                               
   

   Three Months Ended May 31, 2014  
   

   

   Housewares  
   

Healthcare /  
Home  

Environment  
   

Nutritional  
Supplements  

   Beauty  
   Total  

   
                               
Operating Income  

   $ 13,035 
   $ 8,717 

   $ —
   $ 1,371 

   $ 23,123 
   

                               
Depreciation and amortization, excluding amortized 

interest  
   888 

   5,232 
   —

   2,380 
   8,500 

   
                               

Other income / (expense)  
   —

   —
   —

   29 
   29 

   
                               
EBITDA (Earnings before interest, taxes, depreciation 

and amortization) (1)  
   $ 13,923 

   $ 13,949 
   $ —

   $ 3,780 
   $ 31,652 

   
                               
Adjusted EBITDA:  

                            
                               
EBITDA, as calculated above (1)  

   $ 13,923 
   $ 13,949 

   $ —
   $ 3,780 

   $ 31,652 
   

                               
Non-cash share-based compensation (2)  

   274 
   581 

   —
   440 

   1,295 
   

                               
Non-cash asset impairment charges (4)  

   —
   —

   —
   9,000 

   9,000 
   

                               
Adjusted EBITDA (1)  

   $ 14,197 
   $ 14,530 

   $ —
   $ 13,220 

   $ 41,947 
   



   
HELEN OF TROY LIMITED AND SUBSIDIARIES  

   
Reconciliation of GAAP Net Income and Earnings Per Share (EPS) to Adjusted Income and Adjusted EPS (non-GAAP)  

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

   

   
HELEN OF TROY LIMITED AND SUBSIDIARIES  

   
Reconciliation of Fiscal Year 2016 GAAP Outlook for GAAP Diluted Earnings Per Share (EPS) to Adjusted Diluted EPS (non-GAAP)  

(Unaudited)  
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      Three Months Ended May 31,  
   Basic EPS  

   Diluted EPS  
   

      2015  
   2014  

   2015  
   2014  

   2015  
   2014  

   
                                    
Net income as reported (GAAP)  

   $ 20,410 
   $ 16,398 

   $ 0.72 
   $ 0.56 

   $ 0.70 
   $ 0.55 

   
Asset impairment charges, net of tax (4)  

   2,656 
   8,155 

   0.09 
   0.28 

   0.09 
   0.28 

   
Subtotal  

   23,066 
   24,553 

   0.81 
   0.84 

   0.79 
   0.83 

   
Non-cash share-based compensation, net of tax 

(2)  
   1,742 

   1,168 
   0.06 

   0.04 
   0.06 

   0.04 
   

Amortization of intangible assets, net of tax (3)  
   5,894 

   5,042 
   0.21 

   0.17 
   0.20 

   0.17 
   

Adjusted income (non-GAAP) (1)  
   $ 30,702 

   $ 30,763 
   $ 1.08 

   $ 1.06 
   $ 1.06 

   $ 1.04 
   

                                    
Weighted average shares of common stock used in 

computing basic and diluted earnings per share 
(non-GAAP)  

             28,520 
   29,105 

   29,088 
   29,616 

   

      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)  
  

Diluted EPS, as reported (GAAP)  
   $ 0.70 

   $ 3.54 
   -  

   $ 3.94 
   4.24 

   -  
   $ 4.64 

  

Asset impairment charges, net of tax (4)  
   0.09 

   —
   -  

   —
   0.09 

   -  
   0.09 

  

Subtotal  
   0.79 

   3.54 
   -  

   3.94 
   4.33 

   -  
   4.73 

  

Non-cash share-based compensation, net of tax (2)  
   0.06 

   0.19 
   -  

   0.22 
   0.25 

   -  
   0.28 

  

Amortization of intangible assets, net of tax (3)  
   0.20 

   0.62 
   -  

   0.64 
   0.82 

   -  
   0.84 

  

Adjusted diluted EPS (non-GAAP) (1)  
   $ 1.06 

   $ 4.34 
   -  

   $ 4.79 
   $ 5.40 

   -  
   $ 5.85 

  



   
HELEN OF TROY LIMITED AND SUBSIDIARIES  
   

Notes to Press Release  
   
(1)          This press release contains non-GAAP financial measures. Adjusted operating income, 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 are 
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. The 
Company believes that these non-GAAP measures, in combination with the Company’s financial results calculated in accordance with 
GAAP, provides investors with additional perspective. 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)          Adjustments consist of non-cash share-based compensation expense of $2.06 million ($1.74 million after tax) and $1.30 million ($1.17 

million after tax), for the three months ended May 31, 2015 and 2014, respectively. Share-based compensation expense is recognized for 
share-based awards outstanding under share-based compensation plans.  

   
(3)          Adjustments consist of non-cash intangible asset amortization expense of $6.81 million ($5.89 million after tax) and $5.26 million ($5.04 

million after tax), respectively, for the three months ended May 31, 2015 and 2014, respectively.  
   
(4)          Adjustments consist of non-cash asset impairment charges of $3.00 million ($2.66 million after tax) and $9.00 million ($8.16 million after 

tax) recorded during the three months ended May 31, 2015 and 2014, respectively, as a result of our annual evaluation of goodwill and 
indefinite-lived intangible assets for impairment. The non-cash charges relate to certain trademarks in our Beauty segment, which were 
written down to their estimated fair value, determined on the basis of future discounted cash flows using the relief from royalty valuation 
method.  

   
(5)          Total tax effects of adjustments described in Notes 2 through 4, for each of the periods presented:  
   

   
(6)          Includes three months of operations of Healthy Directions, which was acquired on June 30, 2014, and two months of operations of the 

VapoSteam business, which was acquired on March 31, 2015.  
   
(7)          The diluted EPS outlook is based on an estimated weighted average shares outstanding of 29.00 million for fiscal year 2016.  
   
(8)          The leverage ratio is computed as defined in the Company’s revolving credit agreement, which is as follows:  
   

   
(a)          Funded Indebtedness: total debt plus the total letters of credit outstanding at the end of the reporting period.  

   
(b)          EBITDA: earnings before non-cash charges, interest expense, taxes, depreciation and amortization expense, and share-based 

compensation for the latest reported four consecutive fiscal quarters.  
   

(c)           Pro Forma Effect of Acquisitions: for any acquisition, pre-acquisition EBITDA of the acquired business so that EBITDA of the 
acquired business includes the latest twelve month trailing total.  
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      Three Months Ended May 31,   
   

      2015  
   2014  

   
Tax Effects of Adjustments  

             
Non-cash share-based compensation (2)  

   $ (319 )  $ (127 )  
Amortization of intangible assets (3)  

   (920 )  (217 )  
Asset impairment charges (4)  

   (344 )  (845 )  
Total  

   $ (1,583 )  $ (1,189 )  

   
Funded Indebtedness (a)  

   
   

EBITDA (b) + Pro Forma Effect of Acquisitions (c)  
   



EXHIBIT 99.2 
   

CORPORATE PARTICIPANTS  
   
Jack Jancin Helen of Troy Limited - SVP Corporate Business Development  
   
Julien Mininberg Helen of Troy Limited - CEO  
   
Brian Grass Helen of Troy Limited - CFO  
   
CONFERENCE CALL PARTICIPANTS  
   
Bob Labick CJS Securities - Analyst  
   
Jason Gere KeyBanc Capital Markets - Analyst  
   
Steph Wissink Piper Jaffray & Co. - Analyst  
   
PRESENTATION  
   
Operator  
   
Good day, everyone, and welcome to the Helen of Troy Limited First-Quarter FY16 Earnings call. Today’s conference is recorded. At this 
time, I would like to turn the conference over to Mr. Jack Jancin, Senior Vice President Corporate Business Development. You may begin.  
   
Jack Jancin  — Helen of Troy Limited - SVP Corporate Business Development  
   
Good afternoon, everyone, and welcome to Helen of Troy’s first-quarter FY16 earnings conference call. The agenda for the call this afternoon is 
as follows. I will begin with a brief discussion of forward-looking statements. Mr. Julien Mininberg, the Company’s CEO, will comment on the 
financial performance and key accomplishments of the quarter, and then update you on areas of focus for FY16.  
   
Then, Mr. Brian Grass, the Company’s CFO, will review the financials in more detail and comment on the Company’s outlook for FY16. 
Following this, Mr. Mininberg and Mr. Grass will take questions you have for us today.  
   
This conference call may contain certain forward-looking statements that are based on management’s current expectation with respect to future 
events or financial performance. Generally, the words anticipates, believes, expects and other similar words identify 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 conference call over to Mr. Mininberg, I’d like to inform all interested parties that a copy of today’s earnings release has been 
posted on the Company’s website at www.hotus.com. The earnings release contains tables that reconcile non-GAAP financial measures to their 
corresponding GAAP-based measures. The release can be accessed by selecting the Investor Relations tab on the Company home page, and then 
the News tab.  
   
I will now turn the conference call over to Mr. Mininberg.  
   
Julien Mininberg  — Helen of Troy Limited - CEO  
   
Thank you, Jack. Good afternoon, everyone.  
   
Our first quarter marked a solid start for FY16, positioning us well to achieve our goals for the year. From a numbers standpoint, we reported a 
double-digit increase in net sales, 10.8%, and grew adjusted earnings per share 1.9%, and that came despite a greater than expected impact from 
foreign currency and the West Coast port disruption.  
   
The quarter was led by our Healthcare and Home Environment segment, driven by new product introductions, a relatively strong end to the cold 
and flu season, and the VapoSteam acquisition. This segment was the one most impacted by foreign currency headwinds.  
   
The Healthy Directions acquisition contributed almost $40 million to sales revenue. Our Housewares segment had a $1.6 million sales decline in 
the quarter, as strong point of sale activity and new product introductions were offset by a shift in timing of customer orders and inventory levels 
at several key retailers.  
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We reorganized and renamed our Beauty segment, formerly known as Personal Care. And, while sales were down year-over-year in Beauty, we 
marked another quarter of progress towards stabilization. Overall, I am pleased to see our key initiatives gain traction, and believe we are on 
pace to achieve the objectives we have set for the year.  
   
We are progressing well on executing the seven key strategic priorities that guide our multi-year transformation. These were outlined in depth in 
our Investor Day in May. Thank you to all for who attended. We were very much pleased to introduce you to our Global Leadership Council, to 
more of our products, to our culture, and to our plans. We spoke specifically about progress to date and the initiatives we are implementing to 
further advance our strategic plan. I would encourage anyone who has not yet done so to listen to the replay that is available on the Investor 
Relations portion of our website.  
   
Today, I’d like to update you on how our strategic priorities have advanced in this first quarter. The first strategy is to Invest in our Core. To 
advance it, we’re making prudent investments in developing and launching new products, new got to-market plans, and new marketing activities 
for brands with leading positions and brands with the potential to grow market share.  
   
During the quarter, we benefited from a number of recent product launches, including OXO’s innovative new GreenSaver product, which 
shipped in the spring. GreenSaver has been extremely well received at retail, and is also getting great press. GreenSaver is a great example of the 
type of product that includes a higher margin consumable, generating a repeat cycle and improving our profitability.  
   
Consumables with repeat purchase cycles remain a key focus area for the Company. OXO GreenSaver also nicely illustrates the benefits of 
increased collaboration across Helen of Troy, this time with the expertise in activated carbon from our PUR water filtration group supporting 
OXO as they developed the product.  
   
In addition, during the quarter, Healthy Directions launched a new lung and bronchial supplement under its best selling brand, Dr. Sinatra.  
   
We are investing behind new product development and launches in Beauty, as we work to reinvigorate that segment. We also invested in more 
efficient brand building for Beauty by redirecting our marketing support towards higher payout vehicles based on a recent quantitative analysis 
of marketing spend.  
   
The second strategy involves Strategic, Disciplined M&A. As many of you are aware, we closed two Vicks inhalant transactions during the 
quarter. We acquired the Vicks VapoSteam business. We also acquired a fully paid up license for the Vicks VapoPad trademark, eliminating 
future royalty expense on these products.  
   
These transactions combined now the market leading Vicks devices that we have sold for nearly 20 years with additional consumables that 
sweeten our mix at an attractive valuation. We will continue to build upon our track record of accretive acquisitions, as we are constantly looking 
at opportunities to expand in categories and geographies where we believe we can develop leadership market positions, and carve out a 
competitive advantage.  
   
The third is focusing on Consumer-Centric Innovation. We have talked in the past about our increased focus on innovation, based on in-depth 
consumer and competitive understanding. During the quarter, that focus manifested itself in four key areas. First, we reorganized to deliver 
product innovation in Beauty, as our consumer market research has uncovered promising opportunities. Second, we added internal and external 
product design capability for Beauty.  Third, we benefited from the new Braun thermometers, as the cold and flu season ended in the quarter. 
Fourth, we announced the introduction of a premium line of kitchen electrics under the OXO On brand, and look forward to launching them in 
the second half.  
   
I am delighted to see OXO’s first foray into electrics, leveraging the Company’s expertise for electrical appliances in Beauty, Healthcare and 
Home Environment. As OXO enters this space, we have had terrific collaboration with our shared service teams.  Another example of shared 
services adding value Company-wide.  
   
Separately, during FY16, we have applied our previous success in callus buffers now under the Dr. Scholl’s brand name in North America, 
which includes consumables, and are being marketed under a new distribution arrangement with good results.  
   
The fourth strategy is to Upgrade our Organization and People Systems. We have already highlighted the considerable amount of change 
implemented in this area, including our Global Leadership Council, as well as the promotion of proven Helen of Troy leaders and the 
recruitment of new talent into our organization.  We have also rolled out our new compensation program, designed to retain and motivate top 
talent.  
   
To help implement our people system strategy worldwide, Lisa Kidd has joined Helen of Troy as Global Vice President of Human Resources. 
Lisa has a strong background in talent development, in globalization of shared services and in people systems.  
   
During Q1, we reorganized and renamed Personal Care into a global Beauty organization under recently hired President, Leah Bailey. The 
reorganization includes a significantly streamlined approach to the retail and professional markets, unifies multiple sales and marketing 
organizations, and also key support functions in Beauty such as finance, creative services and marketing support.  
   
The fifth is to Develop Best-in-Class Shared Services. Leveraging the new leadership and best practices we now have in place, we are driving 
improved warehouse efficiency and inventory management. The improvements in information technology identified under the direction of our 
new CIO are critical enablers to realize the efficiency upgrades and cost savings in project Fuel For Growth.  
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The sixth is to Attack Waste. During our Investor Day in May, we outlined our Fuel for Growth initiative, in which we have identified at least 
$10 million of ongoing savings opportunities within shared services. $2 million of that was put into place in FY15, and another $4 million is 
being put into place in 2016. We are on track to achieve these goals. And as previously indicated, we are reinvesting a portion of the savings to 
grow our core, and to offset margin compression from foreign exchange.  
   
And the seventh is to Improve Asset Efficiency and maintain our Shareholder Friendly Policies. We are diligently focused on maintaining a 
strong balance sheet, and our inventory levels have remained roughly in line with the prior-year period even as sales have grown over 10%. We 
are eliminating lower productivity SKUs in Beauty, and improving our working capital efficiency.  
   
On the capital side, we effectively used our capital structure to make acquisitions, and have nearly paid down the debt incurred from both the 
Healthy Directions and VapoSteam transactions. We will continue to use the strong cash flow generation of our business and financial flexibility 
of our balance sheet to invest in our core business first, search for accretive acquisitions, and then consider return of capital to shareholders.  
   
We will also continue to proactively engage with investors and analysts. In fact, we will be presenting at CJS’ New Idea Summer Conference 
next week, and look forward to seeing those of you who will be attending.  
   
In summary, I’m very pleased with the strong work of Helen of Troy employees worldwide. These employees are implementing our strategies 
with tremendous gusto. They are bearing fruit, and putting the Company on a path to sustainably deliver our long-term targets.  
   
Our FY16 guidance remains unchanged. And our long-term targets include organic revenue growth of 2% to 3% per year, average margin 
expansion targeted at 30 to 40 basis points per year, and organic adjusted diluted EPS growth targeting 7% per year.  
   
And with that, I would like to turn our call over to Brian Grass, our CFO.  
   
Brian Grass  — Helen of Troy Limited - CFO  
   
Thank you, Julien. Good afternoon, everyone.  
   
Before I begin discussing our first quarter FY16 results, I would like to briefly touch upon foreign currency. We discussed this in depth on our 
fourth quarter call, and I think it warrants review today, given the significant impact it began to have at the close of FY15, and the expected 
impact for the full year in FY16 we have previously provided.  
   
As we discussed in detail on our fourth-quarter call, the weakening of foreign currencies against the US dollar affects our Company’s results in 
several ways. First, when the dollar strengthens, it reduces our US dollar reported net sales, operating income and net income. However, unlike 
some other multinational companies, most of our sourcing is done in the US dollar. So there is little to no reduction in our reported cost of goods 
sold when foreign currencies weaken.  
   
Further, a large portion of our EMEA operating expenses are denominated in the Swiss franc, which appreciated fairly significantly as other 
foreign currencies were weakening. This resulted in higher US dollar reported operating expenses for our Company in the first quarter, compared 
to the same quarter last year.  
   
We also provided a rule of thumb when thinking about the impact of foreign currency fluctuation on Helen of Troy’s results. For every $1 
fluctuation in net sales from foreign currency, as much as $0.60 to $0.70 could fall to operating income depending on the mix of currencies and 
their relative volatility against the US dollar.  
   
Second, there is also an impact from the settlement of transactions and the remeasurement of the Company’s monetary assets and liabilities 
denominated in foreign currencies, which is recorded in SG&A, as is the impact of settlements of any hedging transactions that the Company 
may enter into. We attempt to mitigate the impact of foreign currency fluctuations through price increases. But our ability to take price increases 
is limited by market conditions, and we often are not able to pass along the full impact. We also consider forward contracts to hedge against 
exchange rate risk.  
   
So with that, I would like to start by highlighting the impact that foreign currency had on our results for the first quarter. Foreign currency 
exchange rate fluctuations reduced our reported net sales revenue by approximately $7.7 million, or 2.5% year-over-year. The impact was 
slightly worse than assumed in our FY16 outlook due to further weakening in the average Euro and Mexican peso exchange rates during the first 
quarter. We also had net foreign exchange losses of $880,000 recorded in SG&A for the first quarter of FY16, compared to a $30,000 loss in the 
same period last year.  
   
Now moving to my discussion. Overall results were in line with our expectations, despite several headwinds not included in our outlook. First, as 
I mentioned, the drag from foreign currency was slightly worse than expected. Second, the West Coast port disruption adversely impacted sales, 
mostly in our Beauty segment. And lastly, we experienced an estimated $1 million shift in Housewares segment customer orders out of the first 
quarter and into the second quarter. These factors were offset by sales growth in our Healthcare Home Environment segment despite a currency 
drag of $5.2 million, and the results of a favorable margin mix within the segment.  
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Now moving on. Consolidated sales revenue was a $345.3 million for the quarter, a 10.8% increase over the year-ago period, which includes a 
decline in our core business of $6.5 million or 2.1% for the quarter. The decrease in core business sales revenue includes the negative impact of 
$7.7 million or 2.5% from the foreign currency fluctuations referred to previously.  
   
As Julien touched on, our Healthcare Home Environment segment achieved growth of 0.4% despite a foreign currency headwind of $5.2 million 
or 3.6%. The VapoSteam acquisition added $650,000 of sales for the two months of operations included in the quarter. The VapoSteam business 
is highly seasonal, and is expected to peak in our third fiscal quarter, so the sales included in the first quarter are not indicative of annualized 
results.  
   
The Housewares segment decline of 2.4% was primarily due to a shift in the timing of customer orders into the fourth quarter of FY15 and into 
the second quarter of FY16, as well as inventory adjustments at several key retailers. Point-of-sale activity continues to be strong, and we believe 
these impacts in the first quarter are temporary.  
   
Healthy Directions contributed $39.4 million in sales during the quarter. While we did experience a sales decline in our Beauty segment of 4.7% 
or $4.9 million, approximately $2.2 million or 2.1% of the decline was due to foreign currency. Sales were also adversely impacted by the West 
Coast port disruption. The dispute ended in February, but the resulting backlog had an impact on our first-quarter results. Delivery times appear 
to have normalized in our second quarter.  
   
Consolidated gross profit was 41.5% of net sales, compared to 38.3% of net sales in the first quarter of FY15. The 3.2 percentage point 
improvement was primarily due to three months of operations of the Nutritional Supplements segment, and the recent acquisition of VapoSteam, 
which had a combined favorable impact of 4 percentage points on the consolidated gross profit margin. Gross profit margin in the core business 
declined by 0.8 percentage points compared to the same period last year, primarily due to the negative impact of foreign currency fluctuations 
year-over-year.  
   
SG&A was 32.9% of net sales, compared to 28% of net sales for the same period last year. The increase was primarily due to a higher relative 
SG&A ratio in the Nutritional Supplements segment, which increased the SG&A ratio by 4.2 percentage points. The SG&A ratio in the core 
business, excluding Nutritional Supplements and VapoSteam, increased 0.8 percentage points, primarily due to higher advertising, marketing 
and product development expenditures, higher year-over-year net foreign currency exchange losses of $880,000, and higher compensation 
expense.  
   
Operating income was $26.5 million, and includes non-cash asset impairment charges of $3 million. This compares to operating income of $23.1 
million in the same period last year, which included non-cash asset impairment charges of $9 million. Adjusted operating income, excluding 
non-cash asset impairment charges, non-cash intangible asset amortization expense and non-cash share-based compensation, was $38.4 million 
compared to $38.7 million in the same period last year. Adjusted operating margin was 11.1% compared to 12.4% in the same period last year, 
primarily reflecting the drag from foreign currency.  
   
Income tax expense as a percentage of pretax income was 14.2%, compared to 17% for the same period last year. The year-over-year 
comparison of our effective tax rate was primarily impacted by shifts in the mix of taxable income in our various tax jurisdictions.  
   
Net income was $20.4 million or $0.70 per diluted share on 29.1 million weighted average shares outstanding. This compares to net income in 
the first quarter of FY15 of $16.4 million or $0.55 per diluted share on 29.6 million shares. Adjusted income was $30.7 million or $1.06 per 
diluted share, compared to $30.8 million or $1.04 per diluted share for the first quarter of FY15.  
   
Now moving on to our financial position at May 31, 2015. Accounts receivable was $210 million, compared to $217.4 million at the same time 
last year. Receivable turnover was 57.1 days compared to 63.2 days at the same time last year, reflecting the favorable impact of Healthy 
Directions which collects the majority of its revenue before product is shipped to the customer.  
   
Inventory was roughly flat at $299.3 million compared to $293.1 million at the same time last year and includes $8.1 million of inventory from 
Healthy Directions that was not in our inventory balance last year. Inventory turnover remained flat at 2.7 compared to the same period last year. 
   
Total short and long-term debt increased to $438.8 million at May 31, 2015 compared to $425.7 million at May 31, 2014. The increase primarily 
reflects borrowings incurred in conjunction with the acquisitions of Healthy Directions for $195.9 million and VapoSteam for $42.8 million, 
largely offset by net repayments of almost $226 million. We ended the first quarter with a leverage ratio of 1.97 times, compared to 1.93 times at 
the end of the fourth quarter of FY15.  
   
Now I’d like to turn to our outlook for FY16. Please note that we have provided a reconciliation of FY16 projected GAAP diluted EPS to non-
GAAP adjusted diluted EPS in our earnings release issued this afternoon. As we discussed, results for the first quarter of the fiscal year were in 
line with our expectations, and we are maintaining our outlook for the full FY16.  
   
We continue to expect consolidated net sales revenue in the range of $1.485 billion to $1.536 billion and GAAP diluted EPS in the range of 
$4.33 to $4.73. This includes projected sales and GAAP diluted EPS from the VapoSteam acquisition in the range of $10 million to $11 million, 
and $0.03 to $0.08, respectively, for the 11 months included in our FY16 results.  
   
On a segment basis, for FY16, we continue to expect sales growth for Housewares and Healthy Directions to be in the mid-single digits, and for 
Healthcare Home Environment to be in the low single digits. For Beauty, we continue to expect to see a sales decline in the low to mid single 
digits.  
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We continue to expect consolidated non-GAAP adjusted diluted EPS to being the range of $5.40 to $5.85, which excludes after tax non-cash 
asset impairment charges, non-cash share based compensation expense, and intangible asset amortization expense. This includes adjusted diluted 
EPS for VapoSteam in the range of $0.04 to $0.11 per share.  
   
Our FY16 outlook assumes foreign currency exchange rates for the balance of the fiscal year will remain at current levels. This is expected to 
negatively impact the annual year-over-year net sales revenue by approximately $28 million, full year net income by approximately $17 million, 
and full-year earnings per share by approximately $0.59. We expect our FY16 effective tax rate to range between 14% to 16% on an annual 
basis.  
   
The diluted EPS outlook is based on an estimated weighted average shares outstanding of 29 million for the full FY16. Further outlook assumes 
that the severity of the cold/flu season will be in line with historical averages. As a reminder, the most recent cold/flu season was above average.  
   
The likelihood and potential impact of any FY16 acquisitions other than VapoSteam, further asset impairment charges, future foreign currency 
fluctuations including any potential currency devaluation in Venezuela, or share repurchases are unknown and cannot be reasonably estimated. 
Therefore, they are not included in our sales and earnings outlook.  
   
As a reminder, in FY15, the Company benefited from an after tax gain of $0.24 per share from the amendment of a license agreement, an after-
tax decrease in product liability estimates of $0.05 per share, and tax benefits of $0.15 per share that are not expected to repeat in FY16. These 
items negatively impact the year-over-year comparison of adjusted diluted EPS to FY16 by a combined $0.44. As mentioned, the year-over-year 
comparison is also negatively impacted by the estimated foreign currency impact of $0.59 in FY16.  
   
Finally, we believe our FY16 guidance reflects a balanced approach with respect to investment in organic growth and maintaining healthy 
margins. Our guidance reflects planned incremental investments in market research, innovation, new product development and marketing and 
advertising of over $15 million. As we did on our fourth-quarter call, I would like to reiterate that we continue to expect higher marketing and 
advertising spend as a percentage of sales in the first half of the fiscal year in support of key brands and growth initiatives leading into our peak 
selling season.  
   
And now I’d like to turn the call back over to Julien for some closing remarks.  
   
Julien Mininberg  — Helen of Troy Limited - CEO  
   
Thank you, Brian. Overall, a good quarter, and a good start to the fiscal year. We are growing the business, improving the organization and also 
the culture. We are making good progress executing our multi-year transformation strategy. And we continue to invest in our business to drive 
product innovation, demand and long-term growth. I believe we are on track to achieve these objectives, that 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 operator to begin the question and answer portion.  
   
QUESTION AND ANSWER  
   
Operator  
   
(Operator Instructions)  
   
Bob Labick, CJS Securities.  
   
Bob Labick  — CJS Securities - Analyst  
   
I wanted to start with OXO. Thank you for the explanation on the timing of sales. You have a bunch of exciting launches coming up in the 
second half in electrics, as you mentioned, and bakewares. Could you talk a little bit about the timing of sales for those, when those might roll 
in?  
   
And then also, can you talk about the marketing? I think, Brian, you just alluded to it at the end. Talk about the timing of marketing, if that was 
part of the delta in the margin that we saw in Q1 in OXO.  
   
Brian Grass  — Helen of Troy Limited - CFO  
   
Yes, sure. I guess we will hit the second part of it first, and then, Julien, maybe you want to touch on the timing on the introductions.  
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So, yes, there is incremental investment that is occurring in the first and second quarters. Largely in support of key initiatives in our peak selling 
season in the third and fourth quarters. And so as we tried to point out at the end of Q4 and also in the Investor Day, that the margins would be 
compressed slightly in the first and second quarters as a result of that incremental spend. And then the benefit of that spend occurs in the third 
and fourth quarters. So, there is a little bit more spend as a percentage of sales in the first half than 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 up the OXO website, beefing up the product knowledge level of in-store reps, places like Bed, Bath 
and others. As I think you yourself saw in the pots and pans, we wanted to make the store level folks understand more of those new pots and 
pans, and that will pay off as we bring other new products to them in the back half.  
   
And on your question about launch timing, we are planning to be in the market with the electrics in time for this holiday season, so think late fall 
shipping. And in the case of the bakeware, it’s a little too soon to get the detail on that one, but also in the back half of our fiscal year.  
   
Bob Labick  — CJS Securities - Analyst  
   
Great. And then jumping over to the HHE. Sales were quite strong, I think, despite the FX, and I thought you had a pretty tough European fan 
comparable, if I remember. Can you just talk again a little bit about some of the drivers on the sales there?  
   
Julien Mininberg  — Helen of Troy Limited - CEO  
   
Yes. Appreciate that, and appreciate you recognizing the tough base and the history. So, growing over that base is always impressive. And as 
Brian mentioned, they climbed over 3.5 points of foreign exchange related. I think it was the $5.6 million — $5.2 million, sorry that he 
mentioned. So, bravo.  
   
The thermometers helped a lot. So, you remember that we has those three new thermometers in the market on Braun. We got benefit from that as 
the cold and flu season, which was above average, has the last of its strength period, which traditionally happens in March and April. So, 
squarely in this quarter, so they got the benefit of that.  
   
They also got the benefit — while fans weren’t their strongest piece of other parts of that business, holding on strong. And then in the case of the 
growth, to grow over that historical base, not so shabby. Health and Home has a lot of good stuff planned for the rest of the fiscal year. We have 
got new professional thermometers coming online and other good drivers. So, we are optimistic.  
   
And as you’ve seen from our Investor Day and others, we continue to be a very strong share performer and also a market share grower in air 
purifiers. And we’re putting plenty of power behind our Pur water filter business to pump that one up as well.  
   
Bob Labick  — CJS Securities - Analyst  
   
Great. And then on Healthy Directions, the sales were nice. We obviously haven’t seen a previous Q1. Margins were down, I think probably 
marketing related. Could you just talk about where you expect those margins to be over a full-year basis and if this is a typical marketing spend 
quarterly margins for Healthy Directions?  
   
Brian Grass  — Helen of Troy Limited - CFO  
   
Yes, I would say that this quarter is not typical with respect to margin. You saw a decline sequentially in the margin compared to what we have 
for the eight months in FY15. And you’re correct that that’s largely due to promotions and development of the online business in that channel.  
   
And we are doing some advertising around direct response. And we’re also doing some things where when we get new customers, we’re offering 
promotions, free product, to get on auto delivery. So, what you are seeing is a little bit of a double impact of the cost of acquiring the customer, 
but then also the reduction in sales through the promotion. So, that is causing a little bit of compression in margin. But we believe there is a 
future pay off in increasing the customer buyer file and then also getting them on Healthy Directions. So, this is not typical on an ongoing basis, 
the margin should be — the operating margin should be somewhere between 11% and 13%. So yes, that should improve on a go-forward basis.  
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Julien Mininberg  — Helen of Troy Limited - CEO  
   
On your growth question for Healthy Directions, while we have not published year-over-year comparisons, haven’t anniversaried it, we can say 
that it is growing. It’s growing in line with our expectation. It’s growing faster than any other segment in the Company, and that’s exactly what 
we were expecting.  
   
I can also say that on this margin period-to-period stuff that Brian is talking about, as we say in our 10-Q, we are expecting Healthy Directions 
warehouse consolidation project to come online in the back half of the fiscal year. And that is on track execution-wise, and that will be a margin 
help for Healthy Directions and also helps spread some overhead around the Company.  
   
Brian Grass  — Helen of Troy Limited - CFO  
   
And, Bob, I’ll just make one more point. The Healthy Directions, or the Nutritional Supplement segment, absorbed $750,000 of allocations that 
it didn’t have previously. So that’s also a drag on the margin.  
   
Bob Labick  — CJS Securities - Analyst  
   
Great. Appreciate that. I’ll jump back in queue and let others go, but look forward to seeing you next week 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  
   
I actually missed part of Bob’s early question on OXO. The first question I was going ask, in terms of the inventory adjustments that you saw out 
there, if you can provide any color on that.  
   
And then in general, you were talking about some of the A&P spending being higher in the first half. I was just wondering about with OXO On, 
what you might be planning for the back half of the year, how big of a rollout will that be? And then I have an additional question.  
   
Julien Mininberg  — Helen of Troy Limited - CEO  
   
Yes, let me start and then I’ll turn it over to Brian on the inventory one. Because you missed, so I’m not sure which part you missed. So just to 
reiterate, OXO, you probably remember, had a very strong Q4 at the end of FY15. And there were several million dollars of sales that were taken 
into that period. In addition, there was about $1 million of sales that pushed from Q1 now into Q2, so we’re enjoying that benefit as Q2 gets 
rolling. All that said, those are $4 million out of Q1, and that is reflected in the OXO top line number.  
   
The inventory side at the customer level, also impacted Q1, specifically to your question. And we did see a couple of customers making 
adjustments at that inventory level. That said, please don’t be concerned. We are seeing very strong POS lift, or point of sale, at the shelf level 
for OXO in line with or even a little ahead of OXO’s historical growth rate. So, we see that as trade inventory, not in any way a softening in 
consumer demand, which is in fact a little bit stronger than what we have seen historically.  
   
And in terms of the spending side, we are spending — and again, I don’t know which parts you heard, we are spending a bit on improving the 
website of OXO, taking eCommerce to the next level. We’re spending a bit on in-store product knowledge of clerks at the store level, because 
we’re bringing new categories online and have new competitors to differentiate our products against in areas like pots and pans, now in the 
GreenSaver type of product and soon enough in the electrics.  
   
And then we are investing significantly in preparing to launch our new products on OXO such as bakeware and also the electrics themselves. So, 
these are the kind of the things where the money is going. And in terms of what it sets us up for, it’s our expectation that we will see the benefit 
of those as the consumer demand continues, as OXO continues its proven recipe of maxing out stores in terms of distribution. Then adding new 
categories, and ultimately, also growing international. And that has been a good recipe for OXO for many years.  
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Jason Gere  — KeyBanc Capital Markets - Analyst  
   
And then just adding on on OXO, so you guys are still, or have been absent with one obviously large retailer. And I was just wondering if you 
could talk a little bit about any possibility of revisiting that relationship where you sell other products, but just not OXO at this point?  
   
What we’ve seen in HPC is that some brands that have never sold there before are finding ways to sell maybe a lower price point version of their 
product to cater to that customer. So, I was just wondering, just broadly and obviously not tipping your hat, but just what are you open to that 
relationship? And is there an opportunity for increased distribution if you were able to proceed with that one retailer?  
   
Julien Mininberg  — Helen of Troy Limited - CEO  
   
Yes, I understand. First of all, starting off, you are talking about our biggest customer and one of the largest retailers in the world. And first of 
all, we deeply respect them. We have a very large relationship with them that cuts across most of our product lines, and we consider them an 
exceptional customer and partner across all the businesses that we do with them.  
   
As we consider the positioning of all of our brands, OXO tends to be in the premium end of things in those categories. And while we do have a 
one click-down price point line in the SoftWorks, which we sell for example at Target. It is not our intention to introduce a yet lower line to go 
further in mass, and it’s not our intention to broaden distribution in that part of the mass channel, large though it may be.  
   
It is our intention to continue working the premium end of OXO. You can see that with the electrics. You’ve probably seen the price points are 
as high as $299, and that’s obviously a different segment and a different type of consumer that would buy products at the very high end of those 
categories.  
   
And all that said, differentiation is the magic word. And we are always working very hard to fight off commoditization, and that works against 
the area that you are talking about. So differentiation, premium, and category expansion, international growth, we think that’s the better recipe 
and the appropriate one for the OXO brand.  
   
Jason Gere  — KeyBanc Capital Markets - Analyst  
   
Okay. No, I appreciate your candor on that. And then just the last question, as you think about the M&A environment. Obviously, you are now 
anniversarying Healthy Directions and that’s now going to be part of the organic sales base. And usually you guys are good for a good sizable 
bolt-on acquisition.  
   
So as you think about M&A and the use of the cash and where your leverage is right now, do you think more about additional, smaller, adjacent 
tuck-ins like you did with the Vicks acquisition that you did a few months ago? Or is there still, as you think about the portfolio, think about a 
bigger global scale as other HPC companies are now thinking.  
   
Is there room to do maybe another leg in the portfolio, to get further scale and maybe this would be more fuel to the fuel for growth cost savings 
opportunity growing longer term? I know you talked about this is the Analyst Day, but I was just wondering, any updated thought and just what 
you’ve seen in the landscape right now from an M&A perspective? Thank you.  
   
Julien Mininberg  — Helen of Troy Limited - CEO  
   
Sure, thanks, Jason. A very good interesting question, and a good one. And yes, we have seen. We’ve seen acquisitions like the Armor All one 
from our friends at Spectrum. Everyone, I’m sure, saw in the newspaper the announcements today with regard to Cody. And so those are big 
moves.  
   
If you look at our own history, what you’ll see is both the types of acquisitions that you’re talking about conducted within the last 12 months. 
Meaning both bolting on a new leg, that was vitamin and mineral supplements under Healthy Directions, and that was a, I don’t know if it is a 
bold, but nonetheless moving far into a new area consistent with our overall healthcare business. Which is now 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 high margin consumable under Vicks around the Vapo-Steam and those VapoPad license buy out. 
And so we’re able to do both. It is strategic for us to do both, and we have done both.  
   
And in terms of our balance sheet, you have heard Brian talk about our debt ratio now coming down under 2 times. And if you project our cash 
flow forward, what you’ll see is the ability to have significant balance sheet flexibility to make large acquisitions, should we choose to, or also 
other smaller ones.  
   
And then rewinding just for a moment to Investor Day, that string of pearls approach that we talked about. I think we went out of our way to talk 
about the string of pearls has to be strategic, meaning along the line of pearls. But nonetheless, can have different size pearls in it. And ending up 
on strategy, multi-size, some bolt-in,  
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some tucking into our existing businesses and then bolting on new legs. It’s all available. Jack Jancin, who is here with us today, spends much of 
his time combing through that. And I can assure you that he and I are in constant contact on opportunity after opportunity and we are literally 
visiting, looking, trying all of the different ways that appeal to us. When we find just the right fit, we 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  
   
I just want to follow-up on a comment that you made regarding the M&A to Jason’s question regarding the consumables specifically. Could you 
just talk a little bit about some of the categories that you look at broadly as having that consumables element that would be attractive?  
   
And then just as a follow-up to that, can you remind us about some of the plans around the integration of some of the consumables businesses? 
Do they need to tie back to an existing business, or is that a characteristic that you’re looking for going forward as you think about capital 
deployment?  
   
Julien Mininberg  — Helen of Troy Limited - CEO  
   
Interesting question. Let me speak just broadly about consumables for a moment. There’s two basic types, there’s products like you see in our 
personal care products area, Infusium 23, Brut, Sure, et cetera, where the intention of purchasing the product is to consume it and then repeat the 
purchase cycle, hopefully as a loyal user, constantly expanding the facings in your medicine chest or bathroom, wherever the product may be 
used. And those types of products have been a part of our portfolio for a long time.  
   
We are also adding now increasingly consumables that go with devices. So think printers and cartridges, and that’s where the VapoSteams of the 
world come in. In the case of that type of consumable you saw us buy in that space close in to your point, and not a huge new reach. But also to 
Jason’s comments about Healthy Directions, you also saw with that the other kind of consumables under Healthy Directions where in this case, 
the device is your body and the consumables are the products that you’re buying to constantly replenish the vitamins and mineral 
supplementation of your health system. And in the case of both the point is, we have pursued both. They’re both on strategy for us.  
   
In the case of the cycles and how we look at it, we look for the margins to be significantly above average for the category that they are playing 
in. We look for leadership as a brand name, Vicks and Healthy Directions both passed those tests with flying colors. You see the very high 
margins on Healthy Directions, in the 70% range at the gross margin, and you see it above average for us on the bottom line as well.  
   
And while we have not publicly disclosed the Vicks VapoSteam margins, they’re not so different. And in the case of the ability to grow them, 
we look for them to grow faster than the devices themselves and we look for them to be in categories that themselves are growing faster. And 
Healthy Directions and VapoSteam passed both those tests as well.  
   
And then in terms of the growth, there is a magic mathematical fact about high margin consumables. Which is that as the installed base of 
devices increases, like, think razor handles, every year there’s more and more handles out there, more and more printers, the natural 
accumulation of the people able to buy the cartridges or our consumable products just grows mathematically. So, there’s a bit of a math friend in 
that area. So, that is the underlying strategic logic. It’s the math for it, and it’s also the behavior that we’ve done.  
   
And in terms of which categories, we fairly open, to be honest. It’s amazing the range that we’ve looked at. And to the point before about string 
of pearls, whether they are bolted on or tucked in. We’ve looked at both kinds, and we’ve bought both kinds, and we continue to do that. And 
that’s our M&A approach.  
   
It has to feel right, though. And we won’t just buy it because it has that model, we will buy it because we think we are able to make it better and 
then use our shared services platform to take out cost or scale it up.  
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Steph Wissink  — Piper Jaffray & Co. - Analyst  
   
That’s very helpful. Thank you. Just two follow-up questions, more related to the reported P&L. Can you talk a little bit about (technical 
difficulty) spend, and where we are in that migration from a holding company to an operating company?  
   
How should we think about the progress in the margin and leverage area? And then also as a follow-up, Julian, I would like to hear your 
thoughts on the beauty business. How are we tracking, how are the milestones looking there, what should we think about in terms of benchmarks 
here over the next 6 to 12 months? Thank you.  
   
Brian Grass  — Helen of Troy Limited - CFO  
   
Yes, this is Brian. I will talk about SG&A a little bit. I would say that our SG&A ratio for the quarter is higher than you would expect on a 
normalized basis and I think that would be expected by you. As we tried to call out, there are advertising and promotional and the product 
development costs incurred in the quarter that will benefit future quarters.  
   
So, I think the way we’ve tried to picture this or put this in perspective for you guys is on annualized, more on an annualized basis, not a quarter 
to quarter basis. And I think what we’ve set for the long-term targets still remains true, which is the 30 to 40 basis points of improvement in 
operating margin.  
   
And the cost savings that we have outlaid or are laid out for you guys, some of that being returned to the bottom line, but some of that being 
pumped back into the business for future growth. So that is the way that I would layout margin expansion and the SG&A costs.  
   
Julien Mininberg  — Helen of Troy Limited - CEO  
   
A quick build on SG&A, and then I’ll talk about your Beauty question. Remember Healthy Directions, by its very nature, has higher SG&A. 
And nonetheless, higher margins than the average for the Company on the bottom line, just because we’re fulfilling the orders. There is no 
retailer in between.  
   
The marketing and new product development investments that Brian was talking about, both in the script and his comments now, speak to a bit 
higher SG&A in this first half of the year as a percentage of the sales which are at their seasonal low point, so there is just a bit of math there.  
   
And then remember the FX comments, as we incurred expenses in foreign exchange, such as Swiss francs in Europe, the sales come in at a lower 
dollar translation as they come back to us from euros. And nonetheless, our dollars go out the door in expense in Swiss francs, so that is a double 
whammy effect. So, those are the things that I would add as built on the SG&A front.  
   
And in the case of the Beauty progress, a lot to like here. We’re taking all those key areas that I have mentioned a few times, and I will touch 
each of them here. But before I do, I’ll just say, the quarterly progress is looking pretty good. If you take that 4.7% that Brian talked about in 
terms of decline, first of all, it’s in line with our mid single-digit target that we said for the year in terms of the decline rate in Beauty. As we try 
to get back to flat, remember that was an 18 month glide path.  
   
And if you look at the impact of foreign exchange, which I believe was about 2% of that 4.7%, as well as the port strike — sorry, port labor 
disruption, which largely impacted beauty more than our other businesses. Those were headwinds of the 4.7%, and nonetheless, the 4.7% in line 
with our projection. So, we found that aspect encouraging.  
   
I’ll also say that if you take the last couple of quarters together, the last two quarters of last year and the first quarter of this year. That is three in 
a row at this point, and you compare them, for example, to the first half of last year where you saw strong double-digit declines, you can see a 
deceleration. And that’s why I say progress towards deceleration, despite the minus 4.7%. So, that’s just the comparison and the math and the 
trend of it.  
   
And then you take the other aspects like packaging, new product development, quality, marketing and the other areas that we’ve outlined as the 
elements of stabilization and we have excellent progress in all of them. If you go to the shelf, you’ll see increasingly better products coming 
online. If you look at our quality, we are making meaningful improvements in some key products. And if you look at our packaging, you’ll see 
much better branding.  
   
You will see fewer SKUs that are more appropriate for the assortment that our consumers want and that retailers will support. And you’ll see 
more statement of benefits, and just better branding on the package. Better brand blocks, et cetera.  
   
And then if you look at the work being done in new product development, while we haven’t put new Beauty products onto the market, it is only 
been a few months since we started that effort, there are several that are soon coming to the market. We cannot wait to share them with you as 
soon as they shipped.  
   
And we are seeing nice customer reception at the sell in phase. So, it is nice to see a real innovation being grabbed by customers. When it’s on 
shelf, we’ll talk all about it and hopefully see it sell through nicely.  
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And then as an example that did ship in the last couple of quarters is that callus buffer under Dr. Scholl’s that also has the high margin 
consumable model. We’re distributing that through outside distribution agent, and it is just selling well. So, there is a lot of examples in Beauty 
progress. That said, plenty of headwinds.  
   
And then lastly, the reorganization that we talked about here on the call today is significant. We have unified multiple retail sales and marketing 
organizations. We’ve kept our professional organization separate, but nonetheless, unified the ethnic part with the general market part within 
professional. And we have put a shared service concept within Beauty in things like sales, marketing — sorry, finance, marketing services, and a 
few other creative services, a few other aspects that allow us to take a bit of cost out and to have less silos 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&A. We had multiple impacts to sales in the quarter, currency, the West Coast port thing, and 
then the shifting of orders from OXO which obviously impacts our operating leverage, and makes our SG&A ratio look higher for the quarter. 
So, it will naturally be higher because of those events. But as those normalize and we get more on a normalized 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. Appreciate it. Best 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 call and for your continued interest in Helen of Troy, and especially for your support. We are 
looking forward to speaking with many of you in the coming day and weeks and updating you on our second-quarter results in October. And 
with there being no further question, thank you and have a wonderful evening.  
   
Operator  
   
Ladies and gentlemen, that does conclude today’s presentation. We do thank everyone for your participation.  
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