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Item 2.02    Results of Operation and Financial Condition.

On July 8, 2021, Helen of Troy Limited (the “Company”, “our”, “we” or “us”) issued a press release announcing the results for its first quarter of fiscal
2022.  With this Form 8-K, we are furnishing a copy of the press release (attached hereto as Exhibit 99.1).  The press release is also provided on the
Investor Relations Page of our website at: http://www.helenoftroy.com.  The information contained on this website is not included as a part of, or
incorporated by reference into, this report.

Certain written and oral statements made by the Company and subsidiaries of the Company may constitute “forward-looking statements” as defined
under the Private Securities Litigation Reform Act of 1995. This includes statements made in this Form 8-K and the exhibits attached hereto. Generally,
the words “anticipates”, “believes”, “expects”, “plans”, “may”, “will”, “would”, “should”, “seeks”, “estimates”, “project”, “predict”, “potential”, “currently”,
“continue”, “intends”, “outlook”, and other similar words identify forward-looking statements. All statements that address operating results, events or
developments that the Company expects or anticipates will occur in the future, including statements related to sales, earnings per share results, and
statements expressing general expectations about future operating results, are forward-looking statements and are based upon its current expectations
and various assumptions. The Company believes there is a reasonable basis for these expectations and assumptions, but there can be no assurance
that the Company will realize these expectations or that these assumptions will prove correct. Forward-looking statements are subject to risks that could
cause them to differ materially from actual results. Accordingly, the Company cautions readers not to place undue reliance on forward-looking
statements. The forward-looking statements contained in this Form 8-K and the exhibits attached hereto should be read in conjunction with, and are
subject to and qualified by, the risks described in the Company’s Form 10-Q for the three months ended May 31, 2021, and in the Company’s other filings
with the SEC. Investors are urged to refer to the risk factors referred to above for a description of these risks. Such risks include, among others, the
Company's ability to successfully manage the demand, supply, and operational challenges associated with the actual or perceived effects of COVID-19
and any similar future public health crisis, pandemic or epidemic, the Company's ability to deliver products to its customers in a timely manner and
according to their fulfillment standards, actions taken by large customers that may adversely affect the Company's gross profit and operating results, the
Company's dependence on the strength of retail economies and vulnerabilities to any prolonged economic downturn, including from the effects of
COVID-19, the Company's dependence on sales to several large customers and the risks associated with any loss of, or substantial decline in, sales to
top customers, expectations regarding recent acquisitions and any future acquisitions or divestitures, including the Company's ability to realize related
synergies along with its ability to effectively integrate acquired businesses or disaggregate divested businesses, the Company's reliance on its Chief
Executive Officer and a limited number of other key senior officers to operate its business, obsolescence or interruptions in the operation of the
Company's central global Enterprise Resource Planning systems and other peripheral information systems, occurrence of cyber incidents or failure by the
Company or its third-party service providers to maintain cybersecurity and the integrity of confidential internal or customer data, the Company's
dependence on third-party manufacturers, most of which are located in the Asia Pacific market, and any inability to obtain products from such
manufacturers, risks associated with weather conditions, the duration and severity of the cold and flu season and other related factors, the geographic
concentration and peak season capacity of certain U.S. distribution facilities which increase its risk to disruptions that could affect the Company's ability to
deliver products in a timely manner, risks associated with the use of licensed trademarks from or to third parties, the Company's ability to develop and
introduce a continuing stream of innovative new products to meet changing consumer preferences, the risks associated with trade barriers, exchange
controls, expropriations, and other risks associated with domestic and foreign operations, the risks associated with significant changes in or the
Company's compliance with regulations, interpretations or product certification requirements, the risks associated with the Company's discussions with
the EPA on the development and implementation of compliance plans related to certain of its products within the Health & Home segment, the risks
associated with global legal developments regarding privacy and data security that could result in changes to its business
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practices, penalties, increased cost of operations, or otherwise harm the business, the risks associated with accounting for tax positions and the
resolution of tax disputes, the risks of potential changes in laws and regulations, including environmental, health and safety and tax laws, and the costs
and complexities of compliance with such laws, the Company's ability to continue to avoid classification as a Controlled Foreign Corporation, the risks
associated with legislation enacted in Bermuda and Barbados in response to the European Union’s review of harmful tax competition, the risks of
significant tariffs or other restrictions being placed on imports from China or Mexico or any retaliatory trade measures taken by China or Mexico, the risks
associated with product recalls, product liability and other claims against the Company, and associated financial risks including but not limited to,
significant impairment of the Company's goodwill, indefinite-lived and definite-lived intangible assets or other long-lived assets, risks associated with
foreign currency exchange rate fluctuations, increased costs of raw materials, energy and transportation, projections of product demand, sales and net
income, which are highly subjective in nature, and from which future sales and net income could vary in a material amount, the risks to the Company's
liquidity or cost of capital which may be materially adversely affected by constraints or changes in the capital and credit markets and limitations under its
financing arrangements.

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

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

Item 9.01    Financial Statements and Exhibits.

(d)        Exhibits
Exhibit Number     Description
99.1  Press Release dated July 8, 2021
99.2 Text of conference call held on July 8, 2021
104 Cover Page Interactive Data File (embedded within the Inline XBRL document)

Signatures

Pursuant to the requirements of the Securities Exchange Act of 1934, the registrant has duly caused this report to be signed on its behalf by the
undersigned hereunto duly authorized.
 HELEN OF TROY LIMITED
  
Date: July 13, 2021 /s/ Brian L. Grass
 Brian L. Grass
 Chief Financial Officer,  Principal Financial Officer and Principal Accounting

Officer
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Exhibit 99.1

Helen of Troy Limited Reports First Quarter Fiscal 2022 Results
Consolidated Net Sales Growth of 28.6%; Organic Business Net Sales Growth of 27.3%

GAAP Diluted Earnings Per Share (“EPS”) of $2.31
Adjusted Diluted EPS Growth of 37.5% to $3.48

Initiates Fiscal 2022 Outlook:
Consolidated GAAP Diluted EPS of $6.80 to $7.49; Core Diluted EPS of $6.60 to $7.28

Consolidated Adjusted Diluted EPS of $10.46 to $10.97; Core Adjusted Diluted EPS of $10.25 to $10.75
Consolidated Net Sales of $1.93 to $1.98 Billion; Core Net Sales of $1.90 to $1.95 Billion

El Paso, Texas, July 8, 2021 — Helen of Troy Limited (NASDAQ: HELE), designer, developer and worldwide marketer of consumer brand-name
housewares, health and home, and beauty products, today reported results for the three-month period ended May 31, 2021.

 

Executive Summary – First Quarter of Fiscal 2022

• Consolidated net sales revenue increase of 28.6% to $541.2 million, including:
◦ An increase in Leadership Brand net sales of 22.9%
◦ An increase in online channel net sales of approximately 4%
◦ Organic business net sales growth of 27.3%
◦ Core business net sales growth of 28.9%

• The Company is in discussions with the U.S. Environmental Protection Agency (the “EPA”) regarding concerns that packaging claims on certain
products in its U.S. water and air filtration and a limited subset of humidifier products are not in compliance with the EPA's strict interpretation of
specific regulations. On May 27, 2021, the Company voluntarily implemented a temporary stop shipment action while it continues to work with the
EPA to resolve outstanding concerns on the affected products. The EPA has not raised any product quality, safety or performance issues. The
Company has already addressed the EPA's concerns on the water filtration products by making modest changes to our packaging and have
resumed shipping those products. The Company expects to similarly resolve the EPA's concerns on air and humidification packaging and then
resume shipping of those products as soon as operationally possible. During the first quarter of fiscal 2022, the Company recorded a $13.1 million
charge referred to as “EPA compliance costs” in cost of goods sold to reflect the costs of its compliance plans with respect to inventory on hand at
the end of the quarter.

• GAAP consolidated operating income of $64.8 million, or 12.0% of net sales, which includes $13.1 million in EPA compliance costs, compared to
$57.0 million, or 13.5% of net sales, for the same period last year

• Non-GAAP consolidated adjusted operating income increase of 33.6% to $95.0 million, or 17.5% of net sales, compared to $71.1 million, or 16.9%
of net sales, for the same period last year

• GAAP diluted EPS of $2.31, which includes EPA compliance costs of $0.52 per share, compared to $2.37 for the same period last year

• Non-GAAP adjusted diluted EPS increase of 37.5% to $3.48, compared to $2.53 for the same period last year
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• Repurchased 436,842 shares of common stock in the open market during the quarter for $95.5 million, at an average price of $218.58 per share

Julien R. Mininberg, Chief Executive Officer, stated: “We delivered an outstanding first quarter, with even higher sales growth and stronger profitability
than we expected. The 28.6% sales growth was broad based, with Beauty and Housewares leading the way as re-openings drove store traffic and our
brands continued to distinguish themselves with consumers. Health & Home also grew, surpassing the very large COVID-related first quarter base laid
down a year ago. International sales grew even faster than the fleet average as this strategic focus area benefited from prior flywheel investments. We
grew adjusted EPS by 37.5%, as the very strong sales growth more than offset normalized spending versus last year and headwinds from widespread
inflation affecting nearly all input costs including materials, labor, and transportation.

So far in Fiscal 2022, we have continued to take actions intended to drive long-term value for shareholders. We divested our Personal Care business in
line with our long-term strategy to focus on our Leadership Brands, finalized a land purchase in Gallaway, Tennessee to build a state-of-the-art
distribution center which will have high levels of automation and scalable direct-to-consumer capability, and re-purchased just under 2% of our stock. We
also secured more inventory ahead of the more recent cost increases in the market, positioning us well to continue to meet demand and better manage
the current period of inflation and global supply chain disruption.”

Mr. Mininberg continued: “Looking ahead to full fiscal 2022, we are now in a position to provide an outlook. Our Housewares and Beauty segments are
each projecting healthy growth in revenue and profitability on top of their strong growth last year. Our projection in Health & Home includes the estimated
impact of lost sales volume related to the EPA matter. Our rapid response team is working to bring this to resolution as quickly as possible. Excluding the
impact of the EPA matter, we were on track to achieve growth in both Core net sales and Core adjusted EPS, which is in line with the thinking we
communicated in April.

Longer term, we remain committed to our Phase II Transformation Plan and expect to return to our Phase II targets of average annual organic revenue
growth of 3% and adjusted EPS growth of 8% in Fiscal 2023 and Fiscal 2024. We also remain actively focused on acquisition opportunities to further
accelerate long-term value creation.”

Three Months Ended May 31,
(in thousands) (unaudited) Housewares Health & Home Beauty Total
Fiscal 2021 sales revenue, net $ 140,628 $ 199,956 $ 80,251 $ 420,835 

Organic business (1) 52,127 1,203 61,552 114,882 
Impact of foreign currency 889 2,937 1,680 5,506 

Change in sales revenue, net 53,016 4,140 63,232 120,388 
Fiscal 2022 sales revenue, net $ 193,644 $ 204,096 $ 143,483 $ 541,223 

Total net sales revenue growth 37.7 % 2.1 % 78.8 % 28.6 %
Organic business 37.1 % 0.6 % 76.7 % 27.3 %
Impact of foreign currency 0.6 % 1.5 % 2.1 % 1.3 %

Operating margin (GAAP)     
Fiscal 2022 14.0 % 5.5 % 18.4 % 12.0 %
Fiscal 2021 16.5 % 15.8 % 2.8 % 13.5 %

Adjusted operating margin (non-GAAP)     
Fiscal 2022 17.2 % 14.6 % 22.3 % 17.5 %
Fiscal 2021 19.5 % 18.7 % 8.0 % 16.9 %
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Consistent with its strategy of focusing resources on its Leadership Brands, during the fourth quarter of fiscal 2020, the Company committed to a plan to
divest certain assets within its Beauty segment's mass channel personal care business (“Personal Care”). The net assets to be disposed of include
intangible assets, inventory, certain net trade receivables, fixed assets, and certain accrued sales discounts and allowances relating to the Company's
mass channel liquids, powder and aerosol products under brands such as Pert, Brut, Sure and Infusium. Accordingly, the Company classified the
identified net assets of the disposal group as held for sale. The divestiture was completed during the second quarter of fiscal 2022. The Company defines
Core business as strategic business that it expects to be an ongoing part of its operations, and Non-Core business as business or net assets (including
net assets held for sale) that it expects to divest within a year of its designation as Non-Core.

Three Months Ended May 31,
(in thousands) (unaudited) Housewares Health & Home Beauty Total
Fiscal 2021 sales revenue, net $ 140,628 $ 199,956 $ 80,251 $ 420,835 

Core business (2) 53,016 4,140 64,429 121,585 
Non-Core business (Personal Care) (2) — — (1,197) (1,197)

Change in sales revenue, net 53,016 4,140 63,232 120,388 
Fiscal 2022 sales revenue, net $ 193,644 $ 204,096 $ 143,483 $ 541,223 

Total net sales revenue growth (decline) 37.7 % 2.1 % 78.8 % 28.6 %
Core business 37.7 % 2.1 % 80.3 % 28.9 %
Non-Core business (Personal Care) — % — % (1.5)% (0.3)%

EPA Packaging Compliance Matter

The Company is currently in discussions with the EPA regarding the compliance of packaging claims on certain of its products in the air and water
filtration and a limited subset of humidifier products within the Health & Home segment that are sold in the United States. The EPA has not raised any
product quality, safety or performance issues. The Company expects these products to be available for distribution with the only changes being modified
labeling or different packaging. As a result of these discussions, on May 27, 2021, the Company voluntarily implemented a temporary stop shipment
action in the U.S. while it works with the EPA towards an expedient resolution. The EPA has approved modest changes to the Company's labeling claims
on its existing water filtration packaging, which the Company has begun to implement. The Company resumed shipment of these products this week and
is actively working towards similar agreements regarding its air filtration and humidification packaging in continued collaboration with the EPA. At the
Company's request, the EPA issued a Stop Sale, Use or Removal Order on June 29, 2021, which among other things, allows for the movement of certain
of its products among its warehouses and will facilitate rework of the affected air filtration packaging once agreed to with the EPA. The Company believes
this is meaningful progress towards a final resolution with the EPA. The stop shipment will remain in effect until the Company implements an approved
labeling and repackaging plan. During the first quarter of fiscal 2022, the Company recorded a $13.1 million charge to write-off the obsolete packaging for
the affected products in inventory on-hand and in-transit as of the end of the first quarter of fiscal 2022. The charge was recognized in cost of goods sold
and is referred to as “EPA compliance costs.” The Company expects to incur additional EPA compliance costs, which may include costs to relabel or
repackage existing inventory as well as incremental freight and storage costs, among other things.

Consolidated Results - First Quarter Fiscal 2022 Compared to First Quarter Fiscal 2021

• Consolidated net sales revenue increased $120.4 million, or 28.6%, to $541.2 million compared to $420.8 million. The growth was driven by an
Organic business increase of $114.9 million, or 27.3%, primarily due to higher consolidated brick and mortar sales in the Beauty and Housewares
segments due to the favorable comparative impact of store closures and reduced store traffic in the prior year period, an increase in consolidated
international sales, higher sales in the club and

3



closeout channels, growth in consolidated online sales, and the favorable impact of $15 million of orders that were not able to be shipped at the
end of the fourth quarter of fiscal 2021 due to the late-February winter storm in the U.S. (“Winter Storm Uri”). These factors were partially offset by
a net sales revenue decline in Non-Core business. Net sales revenue was also favorably impacted by net foreign currency fluctuations of
approximately $5.5 million, or 1.3%.

• Consolidated gross profit margin decreased 1.8 percentage points to 40.8%, compared to 42.6%. The decrease in consolidated gross profit
margin was primarily due to higher inbound freight expense due to rising freight costs and container supply shortages, EPA compliance costs in
the Health & Home segment of $13.1 million, and a less favorable channel mix in the Housewares segment. These factors were partially offset by
a more favorable product mix in the Beauty segment.

• Consolidated selling, general and administrative expense (“SG&A”) ratio decreased 0.2 percentage points to 28.8%, compared to 29.0%. The
decrease in the consolidated SG&A ratio was primarily due to favorable operating leverage, reduced royalty expense as a result of the
amendment of the Revlon trademark license, lower amortization expense, and a decrease in bad debt expense. These factors were partially offset
by the impact of higher personnel and advertising expenses due to cost reduction initiatives in the prior year period and higher distribution
expense.

• Consolidated operating income was $64.8 million, or 12.0% of net sales revenue, compared to $57.0 million, or 13.5% of net sales revenue. The
decrease in consolidated operating margin was primarily driven by higher inbound freight expense due to rising freight costs and container supply
shortages, EPA compliance costs, a less favorable channel mix in the Housewares segment, higher personnel and advertising expenses due to
cost reduction initiatives in the prior year period, and higher distribution expenses. These factors were partially offset by a more favorable product
mix in the Beauty segment, favorable operating leverage, reduced royalty expense as a result of the amendment of the Revlon trademark license,
lower amortization expense, and a decrease in bad debt expense.

• Income tax expense as a percentage of income before tax was 8.0% compared to an income tax benefit of 13.0% for the same period last year,
primarily due to the benefit of the CARES Act in fiscal 2021. Income tax expense for the three months ended May 31, 2021 is driven by the mix of
taxable income in the Company's various jurisdictions and tax benefits associated with share-based compensation recognized in the period in
which it is settled.

• Net income was $57.0 million, compared to $60.3 million. Diluted EPS was $2.31 compared to $2.37. Diluted EPS decreased primarily due to
lower operating income in the Health & Home segment and the comparative impact from the CARES Act tax benefit recognized in the prior year
period, partially offset by higher operating income in the Beauty and Housewares segments, lower interest expense, and lower weighted average
diluted shares outstanding.

• Adjusted EBITDA (earnings before interest, taxes, depreciation and amortization) increased 32.7% to $100.8 million compared to $76.0 million.

On an adjusted basis for the first quarters of fiscal 2022 and 2021, excluding EPA compliance costs, restructuring charges, tax reform, amortization of
intangible assets, and non-cash share-based compensation, as applicable:

• Adjusted operating income increased $23.9 million, or 33.6%, to $95.0 million, or 17.5% of net sales revenue, compared to $71.1 million, or 16.9%
of net sales revenue. The 0.6 percentage point increase in adjusted operating margin primarily reflects a more favorable product mix in the
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Beauty segment, favorable operating leverage, reduced royalty expense as a result of the amendment of the Revlon trademark license, and a
decrease in bad debt expense. These factors were partially offset by higher inbound freight expense due to rising freight costs and container
supply shortages, a less favorable channel mix in the Housewares segment, higher personnel and advertising expenses due to cost reduction
initiatives in the prior year period, and higher distribution expenses.

• Adjusted income increased $21.7 million, or 33.7%, to $85.8 million, compared to $64.2 million for the same period last year. Adjusted diluted EPS
increased 37.5% to $3.48 compared to $2.53. The increase in adjusted diluted EPS was primarily due to higher adjusted operating income in the
Beauty and Housewares segments, lower interest expense, and lower weighted average diluted shares outstanding, partially offset by lower
adjusted operating income in the Health & Home segment and higher tax expense resulting from the CARES Act tax benefit recognized in the
prior year period.

Segment Results - First Quarter Fiscal 2022 Compared to First Quarter Fiscal 2021

Housewares net sales revenue increased $53.0 million, or 37.7%, to $193.6 million, compared to $140.6 million. Growth was driven by an Organic
business increase of $52.1 million, or 37.1%, primarily due to an increase in brick and mortar sales for both OXO and Hydro Flask due to the favorable
comparative impact of store closures and reduced store traffic in the prior year period, growth in international sales, higher sales in the club and closeout
channels, and the favorable impact of orders that were not able to be shipped at the end of the fourth quarter of fiscal 2021 due to Winter Storm Uri.
These factors were partially offset by a decrease in online sales due to the unfavorable comparative impact of an even greater shift to online shopping in
the prior year period due to store closures. Net sales revenue was also favorably impacted by net foreign currency fluctuations of approximately $0.9
million, or 0.6%. Operating income was $27.1 million, or 14.0% of segment net sales revenue, compared to $23.2 million, or 16.5% of segment net sales
revenue. The 2.5 percentage point decrease in segment operating margin was primarily due to a less favorable channel mix, higher inbound freight
expense, higher distribution costs, an increase in marketing expense, and higher personnel expense. These factors were partially offset by lower bad
debt expense and favorable operating leverage. Adjusted operating income increased 21.3% to $33.2 million, or 17.2% of segment net sales revenue
compared to $27.4 million, or 19.5% of segment net sales revenue.

Health & Home net sales revenue increased $4.1 million, or 2.1%, to $204.1 million, compared to $200.0 million. Growth was driven by an Organic
business increase of $1.2 million, or 0.6%, primarily due to an increase in sales in the air filtration category, growth in international sales, and the
favorable impact of orders that were not able to be shipped at the end of the fourth quarter of fiscal 2021 due to Winter Storm Uri. These factors were
sufficient to grow over the 30.2% organic sales increase fueled by strong COVID-19 driven demand for healthcare and healthy living products in the
comparative prior year period. Net sales revenue was also favorably impacted by net foreign currency fluctuations of approximately $2.9 million, or 1.5%.
Operating income was $11.2 million, or 5.5% of segment net sales revenue, compared to $31.5 million, or 15.8% of segment net sales revenue. The 10.3
percentage point decrease in segment operating margin was primarily due to a less favorable product mix, EPA compliance costs of $13.1 million, higher
inbound freight expense, higher distribution costs, an increase in marketing expense, and higher personnel expenses. These factors were partially offset
by lower product liability claim costs, reduced amortization expense, a decrease in royalty expense, and the favorable impact of foreign currency
fluctuations. Adjusted operating income decreased 20.1% to $29.8 million, or 14.6% of segment net sales revenue, compared to $37.3 million, or 18.7%
of segment net sales revenue.

Beauty net sales revenue increased $63.2 million, or 78.8%, to $143.5 million, compared to $80.3 million. The increase was driven by an Organic
business increase of $61.6 million, or 76.7%. The Organic growth was broad based with strength across many aspects of the business. The growth
drivers include
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an increase in brick and mortar sales due to the favorable comparative impact of store closures and reduced store traffic in the prior year period, growth
in the volumizer franchise due to continued high consumer demand, expanded distribution primarily in the club channel, new product introductions, the
favorable comparative impact of constrained supply levels in the prior year period, a strong increase in Drybar sales, an increase in online channel sales,
significantly higher international sales, and the favorable impact of orders that were not able to be shipped at the end of the fourth quarter of fiscal 2021
due to Winter Storm Uri. These factors were partially offset by a decline in Non-Core business. Net sales revenue was also favorably impacted by net
foreign currency fluctuations of approximately $1.7 million, or 2.1%. Operating income was $26.4 million, or 18.4% of segment net sales revenue,
compared to $2.2 million, or 2.8% of segment net sales revenue. The 15.6 percentage point increase in segment operating margin was primarily due to
favorable operating leverage, a more favorable product mix, reduced royalty expense as a result of the amendment of the Revlon trademark license,
lower inventory obsolescence costs, the favorable impact of foreign currency fluctuations, and a decrease in bad debt expense. These factors were
partially offset by higher inbound freight expense, increased marketing expense, and increased personnel expense. Adjusted operating income increased
$25.5 million to $31.9 million, or 22.3% of segment net sales revenue, compared to $6.4 million, or 8.0% of segment net sales revenue.

Balance Sheet and Cash Flow Highlights - First Quarter Fiscal 2022 Compared to First Quarter Fiscal 2021

• Cash and cash equivalents totaled $37.4 million, compared to $88.5 million.

• Accounts receivable turnover was 67.4 days, compared to 67.5 days.

• Inventory was $540.1 million, compared to $276.3 million. Trailing twelve-month inventory turnover was 3.0 times compared to 3.2 times.

• Total short- and long-term debt was $511.0 million, compared to $324.9 million.

• Net cash used by operating activities for the first three months of the fiscal year was $63.4 million, compared to net cash provided of $92.8 million
for the same period last year.

Subsequent Event

On June 7, 2021, the Company completed the sale of its Personal Care business, not including the Latin America and Caribbean regions, to HRB Brands
LLC for $44.7 million in cash. The sale also includes an option that provides HRB Brands LLC the right to purchase the Latin America and Caribbean
Personal Care businesses no later than the end of fiscal 2022, subject to meeting certain agreed-upon conditions. The carrying amount of the identified
assets and liabilities within the disposal group were classified as held for sale as of May 31, 2021. The transaction is not reflected in the Company's
condensed consolidated financial statements as of and for the period ended May 31, 2021.

Fiscal 2022 Annual Outlook

Due to the sale of the majority of the Personal Care business during the second quarter of fiscal 2022 and the expected continued classification of the
remaining Latin America and Caribbean Personal Care business as Non-Core for fiscal 2022, the outlook the Company is providing is on both a
consolidated and Core business basis in order to provide comparability between historical and future periods.

The Company's outlook includes the current estimated impact of the duration of the EPA-related stop shipment action previously discussed, which is
based on the estimated timing of approval and implementation of the Company's compliance plans. The Company's outlook includes an estimated
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unfavorable sales revenue impact of $110 to $135 million and an unfavorable adjusted diluted EPS impact of $0.70 to $1.00 related to lost sales volume
and earnings due to the EPA matter. The adjusted diluted EPS impact is net of the favorable impact of cost reduction actions being taken in the Health &
Home segment, which include significant reductions in personnel, marketing and select new product development costs.

The Company incurred $13.1 million of EPA compliance costs in the first quarter of fiscal 2022 in conjunction with the implementation of its compliance
plans. These costs were included in our GAAP operating results but were excluded in our non-GAAP adjusted operating results. The Company expects
to incur additional EPA compliance costs, which may include costs to relabel or repackage existing inventory as well as incremental freight and storage
costs, among other things. The Company expects to continue to exclude these costs from non-GAAP adjusted operating results, and the costs have been
excluded from the annual outlook for non-GAAP adjusted diluted EPS.

The Company expects consolidated net sales revenue in the range of $1.93 to $1.98 billion, which implies a decline of 8.0% to 5.5%. The Company
expects Core net sales revenue in the range of $1.9 to $1.95 billion, which implies a decline of 6.0% to 3.5%, which includes 6.7% to 5.4% of unfavorable
impact related to the EPA matter.

The Company’s net sales outlook reflects the following expectations by segment:
• Housewares net sales growth of 7.0% to 9.0%;
• Health & Home net sales decline of 27.0% to 24.0%, including 15.2% to 12.4% of decline related to the EPA matter; and
• Beauty net sales growth of 4.2% to 6.3%; Beauty Core net sales growth of 17.0% to 19.0%.

The Company expects consolidated GAAP diluted EPS of $6.80 to $7.49 and Core diluted EPS of $6.60 to $7.28. The Company expects consolidated
non-GAAP adjusted diluted EPS in the range of $10.46 to $10.97 and Core adjusted diluted EPS in the range of $10.25 to $10.75, which excludes any
EPA compliance costs, asset impairment charges, restructuring charges, tax reform, share-based compensation expense and intangible asset
amortization expense. The Company's Core adjusted diluted EPS outlook implies a decline of 7.0% to 2.5%, which includes 9.1% to 6.3% of impact due
to the EPA matter, implying year-over-year growth of 2.1% to 3.8% not including the impact of the EPA matter.

The Company’s outlook also includes year-over-year inflationary cost pressures of approximately $55 to $60 million, or approximately $2.25 to $2.45 of
adjusted diluted EPS, much of which have been mitigated through improved product mix, price increases, forward buying of inventory to delay cost
impacts, utilizing previously negotiated shipping contracts at rates below current market prices, and implementing other cost reduction initiatives.

The Company’s consolidated and Core net sales and EPS outlook reflect the following:
• the assumption that the severity of the cough/cold/flu season will be in line with pre-COVID historical averages;
• the assumption that June 2021 foreign currency exchange rates will remain constant for the remainder of the fiscal year; and
• an estimated weighted average diluted shares outstanding of 24.4 million.

Due to the strong growth comparison and COVID-related events in fiscal 2021, and the timing of the estimated impacts of the shipping restrictions related
to the EPA matter, the Company expects consolidated Core net sales growth for fiscal 2022 to be concentrated entirely in the first quarter of the fiscal
year. The Company also expects Core adjusted diluted EPS growth for fiscal 2022 to be concentrated in the first and fourth quarters of the fiscal year,
with the second quarter expected to be the most impacted by the shipping restrictions as well as having the most challenging growth comparison to the
prior fiscal year.
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The Company expects a reported consolidated GAAP effective tax rate range of 13.0% to 14.0%, and a Core GAAP effective tax rate range of 12.8% to
13.8% for the full fiscal year 2022. The Company expects a consolidated adjusted effective tax rate range of 10.1% to 11.1% and a Core adjusted
effective tax rate range of 9.9% to 10.9%.

The Company expects capital asset expenditures of $100 to $125 million for the full fiscal year 2022, which includes expected initial expenditures related
to a new 2 million square foot distribution facility with state-of-the-art automation for the Housewares segment. The Company expects the total cost of the
new distribution center and equipment to be in the range of $200 to $225 million spread over fiscal years 2022 and 2023, assuming construction and
equipment costs remain at current levels.

The likelihood and potential impact of any fiscal 2022 acquisitions and divestitures, future asset impairment charges, future foreign currency fluctuations,
material long-term distribution losses and/or customer returns that may arise related to the EPA matter, or further share repurchases are unknown and
cannot be reasonably estimated; therefore, they are not included in the Company’s sales and earnings outlook.

Conference Call and Webcast

The Company will conduct a teleconference in conjunction with today’s earnings release. The teleconference begins at 9:00 a.m. Eastern Time today,
Thursday, July 8, 2021. Investors and analysts interested in participating in the call are invited to dial (877) 407-3982 approximately ten minutes prior to
the start of the call. The conference call will also be webcast live at: http://investor.helenoftroy.com. A telephone replay of this call will be available at
12:00 p.m. Eastern Time on July 8, 2021 until 11:59 p.m. Eastern Time on July 15, 2021 and can be accessed by dialing (844) 512-2921 and entering
replay pin number 13720546. A replay of the webcast will remain available on the website for one year.

Non-GAAP Financial Measures

The Company reports and discusses its operating results using financial measures consistent with accounting principles generally accepted in the United
States of America (“GAAP”). To supplement its presentation, the Company discloses certain financial measures that may be considered non-GAAP such
as Adjusted Operating Income, Adjusted Operating Margin, Adjusted Effective Tax Rate, Adjusted Income, Adjusted Diluted Earnings per Share (“EPS”),
Core and Non-Core Adjusted Diluted EPS, EBITDA, Adjusted EBITDA, and Free Cash Flow, which are presented in accompanying tables to this press
release along with a reconciliation of these financial measures to their corresponding GAAP-based measures presented in the Company’s condensed
consolidated statements of income and cash flows. For additional information see Note 8 to the accompanying tables to this Press Release.
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About Helen of Troy Limited

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

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

Forward Looking Statements

Certain written and oral statements made by the Company and subsidiaries of the Company may constitute “forward-looking statements” as defined
under the Private Securities Litigation Reform Act of 1995. This includes statements made in this press release. Generally, the words “anticipates”,
“believes”, “expects”, “plans”, “may”, “will”, “would”, “should”, “seeks”, “estimates”, “project”, “predict”, “potential”, “currently”, “continue”, “intends”,
“outlook”, and other similar words identify forward-looking statements. All statements that address operating results, events or developments that the
Company expects or anticipates will occur in the future, including statements related to sales, earnings per share results, and statements expressing
general expectations about future operating results, are forward-looking statements and are based upon its current expectations and various
assumptions. The Company believes there is a reasonable basis for these expectations and assumptions, but there can be no assurance that the
Company will realize these expectations or that these assumptions will prove correct. Forward-looking statements are subject to risks that could cause
them to differ materially from actual results. Accordingly, the Company cautions readers not to place undue reliance on forward-looking statements. The
forward-looking statements contained in this press release should be read in conjunction with, and are subject to and qualified by, the risks described in
the Company’s Form 10-Q for the three months ended May 31, 2021, and in the Company's other filings with the SEC. Investors are urged to refer to the
risk factors referred to above for a description of these risks. Such risks include, among others, the Company's ability to successfully manage the
demand, supply, and operational challenges associated with the actual or perceived effects of COVID-19 and any similar future public health crisis,
pandemic or epidemic, the Company's ability to deliver products to its customers in a timely manner and according to their fulfillment standards, actions
taken by large customers that may adversely affect the Company's gross profit and operating results, the Company's dependence on the strength of retail
economies and vulnerabilities to any prolonged economic downturn, including from the effects of COVID-19, the Company's dependence on sales to
several large customers and the risks associated with any loss of, or substantial decline in, sales to top customers, expectations regarding recent
acquisitions and any future acquisitions or divestitures, including the Company's ability to realize related synergies along with its ability to effectively
integrate acquired businesses or disaggregate divested businesses, the Company's reliance on its Chief Executive Officer and a limited number of other
key senior officers to operate its business, obsolescence or interruptions in the operation of the Company's central global Enterprise Resource Planning
systems and other peripheral information systems, occurrence of cyber incidents or failure by the Company or its third-party service providers to maintain
cybersecurity and the integrity of confidential internal or customer data, the Company's dependence on third-party manufacturers, most of which are
located in the Asia Pacific market, and any inability to obtain products from such manufacturers, risks associated with weather conditions, the duration
and severity of the cold and flu season and other related factors, the geographic concentration and peak season capacity of certain U.S. distribution
facilities which increase its risk to disruptions that could affect the Company's ability to deliver products in a timely manner, risks associated with the use
of licensed trademarks from or to third parties, the Company's ability to develop and introduce a continuing stream of innovative new products to meet
changing consumer preferences, the risks associated with trade barriers, exchange controls, expropriations, and other risks associated with domestic and
foreign operations, the risks associated with significant changes in or the Company's compliance with regulations, interpretations or
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product certification requirements, the risks associated with the Company's discussions with the EPA on the development and implementation of
compliance plans related to certain of its products within the Health & Home segment, the risks associated with global legal developments regarding
privacy and data security that could result in changes to its business practices, penalties, increased cost of operations, or otherwise harm the business,
the risks associated with accounting for tax positions and the resolution of tax disputes, the risks of potential changes in laws and regulations, including
environmental, health and safety and tax laws, and the costs and complexities of compliance with such laws, the Company's ability to continue to avoid
classification as a Controlled Foreign Corporation, the risks associated with legislation enacted in Bermuda and Barbados in response to the European
Union’s review of harmful tax competition, the risks of significant tariffs or other restrictions being placed on imports from China or Mexico or any
retaliatory trade measures taken by China or Mexico, the risks associated with product recalls, product liability and other claims against the Company,
and associated financial risks including but not limited to, significant impairment of the Company's goodwill, indefinite-lived and definite-lived intangible
assets or other long-lived assets, risks associated with foreign currency exchange rate fluctuations, increased costs of raw materials, energy and
transportation, projections of product demand, sales and net income, which are highly subjective in nature, and from which future sales and net income
could vary in a material amount, the risks to the Company's liquidity or cost of capital which may be materially adversely affected by constraints or
changes in the capital and credit markets and limitations under its financing arrangements. The Company undertakes no obligation to publicly update or
revise any forward-looking statements as a result of new information, future events or otherwise.

Investor Contact:

Helen of Troy Limited
Anne Rakunas, Director, External Communications
(915) 225-4841

ICR, Inc.
Allison Malkin, Partner
(203) 682-8200
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HELEN OF TROY LIMITED AND SUBSIDIARIES
Condensed Consolidated Statements of Income

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

Three Months Ended May 31,
2021 2020

Sales revenue, net $ 541,223 100.0 % $ 420,835 100.0 %
Cost of goods sold 320,631 59.2 % 241,534 57.4 %

Gross profit 220,592 40.8 % 179,301 42.6 %
Selling, general and administrative expense (“SG&A”) 155,751 28.8 % 121,989 29.0 %
Restructuring charges 6 — % 333 0.1 %

Operating income 64,835 12.0 % 56,979 13.5 %
Non-operating income, net 102 — % 236 0.1 %
Interest expense 2,995 0.6 % 3,846 0.9 %

Income before income tax 61,942 11.4 % 53,369 12.7 %
Income tax expense 4,970 0.9 % (6,917) (1.6)%
Net income $ 56,972 10.5 % $ 60,286 14.3 %

    
Diluted earnings per share (“EPS”) $ 2.31  $ 2.37  

Weighted average shares of common stock used in computing diluted EPS 24,636  25,397  
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Condensed Consolidated Statements of Income and Reconciliation of Non-GAAP Financial Measures – Adjusted Operating Income, Adjusted
Income and Adjusted Diluted EPS (8)

(Unaudited) (in thousands, except per share data)
 Three Months Ended May 31, 2021

 
As Reported 

(GAAP) Adjustments  
Adjusted 

(Non-GAAP)
Sales revenue, net $ 541,223 100.0 % $ —  $ 541,223 100.0 %
Cost of goods sold 320,631 59.2 % (13,112) (3) 307,519 56.8 %

Gross profit 220,592 40.8 % 13,112  233,704 43.2 %
SG&A 155,751 28.8 % (2,983) (4) 138,748 25.6 %
   (14,020) (5)   
Restructuring charges 6 — % (6) (6) — — %

Operating income 64,835 12.0 % 30,121  94,956 17.5 %
Non-operating income, net 102 — % —  102 — %
Interest expense 2,995 0.6 % —  2,995 0.6 %

Income before income tax 61,942 11.4 % 30,121  92,063 17.0 %
Income tax expense 4,970 0.9 % 1,264  6,234 1.2 %
Net income $ 56,972 10.5 % $ 28,857  $ 85,829 15.9 %

Diluted EPS $ 2.31  $ 1.17  $ 3.48  

Weighted average shares of common stock used in computing diluted EPS 24,636    24,636  

 Three Months Ended May 31, 2020

 
As Reported 

(GAAP) Adjustments  
Adjusted 

(Non-GAAP)
Sales revenue, net $ 420,835 100.0 % $ —  $ 420,835 100.0 %
Cost of goods sold 241,534 57.4 % —  241,534 57.4 %

Gross profit 179,301 42.6 % —  179,301 42.6 %
SG&A 121,989 29.0 % (4,474) (4) 108,224 25.7 %
   (9,291) (5)
Restructuring charges 333 0.1 % (333) (6) — — %

Operating income 56,979 13.5 % 14,098 71,077 16.9 %
Non-operating income, net 236 0.1 % —  236 — %
Interest expense 3,846 0.9 % —  3,846 0.9 %

Income before income tax 53,369 12.7 % 14,098  67,467 16.0 %
Income tax expense (6,917) (1.6)% 10,206  3,289 0.8 %
Net income $ 60,286 14.3 % $ 3,892 $ 64,178 15.3 %

Diluted EPS $ 2.37  $ 0.15  $ 2.53  

Weighted average shares of common stock used in computing diluted EPS 25,397    25,397  
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Consolidated and Segment Net Sales Revenue
(Unaudited) (in thousands)

Three Months Ended May 31,
 Housewares Health & Home Beauty Total
Fiscal 2021 sales revenue, net $ 140,628 $ 199,956 $ 80,251 $ 420,835 

Organic business (1) 52,127 1,203 61,552 114,882 
Impact of foreign currency 889 2,937 1,680 5,506 

Change in sales revenue, net 53,016 4,140 63,232 120,388 
Fiscal 2022 sales revenue, net $ 193,644 $ 204,096 $ 143,483 $ 541,223 

Total net sales revenue growth 37.7 % 2.1 % 78.8 % 28.6 %
Organic business 37.1 % 0.6 % 76.7 % 27.3 %
Impact of foreign currency 0.6 % 1.5 % 2.1 % 1.3 %

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

 Three Months Ended May 31,
 2021 2020 $ Change % Change
Leadership Brand sales revenue, net (7) $ 429,056 $ 349,030 $ 80,026 22.9 %
All other sales revenue, net 112,167 71,805 40,362 56.2 %
Total sales revenue, net $ 541,223 $ 420,835 $ 120,388 28.6 %

Consolidated and Segment Net Sales from Core and Non-Core Business (2)
(Unaudited) (in thousands)

Three Months Ended May 31,
Housewares Health & Home Beauty Total

Fiscal 2021 sales revenue, net $ 140,628 $ 199,956 $ 80,251 $ 420,835 
Core business 53,016 4,140 64,429 121,585 
Non-Core business (Personal Care) — — (1,197) (1,197)

Change in sales revenue, net 53,016 4,140 63,232 120,388 
Fiscal 2022 sales revenue, net $ 193,644 $ 204,096 $ 143,483 $ 541,223 

Total net sales revenue growth (decline) 37.7 % 2.1 % 78.8 % 28.6 %
Core business 37.7 % 2.1 % 80.3 % 28.9 %
Non-Core business (Personal Care) — % — % (1.5)% (0.3)%
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SELECTED OTHER DATA
Reconciliation of Non-GAAP Financial Measures – GAAP Operating Income

to Adjusted Operating Income (Non-GAAP) (8)
(Unaudited) (in thousands)

 Three Months Ended May 31, 2021
 Housewares Health & Home Beauty Total
Operating income, as reported (GAAP) $ 27,143 14.0 % $ 11,249 5.5 % $ 26,443 18.4 % $ 64,835 12.0 %

EPA compliance costs — — % 13,112 6.4 % — — % 13,112 2.4 %
Restructuring charges — — % — — % 6 — % 6 — %
Subtotal 27,143 14.0 % 24,361 11.9 % 26,449 18.4 % 77,953 14.4 %

Amortization of intangible assets 518 0.3 % 567 0.3 % 1,898 1.3 % 2,983 0.6 %
Non-cash share-based compensation 5,551 2.9 % 4,880 2.4 % 3,589 2.5 % 14,020 2.6 %

Adjusted operating income (non-GAAP) $ 33,212 17.2 % $ 29,808 14.6 % $ 31,936 22.3 % $ 94,956 17.5 %

 Three Months Ended May 31, 2020
 Housewares Health & Home Beauty Total
Operating income, as reported (GAAP) $ 23,233 16.5 % $ 31,533 15.8 % $ 2,213 2.8 % $ 56,979 13.5 %

Restructuring charges 238 0.2 % — — % 95 0.1 % 333 0.1 %
Subtotal 23,471 16.7 % 31,533 15.8 % 2,308 2.9 % 57,312 13.6 %

Amortization of intangible assets 498 0.4 % 2,452 1.2 % 1,524 1.9 % 4,474 1.1 %
Non-cash share-based compensation 3,421 2.4 % 3,314 1.7 % 2,556 3.2 % 9,291 2.2 %

Adjusted operating income (non-GAAP) $ 27,390 19.5 % $ 37,299 18.7 % $ 6,388 8.0 % $ 71,077 16.9 %
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SELECTED OTHER DATA

Reconciliation of Non-GAAP Financial Measures - EBITDA
(Earnings Before Interest, Taxes, Depreciation and Amortization) and Adjusted EBITDA (8)

(Unaudited) (in thousands)
 Three Months Ended May 31, 2021
 Housewares Health & Home Beauty Total
Operating income, as reported (GAAP) $ 27,143 $ 11,249 $ 26,443 $ 64,835 

Depreciation and amortization 2,548 2,726 3,439 8,713 
Non-operating income, net — — 102 102 

EBITDA (non-GAAP) 29,691 13,975 29,984 73,650 
Add: EPA compliance costs — 13,112 — 13,112 

 Restructuring charges — — 6 6 
 Non-cash share-based compensation 5,551 4,880 3,589 14,020 

Adjusted EBITDA (non-GAAP) $ 35,242 $ 31,967 $ 33,579 $ 100,788 

 Three Months Ended May 31, 2020
 Housewares Health & Home Beauty Total
Operating income, as reported (GAAP) $ 23,233 $ 31,533 $ 2,213 $ 56,979 

Depreciation and amortization 2,122 4,052 2,966 9,140 
Non-operating income, net — — 236 236 

EBITDA (non-GAAP) 25,355 35,585 5,415 66,355 
Add: Restructuring charges 238 — 95 333 

  Non-cash share-based compensation 3,421 3,314 2,556 9,291 
Adjusted EBITDA (non-GAAP) $ 29,014 $ 38,899 $ 8,066 $ 75,979 
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Reconciliation of GAAP Net Income and Diluted EPS to
Adjusted Income and Adjusted Diluted EPS (Non-GAAP) (8)

(Unaudited) (in thousands, except per share data)
 Three Months Ended May 31, 2021
 Income Diluted EPS
 Before Tax Tax Net of Tax Before Tax Tax Net of Tax
As reported (GAAP) $ 61,942 $ 4,970 $ 56,972 $ 2.51 $ 0.20 $ 2.31 

EPA compliance costs 13,112 197 12,915 0.53 0.01 0.52 
Restructuring charges 6 — 6 — — — 
Subtotal 75,060 5,167 69,893 3.05 0.21 2.84 

Amortization of intangible assets 2,983 208 2,775 0.12 0.01 0.11 
Non-cash share-based compensation 14,020 859 13,161 0.57 0.03 0.53 

Adjusted (non-GAAP) $ 92,063 $ 6,234 $ 85,829 $ 3.74 $ 0.25 $ 3.48 

Weighted average shares of common stock used in computing diluted EPS 24,636 

 Three Months Ended May 31, 2020
 Income Diluted EPS
 Before Tax Tax Net of Tax Before Tax Tax Net of Tax
As reported (GAAP) $ 53,369 $ (6,917) $ 60,286 $ 2.10 $ (0.27) $ 2.37 

Restructuring charges 333 2 331 0.01 — 0.01 
Tax reform — 9,357 (9,357) — 0.37 (0.37)
Subtotal 53,702 2,442 51,260 2.11 0.10 2.02 

Amortization of intangible assets 4,474 241 4,233 0.18 0.01 0.17 
Non-cash share-based compensation 9,291 606 8,685 0.37 0.02 0.34 

Adjusted (non-GAAP) $ 67,467 $ 3,289 $ 64,178 $ 2.66 $ 0.13 $ 2.53 

Weighted average shares of common stock used in computing diluted EPS 25,397 
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Consolidated Core and Non-Core Net Sales and Reconciliation of Core and Non-Core Diluted EPS to Core and Non-Core Adjusted
Diluted EPS (Non-GAAP) (2) (8)

(Unaudited) (in thousands, except per share data)
Three Months Ended May 31,

2021 2020 $ Change % Change
Sales revenue, net

Core $ 521,104 $ 399,519 $ 121,585 30.4 %
Non-Core 20,119 21,316 (1,197) (5.6) %

Total $ 541,223 $ 420,835 $ 120,388 28.6 %

Three Months Ended May 31,
2021 2020 $ Change % Change

Adjusted Diluted EPS (non-GAAP)
Core $ 3.31 $ 2.43 $ 0.88 36.2 %
Non-Core 0.17 0.10 0.07 70.0 %

Total $ 3.48 $ 2.53 $ 0.95 37.5 %

 Three Months Ended May 31,
Core Business: 2021 2020
Diluted EPS, as reported $ 2.15 $ 2.27 

EPA compliance costs, net of tax 0.52 — 
Restructuring charges, net of tax — 0.01 
Tax Reform — (0.37)

     Subtotal 2.67 1.92 
Amortization of intangible assets, net of tax 0.11 0.17 
Non-cash share-based compensation, net of tax 0.53 0.34 

Adjusted Diluted EPS (non-GAAP) $ 3.31 $ 2.43 

Three Months Ended May 31,
Non-Core Business: 2021 2020
Diluted EPS, as reported $ 0.16 $ 0.10 

Non-cash share-based compensation, net of tax — — 
Adjusted Diluted EPS (non-GAAP) $ 0.17 $ 0.10 

Diluted EPS, as reported (GAAP) $ 2.31 $ 2.37 
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Selected Consolidated Balance Sheet, Cash Flow and Liquidity Information
(Unaudited) (in thousands)

 May 31,
 2021 2020

Balance Sheet:   
Cash and cash equivalents $ 37,368 $ 88,517 
Receivables, net 406,409 332,769 
Inventory, net 540,129 276,327 
Total assets, current 1,056,074 757,036 
Total assets 2,348,092 1,975,688 
Total liabilities, current 571,735 365,929 
Total long-term liabilities 574,276 388,007 
Total debt 510,974 324,883 
Stockholders' equity 1,202,081 1,221,752 

Liquidity:   
Working capital $ 484,339 $ 391,107 

 Three Months Ended May 31,
 2021 2020
Cash Flow:   

Depreciation and amortization $ 8,713 $ 9,140 
Net cash (used) provided by operating activities (63,385) 92,826 
Capital and intangible asset expenditures 4,006 6,451 
Net debt proceeds (repayments) 167,100 (10,900)
Payments for repurchases of common stock 110,074 10,013 

Reconciliation of GAAP Net Cash (Used) Provided by Operating Activities
to Free Cash Flow (Non-GAAP) (8)

(Unaudited) (in thousands)

Three Months Ended May 31,
 2021 2020
Net cash (used) provided by operating activities

(GAAP) $ (63,385) $ 92,826 
Less: Capital and intangible asset expenditures (4,006) (6,451)

Free cash flow (non-GAAP) $ (67,391) $ 86,375 
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Fiscal 2022 Outlook for Net Sales Revenue (2)
(Unaudited)

(in thousands) 

Consolidated: Fiscal 2021 Outlook for Fiscal 2022
Net sales revenue $ 2,098,799 $ 1,931,000 — $ 1,983,000

 (8.0) % — (5.5) %

Core Business:
Net sales revenue $ 2,020,453 $ 1,900,000 — $ 1,950,000

 (6.0) % — (3.5) %

Non-Core Business:
Net sales revenue $ 78,346 $ 31,000 — $ 33,000

 (60.4) % — (57.9) %

Reconciliation of Fiscal 2022 Outlook for GAAP Diluted Earnings Per Share (“EPS”) to Adjusted Diluted EPS (Non-GAAP) (2) (8)
(Unaudited)  

Consolidated:
Three Months

Ended May 31, 2021

Outlook for the 
Balance of the 

Fiscal Year 
(Nine Months) Outlook Fiscal 2022

Diluted EPS, as
reported (GAAP) $ 2.31 $ 4.49 — $ 5.18 $ 6.80 — $ 7.49 

EPA compliance
costs, net of tax 0.52 1.23 — 1.03 1.75 — 1.55 

Restructuring
charges, net of tax — 0.02 — 0.02 0.02 — 0.02 

Subtotal 2.84 5.73 — 6.22 8.57 — 9.06 
Amortization of

intangible assets, net of tax 0.11 0.35 — 0.35 0.46 — 0.46 
Non-cash share-

based compensation, net of
tax 0.53 0.89 — 0.91 1.42 — 1.44 

Adjusted diluted EPS
(non-GAAP) $ 3.48 $ 6.98 — $ 7.49 $ 10.46 — $ 10.97 

Core Business:
Three Months Ended

May 31, 2021

Outlook for the 
Balance of the 

Fiscal Year 
(Nine Months) Outlook Fiscal 2022

Diluted EPS, as reported (GAAP) $ 2.15 $ 4.45 — $ 5.13 $ 6.60 — $ 7.28 
EPA compliance costs, net of tax 0.52 1.23 — 1.03 1.75 — 1.55 
Restructuring charges, net of tax — 0.02 — 0.02 0.02 — 0.02 

Subtotal 2.67 5.70 — 6.18 8.37 — 8.85 
Amortization of intangible assets, net of tax 0.11 0.35 — 0.35 0.46 — 0.46 
Non-cash share-based compensation, net of tax 0.53 0.89 — 0.91 1.42 — 1.44 

Adjusted diluted EPS (non-GAAP) $ 3.31 $ 6.94 — $ 7.44 $ 10.25 — $ 10.75 

    

Non-Core Business:
Three Months Ended

May 31, 2021

Outlook for the 
Balance of the 

Fiscal Year 
(Nine Months) Outlook Fiscal 2022

Diluted EPS, as reported (GAAP) $ 0.16 $ 0.04 — $ 0.05 $ 0.20 — $ 0.21 
Non-cash share-based compensation, net of tax — — — — — — — 

Adjusted diluted EPS (non-GAAP) $ 0.17 $ 0.04 — $ 0.05 $ 0.21 — $ 0.22 
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Effective Tax Rate (GAAP) and Adjusted Effective Tax Rate (Non-GAAP) (2) (8)
(Unaudited)

Consolidated:
Three Months

Ended May 31, 2021

Outlook for the 
Balance of the 

Fiscal Year 
(Nine Months) Outlook Fiscal 2022

Effective tax rate,
as reported (GAAP) 8.0 % 15.4 % — 16.5 % 13.0 % — 14.0 %

EPA compliance
costs (1.1) % (2.6) % — (2.1) % (2.1) % — (1.9) %

Restructuring
charges — % — % — — % — % — — %

Subtotal 6.9 % 12.7 % — 14.3 % 10.9 % — 12.1 %
Amortization of

intangible assets — % (0.3) % — (0.3) % (0.2) % — (0.2) %
Non-cash share-

based compensation (0.1) % (0.8) % — (0.9) % (0.6) % — (0.7) %
Adjusted effective

tax rate (non-GAAP) 6.8 % 11.7 % — 13.0 % 10.1 % — 11.1 %

 

Core Business:
Three Months Ended

May 31, 2021

Outlook for the 
Balance of the 

Fiscal Year 
(Nine Months) Outlook Fiscal 2022

Effective tax rate, as reported (GAAP) 7.8 % 15.1 % — 16.1 % 12.8 % — 13.8 %
EPA compliance costs (1.1) % (2.6)% — (2.1)% (2.1)% — (1.9)%
Restructuring charges — % — % — — % — % — — %

Subtotal 6.7 % 12.4 % — 14.0 % 10.6 % — 11.9 %
Amortization of intangible assets — % (0.3)% — (0.3)% (0.2)% — (0.2)%
Non-cash share-based compensation (0.1) % (0.7)% — (0.9)% (0.6)% — (0.7)%

Adjusted effective tax rate (non-GAAP) 6.6 % 11.4 % — 12.8 % 9.9 % — 10.9 %

Non-Core Business:
Three Months Ended

May 31, 2021

Outlook for the 
Balance of the 

Fiscal Year 
(Nine Months) Outlook Fiscal 2022

Effective tax rate, as reported (GAAP) 11.3 % 45.4 % — 43.3 % 19.1 % — 20.1 %
Non-cash share-based compensation — % — % — — % — % — — %

Adjusted effective tax rate (non-GAAP) 11.3 % 45.4 % — 43.3 % 19.1 % — 20.1 %
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HELEN OF TROY LIMITED AND SUBSIDIARIES
Notes to Press Release
(1) Previously referred to as Core business, Organic business refers to net sales revenue associated with product lines or brands after the first twelve months from the date the product line or

brand is acquired, not including the impact that foreign currency had on reported net sales. Net sales revenue from internally developed brands or product lines is considered Organic
business activity.

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

(3) Charges incurred in conjunction with EPA compliance of packaging claims on certain products in the air and water filtration and humidification categories within the Health & Home
segment.

(4) Amortization of intangible assets.

(5) Non-cash share-based compensation.

(6) Charges incurred in connection with the Company’s restructuring plan (Project Refuel).

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

(8) This press release contains non-GAAP financial measures. Adjusted Operating Income, Adjusted Operating Margin, Adjusted Effective Tax Rate, Adjusted Income, Adjusted Diluted EPS,
Core and Non-Core Adjusted Diluted EPS, EBITDA, Adjusted EBITDA, and Free Cash Flow ("Non-GAAP Financial Measures") that are discussed in the accompanying press release or in
the preceding tables may be considered non-GAAP financial information as contemplated by SEC Regulation G, Rule 100. Accordingly, the Company is providing the preceding tables that
reconcile these measures to their corresponding GAAP-based measures. The Company believes that these non-GAAP measures provide useful information to management and investors
regarding financial and business trends relating to its financial condition and results of operations. The Company believes that these non-GAAP financial measures, in combination with the
Company’s financial results calculated in accordance with GAAP, provide investors with additional perspective regarding the impact of certain charges and benefits on applicable income,
margin and earnings per share measures. The Company also believes that these non-GAAP measures facilitate a more direct comparison of the Company’s performance with its
competitors. The Company further believes that including the excluded charges and benefits would not accurately reflect the underlying performance of the Company’s operations for the
period in which the charges and benefits are incurred, even though such charges and benefits may be incurred and reflected in the Company’s GAAP financial results in the near future.
The material limitation associated with the use of the non-GAAP measures is that the non-GAAP measures do not reflect the full economic impact of the Company’s activities. These non-
GAAP measures are not prepared in accordance with GAAP, are not an alternative to GAAP financial information, and may be calculated differently than non-GAAP financial information
disclosed by other companies. Accordingly, undue reliance should not be placed on non-GAAP information.
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Jack Jancin – Senior Vice President - Corporate Business Development, Helen of Troy Ltd.
Julien R. Mininberg – Chief Executive Officer & Director, Helen of Troy Ltd.
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Rupesh Parikh –  Analyst, Oppenheimer & Co., Inc.
Anthony C. Lebiedzinski – Analyst, Sidoti & Company LLC
Linda Bolton Weiser – Analyst, D. A. Davidson & Co.
Steven L. Marotta – Analyst, C.L. King & Associates, Inc.

MANAGEMENT DISCUSSION SECTION
Operator: Greetings, and welcome to the Helen of Troy First Quarter 2022 Earnings Call. At this time, all participants are in a listen-only mode. A
question-and-answer session will follow the formal presentation. [Operator Instructions] As a reminder, this conference is being recorded.

It is now my pleasure to introduce Jack Jancin, Senior Vice President, Corporate Business Development. Thank you. You may begin.

Jack Jancin, Senior Vice President - Corporate Business Development, Helen of Troy Ltd.
Thank you, operator. Good morning, everyone, and welcome to Helen of Troy’s first quarter fiscal 2022 earnings conference call. The agenda for the call
this morning is as follows. I’ll begin with a brief discussion of forwardlooking statements. Mr. Julien Mininberg, the company’s CEO, will comment on
financial performance of the quarter and specific progress on our strategic initiatives. Then Mr. Brian Grass, the company’s CFO; and Matt Osberg, the
company’s Senior Vice President of Corporate Finance, will review the financials in more detail and comment on the company’s outlook for fiscal 2022.
Following this, Mr. Mininberg, Mr. Grass, and Mr. Osberg will take questions you have for us today.

This conference call may contain certain forward-looking statements that are based on management’s current expectations with respect to future events
or financial performance. Generally, the words anticipates, believes, expects, and other words similar are words identifying forward-looking statements.
Forward-looking statements are subject to a number of risks and uncertainties that could cause anticipated results to differ materially from the actual
results.

This conference call may also include information that may be considered non-GAAP financial information. These non-GAAP measures are not an
alternative to GAAP financial information and may be calculated differently than the non-GAAP financial information disclosed by other companies. The
company cautions listeners not to place undue reliance on forward-looking statements or non-GAAP information.

Before I turn the call over to Mr. Mininberg, I would like to inform all interested parties that a copy of today’s earnings release has been posted to the
Investor Relations section of the company’s website at www.helenoftroy.com. The earnings release contains tables that reconcile non-GAAP financial
measures to their corresponding GAAP-based measures. The release can be obtained by selecting the Investor Relations tab on the company’s
homepage, and then the Press Releases tab.



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

Julien R. Mininberg, Chief Executive Officer & Director, Helen of Troy Ltd.
Thank you, Jack. Good morning, everyone, and thank you for joining us. We have a lot of areas to cover this morning. Before talking about the excellent
quarter, the many strengths across the business, and the outlook for the full fiscal year that we introduced today, I would like to update you on the EPA
matter in our press release. I will finish my remarks with some important updates about our organization.

The EPA raised concerns that packaging claims on certain products in our US water and air filtration lines and a limited subset of our humidifier products
are not in compliance with the EPA’s strict interpretation of specific regulations. We have already addressed their concerns on the water filtration products
by making modest changes to our packaging and have resumed shipping our PUR products. We strongly believe we can likewise address the EPA’s
concerns on air and humidification packaging. After which, we will work as quickly as operationally possible to restart shipments on those as well.

It is important to emphasize that the EPA has not raised any concerns on product quality, safety, or performance. These are outstanding products that
have served consumers well over several decadesW with plenty of first-rate innovation along the way.

Health & Home sales were not impacted in the first quarter, but we expect a significant headwind in the second quarter while we resolve the remaining
concerns on the packaging for the air products and the affected humidifiers. Since the stop ship, we have been working closely with the EPA and
continue to emphasize speed.

Our people are working around the clock to minimize the impact to consumers, to retailers, and to our business.

Now, turning to the first quarter business results. As we discussed when we last reported in April, we were seeing a very strong first quarter taking shape.
The results reported today were even stronger than we expected with 28.6% sales growth and 37.5% growth in adjusted earnings per share. The sales
growth was broad-based with Beauty and Housewares leading the way as re-openings drove store traffic, and our brands continued to distinguish
themselves with consumers.

Health & Home also grew, surpassing the very large COVID-related first quarter base laid down a year ago. Our strategy to double down on international
continued to bear fruit from prior flywheel investments, growing sales even faster than the fleet average in the quarter. The outstanding earnings per
share growth was driven primarily by very strong sales, which was more than enough to offset a return to more normalized spending and the headwinds
from widespread inflation affecting nearly all input costs, including materials, labor, and transportation.

Operating margins expanded in the quarter, further benefiting from the resurgence of our two highest margin brands, Drybar and Hydro Flask. The
quarter also demonstrated the importance of our Leadership Brands and our omni-channel capabilities. Leadership Brands sales grew by approximately
23%; and Revlon, which is our largest up-and-coming nonLeadership Brand, grew even faster. Our ability to win across channels was once again on
display as consumers coming out of lockdown rebalanced between brick-and-mortar and online. Fueled by pent-up demand and stimulus money,
consumers are returning to stores as restrictions lift. Our brick-and-mortar sales increased significantly compared to the same period last year when the
majority of stores and salons were closed. Brickand-mortar’s resurgence in the quarter made it a higher-than-usual percentage of our sales mix. Our
online sales growth moderated as expected, increasing approximately 4%, representing approximately 22% of consolidated sales.



By way of comparison, online sales in the first quarter of last year grew 33% and represented approximately 28% of consolidated revenue, which notably
was double the average for the total US e-commerce industry. With the even greater comfort and convenience of online shopping many consumers
experienced in the lockdown era likely to remain sticky for years to come, we continue to invest in online capability and in direct-to-consumer as important
growth channels.

On the capital side, we continued to take steps intended to drive long-term value for shareholders with four major actions so far this fiscal year.

The first was divesting the majority of our mass market Personal Care business as announced in early June. The transaction was strategic as it sharpens
our focus on stated objectives of growing our Leadership Brands and expanding consolidated operating margin. We can now deploy resources that
historically have gone towards our Personal Care business to opportunities that better fit our long-term growth objectives, have more attractive growth
prospects, and are expected to have a better ROI. The divestiture also allows our sales and profit growth rates to accelerate by eliminating the drag of the
Personal Care business.

The second action was finalizing a land purchase in Galloway, Tennessee to build a state-of-the-art distribution center, which will have high levels of
automation and scalable direct-to-consumer capability. This new 2 millionsquare-foot facility will support our Housewares portfolio, allow us to capture
even higher levels of efficiency in the back half of Phase II as we re-optimize how we use the rest of our distribution footprint across the company, and it
will position us to better support future organic and inorganic growth.

The third action was adding further value to shareholders by repurchasing just under 2% of our stock.

The fourth action was securing more inventory ahead of the bulk of the cost increases currently seen in the market. This has multiple benefits. It is an
important component of our cost mitigation plans in the face of higher supply chain costs. It also positions us well to continue to meet demand and better
manage the current period of global supply chain disruption.

Taking on more inventory ahead of our seasonal high volume periods provides more certainty in the face of container shortages, shipping delays, and
COVID outbreaks at several key ports. It also makes good use of our pre-negotiated sea freight contracts at rates considerably lower than what would be
paid in the current spot market.

As you are no doubt aware from many other sources, the supply chain disruptions and higher costs for commodities and labor have caused substantial
challenges to profitability in nearly all industries.

I’m very proud of how our supply chain, our business units, and our finance teams worked together to attack this surge in costs over the past several
months and implement a set of mitigation plans that largely offset the estimated dollar impact.

Beyond the inventory and the pre-negotiated sea freight container rates I mentioned, we have reduced or delayed our spending plans in several areas,
and we are implementing price increases. Those price increases have been carefully designed to protect our market shares by managing key consumer
price points. An additional mitigation measure has been to introduce new products at higher price points that elevate the benefits of our brands so they
can deliver for consumers and can sweeten our mix.

I would now like to touch on our business segment results for the first quarter. Beauty led the way with exceptional sales growth at just under 79%. All
four of our major Beauty brands grew substantially.



The key drivers were significant improvements in supply to meet continued high demand for current products such as Volumizers and Wavers and the
successful launch of new innovations such as the Drybar Reserve line. We also earned new distribution in the US club channel and expanded distribution
in Europe and Latin America. While stores and salon shutdowns and homebound consumers a year ago made the comparison easier this quarter, we
note that our Beauty segment grew 5% in the year-ago comparison period. Beauty operating margin improved markedly behind mix improvements,
operating leverage, and the benefits of our amended Revlon trademark license.

Our pioneering family of One-Step volumizers continued to grow across Revlon, Hot Tools, Bed Head, and now also on Drybar. Communication across
more and more social media platforms is helping expand popularity with consumers and help to build the franchise. One-Step has now accumulated
more than 300,000 online reviews at an average of 4.6 stars on Amazon alone, with 80% of them at 5 stars. We continue to see opportunities for further
household penetration and market share upside in the US. We also see more upside as we further expand our presence in EMEA, in Canada, and in
Latin America.

Drybar was a substantial contributor to the growth and margin improvement as stores and salons reopened, and social gatherings resumed, and as we
launched more of the innovative new products we have invested in over the 18 months since acquisition. Combining our scale, distribution reach, and
strategic focus on beauty appliance with Drybar’s prestige positioning is very powerful. Examples in recent months include the Single Shot appliance on
Drybar, the high-end Drybar Reserve Ultralight Dryer, and the Liquid Glass product line.

Now that we have a good, better, and best beauty appliance portfolio, we are leaning into our momentum through a robust pipeline of new consumer-
centric innovation, new marketing programs, and even stronger organization and further new distribution.

In our Housewares segment, first quarter sales surged by approximately 38%. Our Housewares segment is a diversified mix of OXO that excels indoors
and Hydro Flask with its compelling indoor and outdoor lineup. Both brands grew in the quarter and both increased market share in their categories.

OXO saw an upturn at key brick-and-mortar retailers and solid point-of-sale results, reflecting improved store traffic and new distribution, both
domestically and internationally. New product introductions contributed to growth and reach as retailers and consumers responded well to the new
launches. OXO Good Grips, SoftWorks, OXO Tot, and OXO Steel all made healthy contributions to the quarterly growth. OXO’s market share growth was
broad-based, gaining ground across all of the categories we track. OXO’s share gains across the past 3, 6, and 12 months reinforce our belief that the
trends seen with younger consumers and new households buying more OXO items are sticky. We also expect to capitalize on the expected surge in
weddings that were postponed during COVID.

Hydro Flask continues to be very strong, growing both domestically and internationally in the quarter. We are focused on building it into a global brand
with an industry-leading sustainability and environmentally forward profile that contribute to the authenticity consumers adore. Domestically, we saw a
broad improvement in brickand-mortar across the outdoor, grocery, and sporting goods segments. Internationally, Hydro (sic) [Hydro Flask] grew even
faster.

Canada was a growth leader, while EMEA, the Asia-Pacific, and Latin America also experienced significant growth as we further build out Hydro Flask
distribution footprint. We are seeing healthy domestic point-of-sale returns, as well as inventory replenishment orders corresponding to the strong sell-
through rate for those customers where we have visibility.

Hydro Flask grew its market share considerably during the quarter. It continues to lead the US insulated water bottle category by well more than double
the share of its nearest competitor. New Hydro Flask items that go beyond the bottle began shipping and contributed to the quarter, including the Outdoor



Kitchen Collection, Hydration Hip Pack, and Dry Storage. The brand also fed the excitement on the bottle side to attract new consumers and encourage
loyal Hydro Flask users to add just one or even two more to their collection by launching new colors and designs in its Trail Series.

Health & Home delivered sales growth of just over 2%, climbing over the especially strong 29% growth in the year-ago comparison period. The growth
this quarter came from a continued high-level of demand for air purifiers. Thermometer sales were essentially flat despite the elevated year-over-year
base. In Europe, our biggest thermometer market, sales in the quarter remained high as the vaccination rates are below that of the United States; and
data suggests those rates will peak at lower levels.

Looking at channels and new products, the business saw an upturn at key brick-and-mortar retailers this quarter with improved store traffic and new
distribution, both domestically and internationally. Current and new product introductions contributed to the growth as prior investments in innovation in
fans, in blood pressure monitors, in Honeywell’s True HEPA Air Purifiers, and in the new Vicks non contact thermometers were favorably received by
retailers and by consumers.

Given the tailwind from COVID in Health & Home’s year-ago base, we believe it is instructive to look at the first quarter and full fiscal year on a two-year
stack. That would imply sales are up over 30% versus two years ago and a clear indication of the higher installed base of products that use our high-
margin replacement filters such as Vicks and Honeywell humidifiers, PUR water filtration pitchers and PUR faucet mounts, and on Honeywell air filtration
devices. While the threat of COVID itself may be receding in much of the world, we believe the heightened levels of overall awareness regarding the need
and the importance for cleaner air and water will remain sticky in homes, in workplaces, businesses, hotels, and institutions. This is also expected to be a
significant factor for schools and universities as they reopen this fall.

Important to keep in mind that Health & Home operates across a diverse set of categories. As an example, the heat wave seen in some parts of the
United States and Europe this summer have been accelerating recent fan sales. Demand has also been elevated for air filtration devices as severe
drought conditions in much of the Western United States increased the risk of wildfire. Our ability to serve that demand will depend on how quickly we
can resume shipments of our air filtration products.

Rounding out the business results, I would like to touch on international. Doubling Down on International is an important strategic choice in our Phase II
strategy. Despite stay-at-home orders in many markets, our international business grew faster than the company in the quarter. We grew in all three
business segments, with Housewares and Beauty leading the way. The international business continues to benefit from the stepped-up investments we
made in the second half of fiscal 2021 that supported new distribution in Continental Europe, added further support to our UK businesses, and increased
awareness of Braun no-touch thermometers in Asia.

As we now start our third year of Phase II, we remain ahead of the glide path for international growth that we announced at our 2019 Investor Day to
create at least $100 million of incremental organic sales outside of the United States by the end of Phase II. With the operating margin improvements we
have made in the international markets so far in Phase II, we can continue making new investments with attractive ROIs to accelerate growth outside of
the US.

Looking ahead, we are now in a position to provide our outlook for fiscal 2022, which Matt will walk you through shortly.

As expected, our Housewares and Beauty segments are each projecting healthy growth in revenue and profitability on top of the elevated base they laid
down last year. We expect to use this revenue growth and the plans to mitigate the cost inflation discussed earlier to feed the reinvestment flywheel for
these segments, to help sustain their momentum and to expand their margins for the full fiscal year. Our



projection in Health & Home includes the estimated impact related to the EPA matter. As mentioned earlier, we are working with all speed on that front.

I do want to emphasize that excluding the impact of the EPA matter, we were on track to achieve growth in both core net sales and core adjusted
earnings per share this fiscal year in line with the thinking we communicated in April. I would also like to note that we have faced tough times before. In
the past three years alone, tariffs, COVID-19, and the current environment of cost inflation and of supply chain disruption have been major challenges. In
each case, our high-performance organization has stayed relentlessly focused on problem-solving. They have worked together to protect our business
and brands, and we have stayed the course to deliver compelling multiyear results.

Looking at the longer term, we remain committed to our Phase II Transformation Plan. It has delivered excellent results, and we believe it still has
considerable opportunity to drive the sales and profitability growth that can create significant additional long-term shareholder value. We expect to return
to our Phase II average annual organic revenue and adjusted EPS growth targets in fiscal 2023 and in fiscal 2024, and we remain actively focused on
acquisition opportunities as a major part of the Transformation Plan that can further accelerate longterm value creation.

Turning now to other matters, many of you have told us you are highly interested in hearing more about ESG at Helen of Troy. I am pleased to announce
that last month, we published our first ever ESG report. It is available on our corporate website. As discussed in the past, we see ESG as a strategic
priority for our company’s sustained success. In fiscal 2019, we began to embed into the broader Phase II Strategic Transformation Plan that drives all
we do at Helen of Troy. We believe this approach best allows us to make a difference in our business, brands, and organization; and closely reflects our
purpose: to Elevate Lives and Soar Together.

We also believe that the integrated approach to ESG within our overall Transformation Plan best serves all our key stakeholders. We are pleased that our
ESG efforts and the new disclosures in the report are being acknowledged externally. Just one example is Institutional Shareholder Services. Our ISS
environmental score improved significantly over the past year, now placing us in the top 30% of firms they compare us to; our social score is now in the
top 20%; and our governance score has consistently remained in the top 10% for the past several years. While we still have many miles to go, we are
very proud of the progress we have made so far.

Before finishing my remarks, I would like to update you on a few key areas, including how we are handling back to office, how we are further rewarding
and motivating our people, and on CFO succession.

Starting with back to the office, the many Helen of Troy associates who have been working from home since last April will begin operating under a new
hybrid model beginning in September. Our goal is to utilize the learnings from the past year that have had a positive impact on productivity and wellness
for some associates, and also address gaps seen during the 100% work-from-home era. We will continue to focus on safety, on honoring the principles
that make our culture so powerful, and on advancing our strategy which is to attract, retain, unify, include, and train the best people.

With the safety of our people as our first priority, early last quarter, Helen of Troy rolled out cash payments and additional vacation time to incentivize
vaccination. So far, over 70% of our worldwide associates are now fully vaccinated. In the United States, that percentage is higher, and several of our
largest sites are approaching 90%.

The main feature of the 2 + 3 hybrid model are optional work-from-home on Mondays and Tuesdays and mandatory work-from-office Wednesdays
through Fridays. Having all associates scheduled for the same workfrom-home and office days worldwide avoids the productivity drag from mismatched
individual



remote days and ensures collaboration, which is so important to how we work. Frontline essential workers will continue to work in sites such as
distribution centers and test labs in-person all five days.

With regard to further rewarding and motivating our people, I am very pleased to announce that in May, we awarded associates worldwide with a grant of
30 shares of Helen of Troy stock that vest over the remaining three years of Phase II. We call these awards transformation shares as they are designed
to recognize the tremendous success so far in Phase II and provide motivation to execute the initiatives that will drive the back half of Phase II with
excellence. The Phase II transformation share grant was made to associates at all levels and all tenures. We made a similar grant toward the end of
Phase I and saw its power to help unify our people to further recognize their hard work and to provide a currency that aligns them even further with the
interest of our long-term shareholders.

On CFO succession, I would like to share some news on our progress since Brian’s previous announcement that he plans to retire on November 1. I am
very pleased to announce that effective November 1, Matt Osberg will be appointed CFO of Helen of Troy. Most of you have had exposure to Matt over
the past year. He has done an outstanding job over five years in his role as Senior Vice President of Corporate Finance and has distinguished himself as
an important contributor to many of the results during both Phase I and Phase II. Matt has been the primary architect of the transformation of the Finance
Department into an even more capable global shared services team.

He has upgraded the team and brought them together under our strategic plan. He was central to the culture work we undertook several years ago, and
has earned a reputation as a constructive collaborator. Matt has also been a central driver of system and process improvements as we standardized and
simplified to drive efficiency through the transformation into a much larger, much more profitable, and much more global company as we are today.

Over the past year or so, he has been working extremely closely with me and our global leadership team as we build and execute Phase II. He has been
battle-tested many times as we work through major challenges, such as tariffs, the recent input cost inflation, structuring the build-out of our DTC
business, and developing better reporting for international. He has led the budget, forecasting, and strategic review processes that are now part of the
basic fabric of the company. He brings significant public accounting and international experience at major firms such as Ernst & Young and Best Buy
before joining Helen of Troy. He is ready to take on the CFO role with my strong support and with the unanimous backing of our board.

Brian will remain CFO until November and will be instrumental in the rest of the transition. We will celebrate Brian much more when his retirement gets
closer. Meanwhile, I hope you will join me in congratulating Matt and in thanking Brian for his excellent work across all aspects of Helen of Troy for over
15 years.

With that, I will now turn the call over to both of them, starting with Brian.

Brian L. Grass, Chief Financial Officer, Helen of Troy Ltd.
Thank you, Julien. Good morning, everyone, and thank you for joining us. I’d like to make some high-level comments before handing it over to Matt
Osberg who will review the first quarter’s results and our outlook for the full fiscal year 2022 in more detail.

It was an excellent quarter with consolidated sales growth of almost 29% on a base that grew almost 12% in the same period last year. Our first quarter
growth benefited from robust consumer demand for our products, brickand-mortar strength, international expansion, healthy levels of supply, the shift in
timing of Amazon Prime Day, and shipments that spilled into the first quarter due to Winter Storm Uri at the end of the fourth quarter.



First quarter sales growth also benefited from incremental investments made in the fourth quarter of fiscal 2021. By accelerating the investments into the
prior year, we were also able to drive greater profitability in the first quarter of this year. We expanded adjusted operating margin by 60 basis points and
increased adjusted diluted EPS by over 37% on a base that grew almost 23% in the same period last year and included significant temporary cost
reductions due to COVID-19.

The first quarter was not without its challenges, especially the unprecedented global supply chain disruption and inflationary cost pressures. Although the
EPA matter presents another challenge to overcome, we’ve made considerable progress towards this being a transitory event and resuming our Phase II
growth trajectory.

We are pleased to initiate our fiscal 2022 full-year outlook after deferring last quarter to allow supply chain and cost inflation trends to more fully develop.
Prior to the EPA stop shipment action we initiated on May 27, we were in a position to provide a fiscal 2022 outlook with core net sales and adjusted
diluted EPS growth off of the highly elevated base of fiscal 2021 despite approximately $55 million to $60 million of estimated inflationary cost increases.
Quite an accomplishment in light of the circumstances with only the estimated impact of the EPA matter holding us back from core net sales and adjusted
EPS growth. We believe this is an indication of the underlying strength of our business and the power of our diversified portfolio.

Finally, with Julien’s announcement today regarding Matt’s succession into the CFO role upon my retirement on November 1, I’d like to take a moment to
congratulate Matt and express my gratitude for all that he has done to support me and the company over the last five years. His promotion into the CFO
position is well-deserved, and the company couldn’t be in better hands. Matt, I’m really proud of you and I'm thrilled for you and your family.

And with that, I’m going to hand it over to you to take us through the first quarter and fiscal 2022 outlook in more detail.

Matt Osberg, Senior Vice President of Corporate Finance, Helen of Troy Ltd.
Thank you, Brian. I appreciate the kind words and the tremendous support that you and many others in the organization have given me along the way.
You're leaving very big shoes to fill in November, and I'm looking forward to the opportunity to continue to build on your success. I also want to thank
Julien and the board of directors for entrusting me with this leadership role and the financial stewardship of the company. I'm excited to be part of the
global leadership team that will help the company continue its successful progress through Phase II and beyond.

Before reviewing our results and outlook, I’d like to give a little more color on the EPA matter that impacted our GAAP gross profit, operating income, and
diluted EPS during the quarter.

The stop shipment action did not have a material impact on our first quarter sales. However, we recorded a $13.1 million charge to write off the obsolete
packaging for the impacted products in inventory on-hand and in-transit as of the end of the first quarter of fiscal 2022. The charge was recognized in cost
of goods sold and is referred to in the earnings release as EPA compliance costs. We are implementing a number of cost control measures in the Health
& Home segment to offset a portion of the impact from the anticipated revenue decline. Later in my remarks regarding our fiscal 2022 outlook, I will
expand on how we estimate this matter will impact the rest of the fiscal year.

Now, turning to our first quarter results.

Consolidated organic sales growth of 27.3% was driven by our Beauty and Housewares segment. Our sales benefited from higher consolidated brick-
and-mortar sales due to the favorable comparative impact of store closures and reduced store traffic in the prior-year period, an increase in international
sales,



higher sales in the club and closeout channels, growth in online sales, and the favorable impact of approximately $15 million from orders that were not
able to be shipped at the end of the fourth quarter of fiscal 2021 due to Winter Storm Uri. The impact of these orders was roughly spread evenly across
each of the segments.

Gross profit margin declined 1.8 percentage points in the first quarter primarily due to higher inbound freight expense and EPA compliance costs. These
items were partially offset by a more favorable product mix within the Beauty segment.

Our SG&A ratio decreased 0.2 percentage points to 28.8% as we benefited from operating leverage on higher sales, reduced royalty expense, lower
amortization, and a decrease in bad debt expense. These items were partially offset by the unfavorable impact of more normalized levels of personnel
and advertising expenses compared to the first quarter of fiscal 2021 when levels of spending in these areas were restricted due to temporary COVID-
related cost reduction initiatives.

GAAP operating income was $64.8 million or 12% of net sales. On an adjusted basis, operating margin improved 60 basis points to 17.5%. This increase
primarily reflects a more favorable product mix in the Beauty segment, operating leverage, reduced royalty expense, and a decrease in bad debt
expense. These factors were partially offset by higher inbound freight expense and less favorable channel mix in the Housewares segment and higher
personnel and advertising expenses.

Income tax expense as a percentage of income before tax was 8% compared to an income tax benefit of 13% for the same period last year primarily due
to the benefit of the CARES Act in fiscal 2021. Net income was $57 million or $2.31 per diluted share. Non-GAAP adjusted diluted EPS increased 37.5%
to $3.48. This includes a positive impact from Winter Storm Uri of approximately $0.20 per share.

Now moving on to our financial position and liquidity.

Net cash used by operating activities was $63.4 million compared to cash provided by operations of $92.8 million in the prior year. The change in cash
flow was primarily due to continued investment in inventory to help mitigate supply chain disruptions and the timing of working capital changes. We
received proceeds related to the sale of our Personal Care business of $44.7 million at the beginning of the second quarter, and we intend to use the net
cash proceeds to pay down debt or make capital expenditures.

Total short- and long-term debt was $511 million compared to $324.9 million. This is a sequential increase from the $343.6 million at the end of the fourth
quarter. Our leverage ratio as defined in our debt agreements was 1.4 times compared to 1.1 times at the same time last year and 1.0 times at the end of
the fourth quarter. Our net leverage ratio, which nets our cash and cash equivalents with our outstanding debt, was 1.3 times at the end of the first
quarter compared to 0.9 times at the end of the fourth quarter.

Now, turning to our full-year outlook for fiscal 2022. Due to the sale of the majority of the Personal Care business during the second quarter of fiscal 2022
and the expected continued classification of the remaining Latin America and Caribbean Personal Care business as noncore for fiscal 2022, the outlook
we are providing is on both a consolidated and core business basis. We believe the core outlook provides the best comparability between historical and
future periods, and I will therefore focus on core in my following remarks.

Our outlook includes the current estimated impact of the duration of the EPA-related stop shipment action previously discussed, which is based on the
estimated timing of approval and implementation of our compliance plan. Our outlook includes an estimated unfavorable sales revenue impact of $110
million to $135 million and an unfavorable adjusted diluted EPS impact of $0.70 to $1.00 related to the expected lost sales volume and earnings due to
the EPA matter.



The adjusted diluted EPS impact is net of the favorable impact of cost reduction actions being taken in the Health & Home segment, which include
reductions in personnel, marketing, and select new product development costs with a goal of preserving key long-term growth initiatives. It is important to
note that the vast majority of our cost reduction actions will be within the Health & Home segment so that we can continue to support the expected growth
in both the Beauty and Housewares segment.

We incurred $13.1 million of EPA compliance costs in the first quarter of fiscal 2022 in conjunction with the implementation of our compliance plans.
These costs are included in our GAAP operating results but are excluded from our non-GAAP adjusted operating results. We expect to incur additional
EPA compliance costs, which may include costs to repackage existing inventory, as well as incremental freight and storage costs among other things. We
expect to continue to exclude these costs from our non-GAAP adjusted operating results, and they have been excluded from the annual outlook for non-
GAAP adjusted diluted EPS.

We expect consolidated net sales revenue in the range of $1.93 billion to $1.98 billion, which implies a decline of 8% to 5.5%. We expect core net sales
revenue in the range of $1.9 billion to $1.95 billion, which implies a decline of 6% to 3.5%, and includes 6.7% to 5.4% of unfavorable impact related to the
EPA matter.

Our net sales outlook reflects the following expectations by segment: Housewares net sales growth of 7% to 9%; Health & Home net sales decline of
27% to 24%, including 15.2% to 12.4% of decline related to the EPA matter; Beauty consolidated net sales growth of 4.2% to 6.3%; and Beauty core net
sales growth of 17% to 19%.

We expect consolidated GAAP diluted EPS of $6.80 to $7.49, and core diluted EPS of $6.60 to $7.28. We expect consolidated non-GAAP adjusted
diluted EPS in the range of $10.46 to $10.97, and core adjusted diluted EPS in the range of $10.25 to $10.75, which excludes any EPA compliance costs,
asset impairment charges, restructuring charges, tax reform, share-based compensation expense, and intangible asset amortization expense. Our core
adjusted diluted EPS outlook implies a decline of 7% to 2.5% which includes 9.1% to 6.3% of impact due to the EPA matter. Not including the EPA
matter, our outlook implies a year-over-year adjusted EPS growth of 2.1% to 3.8%.

Our outlook also includes year-over-year inflationary cost pressures of approximately $55 million to $60 million or approximately $2.25 to $2.45 of
adjusted diluted EPS, much of which, we believe, we have mitigated through a combination of improved product mix, price increases, forward buying of
inventory to delay cost impacts, utilizing previously negotiated shipping contracts at rates below current market prices, and implementing other cost
reduction initiatives.

Our consolidated and core net sales and EPS outlook reflect the following: the assumption that the severity of the cough/cold/flu season will be in line
with pre-COVID historical averages, the assumption that June 2021 foreign currency exchange rates will remain constant for the remainder of the fiscal
year, and an estimated weighted average diluted shares outstanding of 24.4 million.

We expect a reported core GAAP effective tax rate range of 12.8% to 13.8% and core adjusted effective tax rate range of 9.9% to 10.9%. This range
incorporates the previously disclosed adverse impact of 1.5 percentage points to 2 percentage points due to changes in tax law impacting our Macau
sourcing operation.

Even though we expect the tax plan outlined by the Biden administration to continue to evolve, I will make some comments based on the current
interpretations. Although there is a proposed increase to the US corporate tax rate, we are less impacted by these changes due to our lower amount of
income subject to tax in the US, which is generally 20% to 25% of our worldwide income before tax. We do not expect any of the proposed changes
related to the global intangible low-taxed income, often referred to as GILTI, to



have a meaningful impact on our consolidated tax expense as many of our foreign subsidiaries are not directly or indirectly owned by a US parent and
are not subject to GILTI or US taxation.

The G7 recently announced a commitment to pursue a 15% global minimum tax. Last week, the OECD gained further support for these changes, and
their proposal will be brought to the G20 this week. If the OECD successfully gains consensus on a global minimum tax, they have discussed potential
implementation of changes as early as 2023. In the event any changes become law that are meaningful to us that cannot be mitigated, we would expect
any impact beginning in our fiscal 2024. At this stage, it is still unclear what tax laws will be passed and in what form, as well as when they would take
effect. Nevertheless, we are not expecting a meaningful impact from tax legislation changes in fiscal 2022. We will continue to assess the impacts as
proposed, legislations considered, and provide updates in the future.

We expect capital asset expenditures of $100 million to $125 million for fiscal 2022, which includes expected initial expenditures related to a new 2
million-square-foot distribution facility with state-of-the-art automation for the Housewares segment. Preliminary estimates of the total cost of the new
distribution center and equipment are in the range of $200 million to $225 million spread over fiscal years 2022 and 2023, assuming construction and
equipment costs remain at current levels.

Due to the strong growth comparison and COVID-related events in fiscal 2021 and the timing of the estimated impacts of the shipping restrictions related
to the EPA matter, we expect consolidated core net sales growth for fiscal 2022 to be concentrated entirely in the first quarter of the fiscal year. We also
expect core adjusted EPS growth for fiscal 2022 to be concentrated in the first and fourth quarters of the fiscal year with the second quarter being the
most impacted by the shipping restrictions, as well as having the most challenging growth comparison to the prior fiscal year.

Although our outlook calls for an overall net sales decline, we are proud of the results we were able to deliver in the first quarter in all three segments and
are excited about the expected growth in Beauty and Housewares segments in fiscal 2022. For perspective, excluding the forecasted unfavorable
impacts of the EPA stop shipping action, our outlook would imply 0.7% to 1.9% of core sales growth in line with our initial goal of growing from our
elevated fiscal 2021 base.

From a core adjusted diluted EPS perspective, although we are forecasting a decline in fiscal 2022, our outlook includes unfavorable impacts of $2.95 to
$3.45 related to inflationary cost pressures and the EPA matter. We expect our mitigation plans to offset much of the cost inflation. However, we do not
expect to fully mitigate the estimated sales volume impact of the EPA matter through cost reductions in Health & Home or other segments, as doing so
would significantly impact the attractive longer-term growth prospects of the company.

Excluding the estimated impact of the EPA matter, our outlook implies core adjusted diluted EPS growth of 2.1% to 3.8%. As Brian mentioned, we believe
that this outlook is quite an accomplishment in light of the circumstances with only the estimated impact of the EPA matter holding us back from core net
sales and adjusted EPS growth.

We believe we can return to our average annual long-term growth rate targets of 2.5% to 3.5% organic sales growth and adjusted EPS growth of at least
8% in fiscal 2023 and fiscal 2024. If we are able to deliver our fiscal 2022 outlook and return to our long-term growth rates for fiscal 2023 and 2024, that
would equate to Phase II compound annual growth rates for sales of approximately 6% and adjusted EPS of approximately 10%, which are well ahead of
the Phase II targets we first presented during our Investor Day in May 2019.

In closing, despite the challenges we’ve seen, we believe we have a set of strategies, capabilities, and competitive advantages that have allowed Helen
of Troy to perform in tough times and in good times. I



believe we are well-positioned to return to our stated long-term targets and deliver a continued value for our consumers, associates, customers,
communities, and shareholders during the remainder of Phase II. The foundation of our business is strong; and with our diversified portfolio, scalable
operating platform, and strong balance sheet, we believe we can continue to be successful even in the most challenging external environments.

And with that, I’d like to turn it back to the operator for questions.

QUESTION AND ANSWER SECTION

Operator: Thank you. We will now be conducting the question-and-answer session. [Operator Instructions] Our first questions come from the line of Bob
Labick with CJS Securities. Please proceed with your questions.

<Q - Bob J. Labick - CJS Securities, Inc.>: Good morning. And first, I’d just like to start with my congratulations to Matt on the announcement, his new
role starting in November; and to Brian, again, on his announced retirement.

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

<A - Matt Osberg - Helen of Troy Ltd.>: Thanks, Bob. Appreciate it.

<Q - Bob J. Labick - CJS Securities, Inc.>: Absolutely. Great. So, maybe hopefully you can expand a little bit. Can you tell us what claims are in
question? And are these claims in the labeling issue specific to Helen of Troy or other companies having similar issues with similar products?

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah. Hi, Bob. Good morning. It’s Julien. Yeah. On your question there, it’s our understanding that the
EPA in recent years has had a broad inquiry on some areas of claims in their rules. And then only recently, I think in the COVID era, they have been
investigating even further. We have anecdotal evidence from various sources that there are multiple companies affected, but we don’t have specifics and
certainly wouldn’t name them.

In our case, on the subject of claims, it depends by product. They’re actually quite minor. And the reason I say this is because our products are well-
labeled in water, as an example, and the EPA nonetheless asked us to clarify that the PUR products don’t filter microbes. For clarity, we never claimed
that they did, and that has already been corrected. Nonetheless, we’re going to be stickering those boxes, and those are the ones that have already
resumed shipping.

In the case of air purifiers, there’s a combination of claims which are accurate, but nonetheless the combination of them is by the EPA’s strict
interpretation of their rules not in compliance. And we expect feedback from them shortly on that, and we’ll begin the rework as well as resume shipping
plans.

And in the case of humidifiers, there’s really just one specific group of humidifiers that’s affected and it’s, again, a strict interpretation of a rule that they’ve
asked us to clarify. We have a submission into them, and we hope they’ll approve it shortly.

<Q - Bob J. Labick - CJS Securities, Inc.>: Okay. Great. That’s helpful. Thanks. And then, do you view this as an isolated fiscal 2022 event? Do you
expect this to have an impact on 2023 and beyond? Or how should we think about this event over medium or longer term?

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah. It’s a great question, and I know one or two of the other analysts have it as well. We’re focused
on fiscal 2022. As I mentioned, we already resumed shipping on the water purifiers, and we believe that will be isolated. It’s a little too soon to tell still how



quickly all the recovery will be on air just as we don’t have the final clearance yet. And the humidifier one, I emphasize, is small. And in the case of the air
one, we hope to be able to contain it within fiscal 2022 as well, and therefore be able to grow from the, call it, recovered base as opposed to from the
reduced base. We’ll see how that turns out on air, but it is our hope and it’s also our plan.

And just for absolute clarity, I know it was mentioned more than once in our press release and on our call, but I couldn’t imagine anyone walking away
from this call or hearing the recording to think that there’s anything at all wrong with the products. The EPA has given no indication of concern in that
regard. These are outstanding products. They’ve been serving the consumers for years. We’ve been innovating all along the way. So, there’s no safety,
there’s no reliability. This is a labeling thing.

<Q - Bob J. Labick - CJS Securities, Inc.>: Okay. Great. And then kind of shifting gears a little bit, you’ve been very clear before last quarter, etcetera,
that you’ve been strategically using your balance sheet to increase your inventory. Obviously, you did again this quarter and mentioned it. Can you just
give us a sense of how this is going to play out going forward? How much inventory would you expect that you’re in – how does – where do you see
working capital going forward?

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah. Yeah. A couple of things here, and Matt may have some color on this as well. We’re glad to be in
a position to use our balance sheet to take advantage of the environment that we’re in. So, we have increased our inventory. We did it last quarter. We
did it again this quarter. It was a strategic move. And what it gets us is a couple of really big things.

One is, it gets us the ability to have product on hand. The demand is high. It’s not the case for all our competitors. And as a result, we’re in a good
position. It also gives us a chance to buy ahead of some of the inflationary peaks that we are seeing put down on the record books now. I don’t think
anyone knows what the word transitory is really going to turn out to mean. So, owning the stuff at lower cost than what’s available to buy from today is
helpful to us and it’s good for our customers.

In terms of cash flow, it’s a short-term bad. But remember, all that inventory turns into cash when it sells, and we own it already. So, it’s a net positive
going forward.

And in terms of ending inventory, it gives us an opportunity to have a lower position than where we are today, which puts us back to healthy levels. Some
people on the call may have the question of, oh, boy, more inventory means bad for ROIC; and it also means risk of excess or obsolete. These are not
fashion products. These are not shoes or bathing suits. These are things that don’t go out of style. They don’t have expiration dates and so – temporary
and we had to use a balance sheet for this. But inventory should come down by the end of the year. It’s certainly our expectation. That said, I know
anyone in the call is in a position to predict how long some of the supply chain disruptions will last.

<A - Matt Osberg - Helen of Troy Ltd.>: Yeah. And I might just add to that. Julien, I agree with everything you said. I think we see inventory potentially
increasing in Q2, but getting down to the end of the year, like Julien talked about, and maybe even getting close to where we ended in FY 2021. But
there’s still a lot of moving parts with what’s happening from global supply chain. So, definitely, we view it as an asset, and we expect to be able to
decrease our positions from where we are now to the end of the year.

<Q - Bob J. Labick - CJS Securities, Inc.>: Okay. Great. And then last one for me, and I’ll come back in queue. On the Housewares side, you’ve
obviously shown tremendous growth. You’ve been reinvesting – investing behind the strength, investing it for growth. There’s a lot of moving parts in
addition with the pandemic. But using round numbers and math, over the last six quarters, due to this reinvestment for growth, margins have been in the
15% range versus the prior six quarters before that in the 21% range. And so – and my question is, like, what’s the right margin over the medium to long
term and why? And



how are you contemplating reinvesting for incremental growth in the balance of fiscal 2022 and the margin profile expected for the balance of the year?

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Matt, it would be great for you to handle that, especially on the sort of run rate and the investment part.

<A - Matt Osberg - Helen of Troy Ltd.>: Sure. Sure. Yeah. Good question, Bob. So, you’ll remember if you’re kind of looking over the past six quarters
or so is the time where we kind of – we had less mix of Hydro Flask, more mix of OXO. And as we look forward, one of the things that we look at from an
operating margin perspective, and we think even with the impacts that we’re seeing, we can hold operating margins flat year-over-year in fiscal 2022 kind
of flattish as a company, and we expect we can grow in Housewares segment; and a lot of that’s being driven by mix improvements and getting back
more mix of Hydro Flask, as well as being able to offset a lot of the cost inflationary pressures we’re seeing.

So, to your point, we’ve also been making a lot of strategic investments there, and I think that we’ll be able to get closer to where we used to run closer to
the 20% than the 15%, but there are some things that we want to continue to invest in, in that segment, a lot of DTC opportunities there, a lot more
continued growth, and a lot of competitive environment especially with Hydro Flask that we want to make sure we can protect and grow what we have.
And I think that there’ll be continued investment, but opportunities to improve margins from the six-quarter run rate that you’re quoting.

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

Operator: Thank you. Our next questions come from the line of Rupesh Parikh with Oppenheimer. Please proceed with your questions.

<Q - Rupesh Parikh - Oppenheimer & Co., Inc.>: Good morning. Thanks for taking my question. And also congrats, Matt, on the promotion.

<A - Matt Osberg - Helen of Troy Ltd.>: Thanks, Rupesh.

<Q - Rupesh Parikh - Oppenheimer & Co., Inc.>: So, I guess the first question I wanted to start out with is the longer term guidance. So, the
commentary for 3% organic sales growth and 8% EPS growth on average in FY 2023 and FY 2024, what is the earnings base we should be thinking
about the growth off of? Is it off of the $10.25 to $10.75 core EPS numbers? So. maybe just some clarity there in terms of how to think about the base.

<A - Matt Osberg - Helen of Troy Ltd.>: Yes. I can take...

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Matt, would you like to start that one?

<A - Matt Osberg - Helen of Troy Ltd.>: Yeah. I’ll take it, Julien, and then feel free to jump in.

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

<A - Matt Osberg - Helen of Troy Ltd.>: Yeah. Rupesh, good question. Right now, like Julien spoke, we want to make this EPA impact as transitory as
possible, and spoke to the maybe more short-term nature of humidification and water. But air is a little bit more uncertain at this point in terms of how
we’re going to resolve it and recover it.

So, when we’ve done our calculations, you heard me, the prepared remarks quote some long-term CAGRs of 6% on the top line and 10% on the bottom.
That was based off of the $10.25 to $10.75, but we



really want to focus on FY 2022 and we want to make the impacts that we’re assuming now in a very dynamic situation. We’re working really hard to try
and make our outcome better than that, but we’ve got another group we’re working with, and we’re going to try and do the best we can to decrease the
impact on that.

And then once we get 2022 to a place where we feel like we’ve got our arms around it, we definitely look at 2023 to figure out how we can build that back
and make it transitory. Right now, the calculations we’ve done are on the $10.25 to $10.75, but we’re trying to make that better and be able to build on it.

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah. There’s some indications already in a positive direction on this because of the water purification.
Like we said a couple of times, it started to ship already, and we’re looking to accelerate the rework plan and just recover there as quickly as possible.
The trade inventories are quite good in both of these categories, actually. Think more or less two months’ worth. So, consumers won’t be harmed, that’s
our intention, and it gives us a chance to preserve distribution.

In the case of water, we’re less concerned. On the case of air, once we get the clarity from the EPA, we’ll rework just as fast. It may take just a little bit
longer on the air products, depending on what feedback we receive. Those boxes are bigger and there’s more material and more information on them.
So, we’ll see how that goes. But it’s our intent to do right by customers, not to harm consumers; and that should help solve for what Matt’s talking about,
which is to be able to keep this transitory, and then move forward from a base that’s better than the one that’s in the guidance.

We’ll see how it turns out. This is our guidance for now. And if we can do better, we’ll let you know.

<Q - Rupesh Parikh - Oppenheimer & Co., Inc.>: Okay. Great. That’s helpful color. And then just, I  guess, a little more clarity on the guidance. So,
what does the guidance assume in terms of the timeline for shipping, the impact of the air filtration humidifiers? Just any more clarity there just in terms of
how we should think about...

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Matt, please go ahead.

<A - Matt Osberg - Helen of Troy Ltd.>: Yeah. Yeah. Good question, Rupesh. So, what we’ve assumed as – we’ve given the high end, the low end of
the guidance. Think on the high end of the guidance is there is no expected shipping during the second quarter for the affected products in air, water, and
humidification; and then no expected shipping in the third quarter for the air products that are affected. The only difference then on the low end is all those
same situations except air shipments extend into the fourth quarter. So, we’ve got – that’s really how we’ve kind of drawn up the high and the low end.
And like we said, we’re working – it’s a dynamic situation. We’re working with the EPA to try and make it better than all of those assumptions, but there’s
a lot of a lot of things at play here.

<Q - Rupesh Parikh - Oppenheimer & Co., Inc.>: Okay. Great. Thank you. I’ll pass it along.

Operator: Thank you. Our next questions come from the line of Anthony Lebiedzinski with Sidoti & Company. Please proceed with your question.

<Q - Anthony C. Lebiedzinski - Sidoti & Company LLC>: Yes. Good morning, and thanks for taking the questions. Congratulations as well, Matt, for
your – on your promotion here. So, I just wanted to ask about inventory. So, obviously, you touched on this a little bit, but just wanted to get a little bit
more clarity. So, it is up versus year-end and versus last year. Do you think you have adequate amount of inventory for Housewares and Beauty? And
also just wanted to just get maybe little bit more specifics as to your inventory situation for the Health & Home segment, and how much of that would
need to be relabeled or repackaged?



<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah. Let’s just go through the segments, and there’s a broader point here about growth. I’m sure you
saw it in the outlook. So, let me try to get my arms around this with you. Let’s just start with the Beauty. You might remember a year ago, we were
hamstrung by lack of inventory. We were pleasantly surprised by the extreme demand for the volumizer franchise, and so much so that we were going as
fast as we could, even in the original days of the China reaction to coronavirus. So, think of back in the Wuhan days. And in those days, there was a lot of
shutdown of supply coming out of China. In those days, we majorly ramped up as quickly as we could production. We satisfied that last year, and we had
a brilliant year in Beauty despite COVID, not because of it.

This year, with less COVID, we have much better supply because of that work. And now, we’ve added the inventory. You’ve seen the result of it in the
first quarter. Beauty grew 79% in the first quarter. That’s not so shabby. It’s not only because of the inventory, but now having the product available gives
us a completely unconstrained ability to meet the market demand. It also allows us to have in inventory what we need for some other products like
wavers, as an example, and some of our new innovations on Drybar that are doing beautifully. So, it’s played to our advantage, as I mentioned, but now
put a little more specificity.

In the case of Housewares, we’ve also increased the inventory because we created a belief, and the belief that we could grow from the elevated base
there too, not just in Beauty. And you see that we’re leaning into that in our forecast, projecting Housewares’ growth in the high teens for the full fiscal
year. A lot of that growth has already occurred in the first quarter, actually, for both Beauty and Housewares. And we believe we have the right amount of
inventory to satisfy the elevated base for last year as we go through the back nine months of our fiscal year. And that should end us with a lower total
inventory than we started, as Matt mentioned earlier.

In the case of Health & Home, we also ramped up our production because of coronavirus and because of the inability to meet demand. We now have that
inventory. I mentioned that in the first quarter, our thermometer sales were actually flat versus year ago, which is amazing, given that everybody thought
that market was saturated. It was really Europe that was the biggest part of it. And at some point, there is some saturation, but nevertheless the demand
is there.

In air purifiers, the demand is there in a big way. And that said, we’re constrained at the moment because of the EPA matter. You’ve heard before, we’re
working to resolve that as quickly as possible. As it does, we’ll ship into that demand, and we’ll also do the same with water purifiers, which we’re doing
right now.

So, I guess that gives you a little sense category by category. In international, which is growing even faster, we don’t face any of those constraints. We
have the inventory, and we will meet demand.

<Q - Anthony C. Lebiedzinski - Sidoti & Company LLC>: Got it. Awesome. Thank you very much for that, Julien. So, on your last conference call in
April, you talked about having three attractive acquisition targets that you were looking at. Just wanted to see if you have an update on that, and whether
this EPA issue does that perhaps slow down your M&A activity or is that a non-issue?

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah. Zero correlation between EPA and M&A. It’s two completely different areas. Nothing to do with
each other, and we are eager on the M&A front to do the right deal for the business. In the case of the three specific ones, two of them actually had
slowdowns in their own processes. They’ve now restarted, and we are [ph] I’d say (01:03:48) in the case of the other one that we’re pursuing, we’re still in
talks, and yet another one has surfaced.

Jack, you might want to put a little more color on the M&A front.



<A - Jack Jancin - Helen of Troy Ltd.>: Yeah. I think I would say just overall what we’re seeing is a pretty active market out there. And we’ve been, as
Julien mentioned, in touch with several businesses. There was that slowdown. But, for us, you’ve seen our criteria, Anthony. We’ve got high marks in
what we’re looking to achieve, and there are some intriguing matches that are out there right now. So, we’re encouraged from that standpoint.

So, these processes that Julien had mentioned that have restarted, the diligence has begun and will continue probably through the summer. And
sometimes, these things take through the fall. It just depends. But if they look as good from up close, then we’re going to be very active. And if they’re
not, we’ll continue to look to the rest of the market; but just know that we’re very active out there right now.

<A - Julien R. Mininberg - Helen of Troy Ltd.>: One build, Anthony, just to come full circle on this, with regard to the EPA matter, you might think from
a balance sheet standpoint, if we have more inventory, then we won’t be able to afford something like this. Matt mentioned our debt levels, and we’ve
been trying to emphasize on this call that the inventory that we have is not only right, but good and saleable. So, it gets turned into cash, takes down our
debt, and it gives us the opportunity to take on debt for something else that we think is a great use of shareholders’ capital. It’s also true that our leverage
level in the absolute is still low even now. So, if you’re worried about firepower, I humbly suggest that we’re not worried about firepower.

<Q - Anthony C. Lebiedzinski - Sidoti & Company LLC>: Okay. Yeah. Thank you for that. And maybe just a couple of quick questions here. So, in
terms of the overall supply chain issues that are out there for you and everybody else, it seems like, have you seen any improvement since the quarter
ended or is it just more of the same, and just dealing with the container issues and everything else out there?

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah. Largely more of the same. It’s one of these things where – I know the market hates uncertainty,
but just for anyone who’s trading, this is not our uncertainty. It’s general uncertainty, which is that the market – sorry, that the supply chain disruptions are
still fairly consistent. So, think of what’s really happening. There are container shortages. There are some COVID outbreaks at certain ports. For example,
there’s a well-documented one in Southeast China. It’s nothing uniquely to do with us. So, obviously companies like ours are rerouting some of those
shipments to go to some of the northern ports. So, think of more of a Ningbo than a Yantian as an example.

And then when we bring them into the United States, bringing them into the ports that have the least congestion, and using those contracted rates to beat
the spot market, which is multiples of both our contracted rates and our historical rates. So, the more of that we can do, the better. And so far, we’ve been
doing fairly well as a batting average.

So, we’re muddling through, just like everyone else. I think we’re doing better than most for a couple of reasons. One, we got ahead of it. The other is that
we have the inventory at the lower prices versus today. And then the last one is that we have the price increases in the market now, and so far so good
on that front. And so, I think the mitigation plans are winners. We’ve come a very long way since April when we couldn’t give guidance just because the
situation was so every day evolving. Now, we think we have, not only clarity, but arms around it. And that said, I can’t tell you that it’s peaked or that it’s
over in three months or something like that because I don’t think anyone really knows.

<Q - Anthony C. Lebiedzinski - Sidoti & Company LLC>: Got it. Okay. And the last question, I think, Brian, you mentioned that there was, I guess,
some benefit from the shift of timing from Prime Day. Was that anything meaningful to call out or – just wanted to get more clarity about that. Thanks.

<A - Brian L. Grass - Helen of Troy Ltd.>: Good question, Anthony. It’s so good, I’m going to hand it over to Matt to answer.



<A - Matt Osberg - Helen of Troy Ltd.>: Yeah. Anthony, we called it out. I would say it was one of the drivers. It wasn’t one of the main drivers, but it
definitely contributed. I mean, like we said, the growth we had was broad-based, and that was one of the drivers. But I wouldn’t put it in front of the list.

<A - Brian L. Grass - Helen of Troy Ltd.>: Yeah. I’ll just add, Anthony, that it was isolated mostly in Beauty. So, it’s really a Beauty driver...

<A - Matt Osberg - Helen of Troy Ltd.>: Yeah.

<A - Brian L. Grass - Helen of Troy Ltd.>: ...not for the whole company.

<A - Matt Osberg - Helen of Troy Ltd.>: Yeah.

<Q - Anthony C. Lebiedzinski - Sidoti & Company LLC>: Got it.

<A - Julien R. Mininberg - Helen of Troy Ltd.>: A couple of million bucks. Even if you took that off the 79%, you’d still be in the 70s.

<Q - Anthony C. Lebiedzinski - Sidoti & Company LLC>: Got it. All right. Well, thank you and best of luck.

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

Operator: Thank you. Our next questions come from the line of Linda Bolton Weiser with D.A. Davidson. Please proceed with your question.

<Q - Linda Bolton Weiser - D. A. Davidson & Co.>: Yes. Hi. Thank you.

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

<Q - Linda Bolton Weiser - D. A. Davidson & Co.>: Hi. So, with regard to these stopping of shipments of these products, I’m just wondering, I mean,
what are retailers’ reactions to this? Because they have to fulfill their demand from their orders from some supplier. So, the business is shifting to
somebody else. So, I’m just wondering how you intend to handle getting back in with the retailers once you are able to reship. And then how do you kind
of combine that with the need to take price increases? Is that going to inhibit you in those categories from taking price?

And then, my second question on the pricing too is, with the tariffs, you had some pushback from retailers in some categories on the price increases. Can
you remind us what categories those were? And are you anticipating similar issues as you try to take pricing now or do you think that pricing is going to
go a little bit smoother than it did with the tariffs? Thanks.

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah. Good. All good questions, Linda. Let me take them. Since there’s three in there, I’m going to
chunk them up into the three. First is this concept of getting back in with retailers. We’re not out with retailers. I think I mentioned earlier. Retailers have,
on average, about two months of inventory. If you go on Amazon today, type in Honeywell Air Purifier, and you can buy one. Go to Walmart, the same.
Same thing with the water purifiers, especially at the brick-and-mortar where a lot of that sells. So, this makes a huge difference, is this idea of in versus
out. You’re suggesting that we’ve been taken out. We’re not.

What we’re trying to avoid is getting taken out, and that’s where the eight weeks of inventory becomes so important. You might also think of consumer out
of stocks. It’s important that the consumer can buy the product regardless of what the retailer has. We’ve taken a good hard look at that. Just for clarity,
our data



indicates that the top five customers making up more than 70% of the volume have about two months of inventory on hand now, and that shelf level out
of stock on average are in the mid-single digits. Kind of varies by item and also by customer, but there’s not a crisis yet in that regard. Because we’re now
shipping water again, we don’t expect that crisis to materialize. In the case of air purifiers, it really depends how quickly the EPA feeds back and how
quickly we can rework and start shipping again. So, as far as the back end, I hope that helps.

In terms of the reaction, it’s the one that you described. Retailers are concerned, and some of them are strongly concerned. And that said, as we’ve
demonstrated our ability to move quickly with the EPA so far, those concerns have reduced. And so, they get what they want. And they should, they’re
our customers. I’d also say that the customers are sympathetic, frankly. Nobody enjoys this kind of situation. They’ve seen the movie too, and they’re
sympathetic and working with us. We have very long trusting relationships with these retailers. These are generally market-leading products. We’ve been
at this for decades, as I mentioned before. And they know us, they trust us, and they know that we will do right by them. And we respect their patience in
that regard and are working as hard for them as fast as we possibly can.

In terms of the price increases, so far so good is my response. Our customers realize that we’re in an inflationary environment. Consumers have the
cash. And this is the rest who price for the underlying cost. And only after we ourselves do all our mitigation efforts, which we have done, and we’ve been
very clear with our customers that we have taken out our cost before sticking our hand out for a price increase. So, they are generally sticking. We have
not seen the kind of pushback that you’re mentioning.

In the case of the tariff situation, it’s true that in air and in water and in just a couple of customers, there was some resistance. We worked through it in the
tariff times, and those prices increases were accepted. There’s a lot of noise in the stock market on that topic. We could not have been clearer at the
time, and we’re clearer now. Those prices were accepted. In the case of now, so far so good. That said, we are slowing down a little bit on the Health &
Home increases, just to work through the EPA part to make sure we’ve got it clear before we go back to the customers and take those prices up just to
make sure that we don’t put gas on the fire.

<Q - Linda Bolton Weiser - D. A. Davidson & Co.>: Okay. Thanks, Julien. And then can I just ask too, just because we got some questions from
investors about your – the valuation of the sale of the Personal Care business. It did seem rather low. I think it was 0.6 times revenue, something like
that, even for a declining business that seems sort of low. What’s your view on valuation there? And why not just hang on to the business and allow it to
generate cash for you to fund some of these other initiatives that you have going?

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah. Let me say a little here, and then I’d appreciate if Matt might add on to this. And, Jack, you may
have some views, just to make sure everybody’s super clear. First of all, we conducted a broad market process. We actually did it about a year and a half
or two years ago as well, and we’re confident that we sold for the price that the market would pay.

In terms of whether it was right to sell at this price given the multiple comment that you make, we believe that we did this right. This is about 3 times
EBITDA, and we already harvested the fat part of the cash flow. Just for perspective, the last five, six years, we’ve taken more than $0.25 billion of
EBITDA out of that business in terms of cash flow. So, this idea of harvesting out, we concur, and we have done so.

It’s declining. And as it declines, you might look at it and say, oh, but there’s still cash left in here. And the answer is, yes. And the buyer recognizes that,
and they paid for it. So, we’ve received those next couple of years’ worth in that 3x multiple. As you fast-forward three years at that rate of decline, it
becomes less and less valuable to us.



Also, I’d like to point out that some of the earnings that were in the base here in which we sold were at harvest levels. So, where we did normalize, we
would put money back into there. And if that money went back in there versus the other alternatives we had, it would be a worse ROI, and therefore not
right for shareholders.

My very last point is focus. I know that folks on the call are generally not the operators, but I can tell you, as a 30year operator, the more you have your
ability to focus on the things that you’re going to grow, the more it grows. And you’ve seen that in our Leadership Brand focus. Those have grown
beautifully. But the distraction of feeding the last bits of cash flow out of Personal Care is not the right use from a focus standpoint.

<A - Matt Osberg - Helen of Troy Ltd.>: Yeah. And just to add maybe a little bit of color onto what Julien said. The declines we were seeing, especially
in the top line, they were accelerating. And when you’re looking at those kind of products in this kind of a market, you’re seeing inflated COGS here less
able to take pricing, so even more challenges ahead. And as we look at our portfolio, when you’ve got brands like that that are declining, and we’re trying
to expand our operating margins on an annual basis, then you’ve got kind of – that creates a hole. So, you’ve got a gap to fill against that margin
expansion, and you’re actually having to solve a couple million dollars from – that could go to another segment to fuel growth there.

So, getting back to what Julien said, this helps us from an overall ROI perspective, and it takes out some drag from top line and bottom line. So,
something that we think is going to help us reinvest back in the business for better ROI.

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah. And on that drag, we’ve published all the numbers so you can easily do the math. There’s a half
a point or so of just pick-up from the fact that you don’t have to overcome the decline.

<Q - Linda Bolton Weiser - D. A. Davidson & Co.>: Great. Thanks. And then finally, can I just ask you – I know that you guys don’t really look too much
at the IRI POS data because it’s not really representative of your whole business. But nevertheless, when we look at that, it actually shows in recent
weeks quite a big decline year-over-year in most of your categories versus very strong growth in the prior year during the COVID surge. So, how does
that – I’m just trying to kind of align that with the strong sales growth that you reported in the quarter. Why is there such a difference? Is it just – the Hydro
Flask is making the difference and that’s not in the IRI? Or is it, well, a lot of replenishment of inventory at retail that really drove your sales? Or can you
just kind of explain it a little bit?

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yeah. Sure. Let me take a stab at this. The number that comes to mind in my mind is 70/30, meaning
about 70% of what we sell is not captured in IRI, only the 30%. So, it’s – as I mentioned in the prior call, that’s why we don’t buy the IRI data. Just – it
doesn’t track well enough. And we rely on sources like Nielsen for brick-and-mortar, NPD for a broad view of – a broader set of brick-and-mortar,
including sports and outdoor, which captures a bunch of the retail for Hydro Flask. And we use a partner of Nielsen called Profitero for Amazon as a good
tracking tool. So, it gets us much further.

The other big variable in there, Linda, is international, which is in none of those databases, not IRI or any of the ones I just mentioned. And remember,
international is something like 20% of our sales and growing faster than the rest of the company, even though we just put pretty big growth up on the
board on a consolidated basis. So, that’s why there’s such a mismatch in the tracking. So, when we look at the IRI data that you publish, we frankly take it
and square it against the data that I just talked about and look for the differences. That’s how we use that information when you publish it. And our
conclusion is what I just told you.



And in terms of the big result in Q1, you heard where it came from in the prepared remarks. And brick-and-mortar, which is where IRI is strongest, surged
for us during the quarter. Did not decline. And you heard us talk about market shares, which made a big difference.

In the case of Housewares, the numbers is even lower. It’s probably – for IRI, it’s probably closer to about 15%; one, five. And as a result, it misses out
on most – I think of the Internet as a big one, all of international, and all of the things like Bed Bath & Beyond, which are a big deal.

When it comes to Beauty, things like Ulta, huge customer for us, are not in there. And then we sell things like Drybar in stores like Sephora and Ulta and
the Drybar salons. In fact, they make up 80% or something like that of Drybar sales. And none of that is in any of the databases that we’re talking about.
So, that’s why it’s so different. So, hope that helps.

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

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Sure. Yeah. Thanks. Appreciate it. And just please don’t get the idea that somehow it’s all just
replenishment or something. We ship to demand. And retailers generally repurchase through demand. Sometimes their inventory strategies move things
around a little bit. But over the course of like a year, the retailer orders and the demand generally square up pretty well.

Operator: Thank you. Our next questions come from the line of Steve Marotta with C.L. King. Please proceed with your questions.

<Q - Steven L. Marotta - C.L. King & Associates, Inc.>: Good morning, Julien, Brian, Matt, and Jack. Julien, I have two quick questions. I know we’re
running a little late. The first is, regarding the EPA-ed products, can domestic packaging be repurposed for international, considering that this is a
domestic issue? Is that a potential solution to minimize inventory obsolescence?

<A - Julien R. Mininberg - Helen of Troy Ltd.>: It’s possible, but it’s not preferred, and the reason is because the voltage and the plugs in some of the
UL-type regulations or ETL overseas are different. So, it’s better to stop it at the manufacturer level, and repurpose the internal components or the
subcomponent towards international products at that level, and that’s what we’ve done. So, for example, air purifiers are doing beautifully in Europe, and
we’ve diverted some of the production there to help on this matter meanwhile.

On the packaging front, just for absolute clarity, so no one on the call walks away with anything different, none of the products will be scrapped. There will
be some old packaging that will be removed, probably in the case of air purifiers, or stickered over. And in the case of water purifiers, the changes are so
minor that there will be zero scrap of packaging, just the addition of stickers. And in the case of the inventory, it’ll come down once we’re able to ship
again. That’s already happening on PUR, and we hope soon enough on the air purifier. So, that’ll help a ton on the inventory matter.

We did mention in our press release, we’ve also been able to move some inventory with the EPA’s agreement from one of our warehouses to another,
which will help with the congestion and help with the space to do the rework; and also make us go faster on the rework stuff, and, of course, ensure
safety in our warehouses meanwhile.

<Q - Steven L. Marotta - C.L. King & Associates, Inc.>: Excellent. Thank you. And my final question is, has there been a comprehensive review of
other packaging across categories in an effort to minimize the risk of this occurring in the future versus your current product line?

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yes. Yes. Strong yes. We’ve taken a hard look. I don’t know how to emphasize it. These are strict
interpretations by the EPA of their regulations. So far, the



changes have been very modest. We’ll see how it turns out in the air area. But we’ve taken that review across all of the areas that this type of agency
oversees, just to make sure everything stays just where it should be.

Operator: Thank you. There are no further questions at this time. I would like to turn the call back over to management for any closing remarks.

<A - Julien R. Mininberg - Helen of Troy Ltd.>: Yes. Thank you, operator, and thank you, everyone, for joining us today and for your continued interest
in Helen of Troy. We had nothing short of a spectacular first quarter. I know nobody asked about that, but we did. And we really look forward to speaking
with you, many of you, in the coming days; some over the course of the next couple of weeks. And we will share further progress. And if something big
comes out in between, we’ll tell you; but otherwise, when we report our second quarter results in October.

So, thank you very much and have a great day.

Operator: Thank you for your participation. This does conclude today’s teleconference. You may disconnect your lines at this time. Have a great day.


