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P R E S E N T A T I O N

Operator

Mr. Gough, please begin.

Chris Gough - Edgewell Personal Care Company - VP of IR

Thank you. My apologies, everyone, for the technical glitch. Good morning, everyone, and thank you for joining us on Edgewell's first earnings
conference call following the completion of the spin-off of the Household Products business on July 1, 2015. As a reminder, the results being
discussed today include the results for both the Personal Care and Household Products businesses, as the separation of the business did not take
place until July 1, 2015. Edgewell's fourth fiscal quarter will be the first quarter with standalone financial data as historical results of the Household
Products business will be presented then as discontinued operations.

Today, we will discuss FY2015 third quarter results for the total combined Company. In addition, we will discuss highlights of the Personal Care
segment results. The new Energizer Company will be hosting a separate call on August 6 to discuss Household Products results.

With me this morning are David Hatfield, Chief Executive Officer; and Sandy Sheldon, Chief Financial Officer. David will kick off with opening remarks
and then hand over to Sandy for the earnings and outlook discussion, followed by Q&A. This call is being recorded and will be available for replay
via our website, www.edgewell.com.

During the call, we may make statements about our expectations for future plans and performance. This might include future sales, earnings,
advertising and promotional spending, product launches, the impact of go-to-market changes on sales, savings and costs related to restructuring,
future costs related to our exit from the industrial blade product line, changes to our working capital metrics, currency fluctuations, commodity
costs, category value, future plans for return of capital to shareholders, and more.

Any such statements are forward-looking statements which reflect our current views with respect to future events. These statements are based on
assumptions and are subject to various risks and uncertainties, including those described under the caption Risk Factors in our annual report on
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Form 10-K for the year ended September 30, 2014, as amended and supplemented in our quarterly reports on Form 10-Q for the quarters ended
December 31, 2014, and March 31, 2015.

These risks may cause our actual results to be materially different from those expressed or implied by our forward-looking statements. We do not
assume any obligation to update or revise any of these forward-looking statements to reflect new events or circumstances. During this call, we will
refer to non-GAAP financial measures. These non-GAAP measures are not prepared in accordance with Generally Accepted Accounting Principles.

A reconciliation of the non-GAAP financial measures to the most directly comparable GAAP measures are shown in the press release issued earlier
today which is available in the Investor Relations section of our website, www.edgewell.com. Management believes these non-GAAP measures
provide investors valuable information on the underlying trends of business.

With that, I would like to turn the call over to David Hatfield.

David Hatfield - Edgewell Personal Care Company - CEO

Thanks, Chris. And good morning, everyone. I'll let Sandy take you through the financial results and the category commentary, and then we'll go
to Q&A, but first, I wanted to make a few comments on our performance this quarter and on the completion of the separation of the Personal Care
and Household Products businesses. After 14 months and with an incredible amount of organizational focus and effort by both the Edgewell and
the new Energizer teams, we completed what we set out to do and successfully separated the two companies on July 1.

This was achieved with no major issues and at the low end of our cost projections. This quarter, as a combined Company under the Energizer
Holdings structure, we executed new product launches, achieved $21 million of incremental savings, bringing our total savings to $331 million,
well above our initial estimates when we started the project in 2013. We invested behind our brands, and we stabilized market share.

Looking forward to Q4, we have faced several transition issues associated with go-to-market and organizational changes. Edgewell's priority, going
into the fourth quarter, will be to focus on the actions needed to transition our Company to steady state as quickly as possible.

Those actions will be centered on completing go-to-market and functional realignment initiatives around the globe. Secondly, maintaining
investment in our brands. Third, solidifying our North America business, and fourth, aligning our teams around the new structure and priorities.

And, of course, as we have done, all of this year, we intend to stay focused on delivering great and innovative products to our customers and
consumers and achieving our financial goals for the quarter.

Now I'll turn the call over to Sandy.

Sandy Sheldon - Edgewell Personal Care Company - CFO

All right. Thank you, David. Good morning everyone. I would like to start this morning by taking you through third quarter performance of the
consolidated results. As previously mentioned, the results I'm discussing today include both the Personal Care business as well as the Household
Products business as the separation did not take place until July 1.

Beginning next quarter with FY2015 fourth-quarter results, the historical results of Household Products business will be presented as discontinued
operations. In the following discussion, all comparisons of FY2015 third quarter are with the FY2014 third quarter, unless otherwise noted. Turning
to the EHI results for the quarter, organic sales were up 20 basis points. We delivered another strong quarter of cost savings and margin improvements,
and we increased investment in our brands across both businesses.
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To get into further details, third quarter net sales were down 7%, driven by a 6 point decline from negative currency movements and a 1 point
decline due to the change in Venezuela results. Organic sales reflect growth in the Personal Care segment of 70 basis points, offset by a decline in
the Household Products segment.

Gross margin, as a percent of net sales, declined 50 basis points versus the prior-year quarter. Adjusted gross margin improved 140 basis points
excluding the negative impact of currency and the change in Venezuela results. Year to date, gross margin improved 80 basis points, slightly above
our outlook and improved 250 basis points excluding the impact of currency and Venezuela results.

Margin improvement across both businesses was driven by our cost savings initiatives and lower commodity and manufacturing costs. During the
quarter, A&P spending increased in both segments, in support of innovation launch activity in battery, and new product and brand building
programs in Wet Shave, and Sun and Skin Care. Year to date, A&P increased 170 basis points, in line with our outlook.

SG&A, as a percent of sales, excluding restructuring, acquisition-related costs and costs related to the spin-off, improved 150 basis points versus
the prior-year quarter, driven by restructuring savings and continued disciplined overhead management. We delivered adjusted earnings per share
for the quarter of $1.17, a decrease of 20%, primarily due to our increased investment in A&P, unfavorable currency movements and a higher
effective tax rate, offset in part by savings from our 2013 restructuring project. Excluding the impact of currency movements, adjusted net earnings
per diluted share would have decreased by 2%.

Moving to our balance sheet, working capital, as a percent of net sales, was 15.7%, up 70 basis points from 2014 fiscal year end. Both segments
continued to make improvements within days payable outstanding. However, days in inventory increased, primarily due to manufacturing footprint
changes in both segments. Finally, in terms of capital allocation, dividend payments in the quarter were $31 million, equal to the prior year quarter
and no shares were repurchased during the quarter.

Now turning to restructuring. Savings from our 2013 restructuring initiative in the third quarter increased approximately $21 million compared to
the same period in the prior year. The primary impacts of savings were reflected in gross margin and lower overhead expenses across both segments.
This brings the project to date savings total to approximately $331 million.

Pre-tax restructuring charges were $24 million for the third fiscal quarter bringing total project to date costs to approximately $294 million. As
Dave had mentioned earlier, spin-off and spin restructuring-related charges came in at the low end of our estimate through June 30, 2015. For the
quarter, total pre-tax charges related to the spin and spin restructuring initiatives were $115 million and $252 million for the nine months ended
June 30.

In addition, we incurred a $61 million charge associated with the prepayment of our private placement notes in May. Total spend and associated
restructuring charges for the project through June 30, 2015 were $360 million, at the low end of our initial projections. I will speak to future spend
and restructuring-related costs during the Personal Care discussion. So that concludes my prepared comments on consolidated results and I'll now
move to discussing Personal Care performance, starting with some highlights.

Organic sales increased 70 basis points in the quarter, driven by solid results in Wet Shave and new product launches in Feminine Care. These
improvements were offset by disappointing Sun and Skin Care sales, which declined in the quarter. Gross margins improved 130 basis points,
excluding the impact of currency in Venezuela and in line with our business strategy, we continue to increase our investment in A&P in support of
our brands and new products.

Overall, we were encouraged by a number of key net sales metrics this quarter. First, we continued to see organic sales momentum in international.
Second, we accelerated gains in baseline shares in the US in razors and blades, shave products, and Feminine Care and in aggregate, US market
share while still down slightly improved sequentially for the second straight quarter. Finally, we increased US manual shave market share versus a
year ago and sequentially.
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Looking at organic sales from a geographic perspective, North America sales 1.1%, with growth in Wet Shave and Feminine Care more than offset
by declines in Sun and Skin Care as well as Infant Care. International sales increased 4.2% with growth across both Wet Shave and Sun and Skin
Care.

From a second perspective, Wet Shave organic net sales increased 2.4%, with balanced growth in North America and international. Overall, the
increase in net sales, were driven by higher volume in disposables due to increased investments and improved sales in men's systems in the US.

Within the US, the manual shave category was down 1.4% year over year, with growth in women's systems and disposables offset by a 6% decline
in men's system. Our share was up 0.8 points in manual share, with growth in both men's systems and disposables.

Our investments behind Hydro and Xtreme3 in men's systems and disposables translated into share gains. In women's systems, our consumption
was up 3% behind the Hydro TrimStyle launch and increased investment.

Sun and Skin Care organic net sales decreased 6.4%. The decline was driven by Sun Care in the US where the Sun Care category declined 3% versus
a year ago, primarily impacted by weather in the US and a shift to bundled and special packs which deflated the category. Category growth in Sun
was well below our expectations coming into the quarter.

In addition, our US Sun market share declined in aggregate with Hawaiian Tropic growing share due to strong performance of the Island Sport
launch and Banana Boat losing share impacted, in part, by loss of displays in one large customer. Partially offsetting the US declines, international
sales were strong in Sun Care, up 18% in the quarter driven by category growth and share gains.

Feminine Care organic net sales increased 6.5% due to pipeline shipments behind launch of the sport pads, liners, and combo packs. The Feminine
Care category grew approximately 1.7% versus a year ago, with our share declining slightly. Share gains from our recent launch of sport pads and
liners were offset by declines in legacy brands.

Infant Care net sales increased 4% as sales of bottles and cups declined, somewhat offset by increased Diaper Genie sales due to strong pail
performance and stable refill trends. Gross margin improved 20 basis points, as a percent of sales, and improved 130 basis points after excluding
unfavorable currency.

Manufacturing costs, volume, and product mix offset the impact of unfavorable price mix due to increased investments in the quarter. A&P increased
$15 million to 21% of net sales versus 19% in the prior year, driven by higher spending on Wet Shave as well as Sun and Skin Care.

Third quarter operating profit, excluding impacts from foreign currency in Venezuela, increased $2 million, or 1.7%. Higher gross margins, improved
volumes and lower SG&A were offset by increased A&P investment. In total, 2013 restructuring savings increased approximately $9 million versus
the prior-year quarter, impacting both gross margin and SG&A favorably.

We did begin to see an impact on net sales growth from the go-to-market changes we are making, which include exiting certain countries and
moving to a distributor model in a number of others. The impacts were not material in the quarter; however, we expect the go-to-market impact
to increase going into the fourth quarter which we will talk about further in the outlook section.

So looking forward, as David mentioned, our focus in the fourth quarter will be on executing the actions needed to manage the transition to a
strong standalone Company. To reiterate, the fourth quarter will be one of transition, with a lot of moving parts given the substantial go-to-market
and organizational changes that we are implementing.

While this quarter may be volatile due to the transition, we are providing some broad range guidance for the fourth quarter stub period as follows.
Based on current rates, currency is expected to be a continued headwind, and we anticipate that will negatively impact our fourth quarter net sales
by $45 million to $50 million. We're projecting that our underlying organic sales will decrease year over year in the low single-digit range. After
factoring in the expected impact of the go-to-market changes as well as additional temporary volatility, both separation, organic net sales could
be down in the mid-single-digit range.
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As a reminder, we still anticipate our full run rate and go-to-market changes to be in the range of 1.5% to 2% of net sales once all the changes are
completed. These sales impacts, which were still relatively minor in Q3, will begin to impact us in Q4 at a higher level.

We will continue to invest in our brands and expect fourth quarter A&P spend, as a percent of net sales, to be in the 14.5% to 15% range. While
there are a lot of moving parts in SG&A, we anticipate spending, as a percent of the net sales, to be roughly 16% before corporate amortization,
spin and restructuring charges. We continue to expect that we'll reach a normalized SG&A run rate by the end of FY2016 of approximately 15% of
net sales.

Based on the above assumptions, we expect adjusted EBITDA will be in the $90 million to $100 million range, including $20 million to $25 million
of FX impact on profit in the quarter. We anticipate additional spin and spin restructuring-related costs to be in the range of $30 million to $35
million, with the majority of these charges occurring in the fourth quarter of this year and all costs to be completed by the end of FY2016.

The 2013 restructuring initiative costs are anticipated to be $8 million to $10 million for the remainder of this year and $40 million to $50 million
for the remainder of the project, which is now expected to be the end of FY2017. We expect the majority of incremental savings to occur in FY2016
and FY2017.

So let me comment on our priorities for use of available cash flow. As we described in our Investor Day in June, our priorities are to invest in the
business to drive top-line growth, to invest in disciplined M&A, to grow and expand our portfolio, and to return capital to shareholders through
share repurchase.

At this time, we do not expect to issue a dividend. Please note that our expectation going forward is that we will provide financial guidance on an
annual basis only. That guidance will begin with a discussion of our full-year earnings outlook in our November earnings call.

Finally, to help investors, we have provided additional Personal Care segment information in the press release for third quarter and year-to-date
2015. That information includes organic net sales by product segment, gross profit, SG&A, A&P, R&D, and depreciation and amortization.

So this completes our prepared remarks. David and I will be happy to take your questions. I'll turn it back over to the operator.

Q U E S T I O N S  A N D  A N S W E R S

Operator

Our first question comes from the line of Bill Chappell from SunTrust. Your line is open.

Bill Chappell - SunTrust Robinson Humphrey - Analyst

Thanks. Good morning.

David Hatfield - Edgewell Personal Care Company - CEO

Good morning, Bill.

Bill Chappell - SunTrust Robinson Humphrey - Analyst

Just wanted to dig in on the Wet Shave. Maybe trying to understand on, I think when we talked a month ago, the thought was your competitor
was stepping up on more promotional activity. That's why you needed to change your go-to-market strategy. Where are we in that cycle, and did
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that show up this quarter or are we going to see more of the competitive activity from you in terms of margins, trade promotions next quarter
going forward?

David Hatfield - Edgewell Personal Care Company - CEO

Well, where we are in the cycle since 2012 in ? competitions increased promotion significantly. Over the last few periods, we've seen that moderate
and come back down to a level that's about 70 -- of the roughly $180 million that they've added to their marketing spend, they've moderated that
to about 75% of the peak. So they've come down some.

I won't hazard to, I mean, speculate where they'll go from here, but I can tell you that our planning assumption will actually be the -- will keep our
gross marketing spend and A&P pretty level with where we've been. We think we're at a good place. We've added A&P in both FY2014, and also
FY2015, and we're pretty comfortable at that 14% to 15% of sales rate going forward.

Bill Chappell - SunTrust Robinson Humphrey - Analyst

Okay. And then just sticking on razor, you talked about the systems and disposables. I mean, can you give us an idea on how much of the growth
or push is coming from American Safety in terms of private label gains?

David Hatfield - Edgewell Personal Care Company - CEO

Rather not break that out, but I will say that we've seen consistent growth, both in the private label sector generally and our private brands group
has been growing, both in systems, women's, and disposables. We've been pleased with it.

Bill Chappell - SunTrust Robinson Humphrey - Analyst

Got it. Okay. I'll turn it over. Welcome to the fun of being a public company.

David Hatfield - Edgewell Personal Care Company - CEO

Yes, thank you.

Operator

Thank you. And our next question comes from the line of Ali Dibadj of Bernstein. Your line is open.

Ali Dibadj - Sanford C. Bernstein & Co. - Analyst

Hi, guys. A couple questions.

One is, just if we could get a little more granularity, a little more detail around the Feminine Care good numbers. So the new product launch, how
does that look? Is that distribution gain, shelf space gain or just comp store increases? And then, obviously, the problems on Sun Care and Skin
Care, a little bit more detail there would be helpful as well.

7

THOMSON REUTERS STREETEVENTS | www.streetevents.com | Contact Us

©2015 Thomson Reuters. All rights reserved. Republication or redistribution of Thomson Reuters content, including by framing or similar means, is prohibited
without the prior written consent of Thomson Reuters. 'Thomson Reuters' and the Thomson Reuters logo are registered trademarks of Thomson Reuters and its
affiliated companies.

AUGUST 05, 2015 / 2:00PM, EPC - Q3 2015 Edgewell Personal Care Co Earnings Call

http://www.streetevents.com
http://www010.streetevents.com/contact.asp


David Hatfield - Edgewell Personal Care Company - CEO

Sure, sure, thanks.

First, on femcare, as you saw, we launched it in Q3, and that accounts for sales being up, what, 6%. The shares we haven't seen flow through yet.
That's a timing issue. I will say that while the launch went well, there were several major customers that were delayed so the merchandising and
the planogram sets were cut in later than we wanted. So the build somewhat behind where we wanted, but we're planning to have the markings
support to pull it through in the coming months.

Sun Care, the category was down 3%, and I think part of that was the weather, but I also think part of it was that our customers actually -- the
weather forecasts called for a soft year, and I think that was a little bit of a self-fulfilling prophecy because there were several customers that were
rationing inventory, trade inventory, and they picked this category to do so in.

And they really pulled back merchandising, and that depressed impulse sales. And I think that was a large part of our share loss, frankly, was a loss
in merchandising, and we are -- our share is somewhat of a seasonal -- we have a little bit of a seasonal share, and so we missed the -- some of the
bump that would have come normally.

Ali Dibadj - Sanford C. Bernstein & Co. - Analyst

So that's helpful. So if one were to look forward, we would think about Feminine Care to shore up the distribution a little bit more, so that might
actually even go higher, and then Sun and Skin Care would be a little bit more normalized from a growth perspective, so less negative as you go
forward from your commentary.

If you can tell me if I've got what you said right, in the context also of some of the go-to-market changes and some of the distribution losses you
would get, is that still the case what I described? That would be helpful.

David Hatfield - Edgewell Personal Care Company - CEO

Yes, you were right on the -- on your US comments, Ali. I didn't follow your last.

Ali Dibadj - Sanford C. Bernstein & Co. - Analyst

I'm sorry. So sorry. I was probably unclear. So from a go-to-market perspective, given that you're going to be losing some of the go-to-market
distribution that you have, is that going to affect those two categories a lot, or are there other categories that will be impacted, other segments of
yours that will be impacted more?

David Hatfield - Edgewell Personal Care Company - CEO

Yes, go-to-market is international, and because we don't have much of a femcare business other than a couple of markets so the go-to-market
really won't impact fem much. We pulled out of Korea and that's done. So but marginal, okay.

Sun, it may impact somewhat from a temporary point of view, I think as we exit the next fiscal year, I should think we'll be in a better place because
where Sun Care was like a number five or six priority under EHI, it will be number two for us, so I think exiting next fiscal, Sun will be in a good place.
It's Wet Shave that I think will also be impacted by the go-to-market changes temporarily and through the coming year.
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Ali Dibadj - Sanford C. Bernstein & Co. - Analyst

Okay. And that's helpful. And my last question is just if you could give us some more logic around your choice on the dividend. A little bit disappointed
that you're not going to have one. Just want to get sense of how you guys went through the logic there.

David Hatfield - Edgewell Personal Care Company - CEO

Yes, I think just -- as we start this journey, I think we want to get our feet under us and our priorities are really to put money back into the business,
fund innovation, fund cost projects and productivity, and then to help fund opportunistic but a disciplined M&A, and then finally buying back
shares. And we think that right now the plate's full with that. It's a decision that the Board will keep front and center going forward.

Ali Dibadj - Sanford C. Bernstein & Co. - Analyst

Okay. Thanks very much.

David Hatfield - Edgewell Personal Care Company - CEO

Thank you.

Operator

Thank you. And our next question comes from the line of Kevin Grundy of Jefferies. Your line is open.

Kevin Grundy - Jefferies & Co. - Analyst

Thanks. Good morning.

David Hatfield - Edgewell Personal Care Company - CEO

Hi there, Kevin.

Kevin Grundy - Jefferies & Co. - Analyst

So first question, David, can you help us think about how you're prioritizing investments versus profit growth? So as we're looking forward here, I
understand there's going to be some noise in the 2016 numbers looking out with the synergies, et cetera, and the environment is difficult, et cetera.
But can you help us think about, even should the Company have some challenges in meeting the 2% to 3% organic top-line growth?

Are you guys committed to delivering on some of the underlying profit growth assumptions in your guidance, so i.e., mid-single-digits, underlying
profit growth, ex- some of the noise around dissynergies.

David Hatfield - Edgewell Personal Care Company - CEO

I think that I'd bridge back to what we told you on Analyst Day. I think we're really comfortable with our plans going forward to drive top-line
growth of the 2% to 3% and then bottom line growth, as you indicated. But as we also said on Analyst Day, I think FY2016 is going to be a transition
year, and we're feeling that with the changes that we're doing and the dissynergies that it's going to be pretty flat on a top and a bottom line. We're
working on plans now, and we'll be in a position to give you better guidance and a better commentary at our next meeting in November.
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Kevin Grundy - Jefferies & Co. - Analyst

Okay. That's helpful. But one thing I took away from that, like flattish EBITDA growth, given all the moving parts is not unreasonable based on how
you see the environment now?

David Hatfield - Edgewell Personal Care Company - CEO

Yes, there's a lot of moving parts. We don't even have one month's actual as a new Company yet, so I may beg off on even really answering that.
We went out of our way to give you some hints for the quarter because we know you guys are somewhat in the dark, so we tried to give you more
color there, but beyond that, I think --

Kevin Grundy - Jefferies & Co. - Analyst

Understood.

David Hatfield - Edgewell Personal Care Company - CEO

We're going to wait to get operating (multiple speakers). Yes, yes, thanks Kevin.

Kevin Grundy - Jefferies & Co. - Analyst

Understood and thanks for the color in the press release. Just one more, if I may, David. International expansion in Wet Shave, particularly Brazil,
which is going to be the largest Wet Shave market using reasonable growth assumptions. How big a focus is that for you?

I know you're going up against a huge competitor there that has a huge market share advantage. But Schick doesn't have any real market share
which to speak of. Is the investment there just too large to go after organically for the Company, or is the size of the prize such that that is a bet
you'd be willing to make?

David Hatfield - Edgewell Personal Care Company - CEO

For the short term, anyway, we're actually happy with the markets and the footprint that we compete, and we think there's a lot of opportunity in
Sun Care markets to just broaden the base where we're sold. I think down the line, we will look to add markets.

Kevin Grundy - Jefferies & Co. - Analyst

Okay. Very good. Thanks for the time. Good luck.

Operator

Thank you. And our next question comes from the line of Bill Schmitz of Deutsche Bank. Your line is open.

Bill Schmitz - Deutsche Bank - Analyst

Hello. Good morning.
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David Hatfield - Edgewell Personal Care Company - CEO

Hi Bill.

Bill Schmitz - Deutsche Bank - Analyst

Can you just talk about like the difference between shipments and consumption? Because some of the Nielsen Data, both in the US and Europe,
suggests that the numbers would come in a lot softer on the top line. And I know you alluded to some stuff on the femcare side. Is there anything
else in other categories where that's a mismatch in timing?

David Hatfield - Edgewell Personal Care Company - CEO

Let's see. One that comes to mind might be men's systems where our sales might look a little higher than consumption. But Nielsen doesn't cover
a lot of channels, whether it be e-commerce, also clubs and also dollar stores. And I think, so there's a little bit of a mismatch there when you look
to men's shave. That's the only one that comes to my mind. Anyway, that -- I would call that out, Bill.

Bill Schmitz - Deutsche Bank - Analyst

Okay. Great, thanks, and is there something broader going on in the shaving category globally? Because I benchmarked your competitors and it
looks like BIC grew organically, like, 9.5%. Your number was 2.4%, and then Proctor's down 7%. So were there any like big distribution changes or
do you think it's just the geographic mix of the business? Because I really can't quite figure it out.

And then on the back end of that, I think P&G said in their call that Gillette's going to launch a new cartridge early next year. So I'm wondering if
you guys have anything planned on the new product front as that new launch goes out.

David Hatfield - Edgewell Personal Care Company - CEO

Yes, maybe the second question first. We don't really comment and I don't want to. I will say that we're pretty happy with our innovation road map
across all the product lines.

Back to your question about BIC, Schick, Gillette. I guess I'm not really tracking. I think we're actually feeling good about the progress that we're
making around the world, fueled by added marketing spend, plus innovation in our equity spends, and I see -- and you're now beginning to see
that in the market share data.

Bill Schmitz - Deutsche Bank - Analyst

Okay. Great. I appreciate all your time. Thanks so much.

David Hatfield - Edgewell Personal Care Company - CEO

Thank you.

Operator

Thank you. And our next question comes from the line of Steve Powers of UBS. Your line is open.
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Steve Powers - UBS - Analyst

Thanks, thanks. Maybe just to start a clarifying question on the SG&A guidance. The 16% for Q4, excluding the corporate amortization, what exactly
is included in the corporate amortization? And is that to be included -- sorry, is that to be excluded from adjusted results? And, assuming it's
embedded in adjusted results, can you -- is there any quantification you can help us with in terms of what that will be in the fourth quarter or
beyond?

David Hatfield - Edgewell Personal Care Company - CEO

Yes, and I may hand that off to Sandy.

Sandy Sheldon - Edgewell Personal Care Company - CFO

Right. So our SG&A of 16% excludes what will come to us from the corporate amortization line, and I believe that amount is around $4 million.

Steve Powers - UBS - Analyst

Okay. So de minimis. Okay, thank you. And then switching gears and looking at the -- just the clarification on the gross margin. I'm assuming that
last year's Q4 gross margin was about 52%, if you could help me with that, that would be great. And just any color you might have on how that's
expected to trend year over year in the fourth quarter? Should we expect a similar movement that we saw in Q3? Or with the lower top line, the
go-to-market changes, business mix, et cetera, is that likely to change?

Sandy Sheldon - Edgewell Personal Care Company - CFO

Yes, I would say it's likely to be softer than the prior-year quarter. It's a combination of some of the items you discussed go-to-market and some of
the volume softness. Also increased marketing spend will have an impact. So, I think I would expect lower margins in the quarter this year.

Steve Powers - UBS - Analyst

Okay. Great. And then just as a final question, more thinking more thematically, I just want to get your understanding or your thoughts on the ROI
on A&P spend. Because you've invested a lot incrementally this year and this quarter, especially, and when all is said and done, it feels like we're
going to -- we're not going to see much in terms of year-over-year improvement in organic growth.

So I?m just trying to uncover the disconnect there. In retrospect, was the spending you did the wrong spending? Were the innovations not as
strong as you'd anticipated? Or is it really that there's that much of a lag between when we invest and when we see the return? Thanks.

David Hatfield - Edgewell Personal Care Company - CEO

Yes, yes, so a couple points. One is that we really are seeing cause and effect on the brands that we've been putting money against. So whether it
be Hydro, whether it be disposables, and the equity spend that we put there in femcare. So we are seeing cause and effect. I think it does take a
while, like you mentioned, but we're really seeing consumption turning around and we need it to.

And I'll also say that after getting beat up for several of the quarters, I think that it's taken somewhat longer to turn it around. But we're happy with
how we've spent the money. I think innovation has been what we promised us and the trade, six of the top 15 Sun items were -- new items were
ours, but it takes a while to turn it around, and I think that we're seeing that.
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Operator

Thank you. And our next question comes from the line of Chris Ferrara of Wells Fargo. Your line is open.

Chris Ferrara - Wells Fargo Securities - Analyst

Thanks. I wanted to ask about organic guidance, again, right? Because, again, you are -- and I guess even pre-go-to-market changes so the low
single-digit decline that you guys are talking about for next quarter, you were talking about share improvement, to your point, cause and effect
around higher A&P spending.

The comparison gets easier next quarter, so I just wanted to see, I know you've said a bunch of stuff but can we just pull together why the top line
was slow even accounting for the go-to-market changes? And part of it is what pipeline fill in femcare goes away but does Wet Shave slow, as well?
Any color there would really be helpful.

David Hatfield - Edgewell Personal Care Company - CEO

Yes, there are three main buckets. There's as you mentioned the go-to-market and the penalty of cutting price to give them margins so that's an
automatic that we'll face. Second bucket would actually be in the US, we're going to -- we will continue to see volume growth and a positive volume
on Shave, but I think that the price mix due to marketing spend will keep -- it will more than then offset that.

We have some concern about market softness in Southern Europe. And then finally just we are seeing anecdotally some short-term disruption with
the separation and the go-to-market changes. An example is there are several customers in a major market of ours that have been slow to change
their vendor codes.

We've been after them, but they just haven't done it and so that's cut orders. So there's just -- there's some temporary turmoil that we're working
through that also impacts that.

Chris Ferrara - Wells Fargo Securities - Analyst

Got it. That's helpful.

I guess as a follow-up in the blades or the refill blades category. Obviously, the whole category in the US has been pretty poor from a volume
standpoint, and I'm from a value standpoint but the category has seen positive pricing on refill blades.

Proctor's seeing even more positive pricing than the category and for you, it looks like for Hydro, Intuition, it looks like you're seeing down
mid-single-digits on, price mix, the way Nielsen would classify it. I know that doesn't capture everything. But can you talk about what's going on?

Are you cutting -- are you promoting significantly more still in blades and razors and how much more -- or how much longer will that have to go
on? Will that be a sustainable new level of promotion for you? Any color there would also be great. Thanks.

David Hatfield - Edgewell Personal Care Company - CEO

Thank you. Over the last three or four quarters, our promotional pressure has been has been pretty similar to Gillette's in the systems. I will say that
it bumped up the last quarter some, but -- and I think that might be higher than our annual trend, so it would moderate back to what's been a
pretty consistent trend and it's a trend that's similar to where P&G has been.
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Chris Ferrara - Wells Fargo Securities - Analyst

Thank you.

David Hatfield - Edgewell Personal Care Company - CEO

Thank you.

Operator

Thank you. And our next question comes from the line of Dara Mohsenian of Morgan Stanley.

Dara Mohsenian - Morgan Stanley - Analyst

Thank you.

I'm still struggling a bit with the top-line trends relative to much higher A&P spend. Flattish org sales next year seems a bit disappointing with the
higher spend. You mentioned some underlying positives, but I was hoping you could give us some color on timing of when you expect to be able
to get back to those long-term organic sales growth goals?

And then second, also, can you give us color on ad spend as a percent of sales going forward once you leave this year and updated thoughts there?
And then last, what's the timing of when you think these go-to-market issues dissipate? Is it a matter of annualizing them or should that dissipate
pretty quickly over the next few months here?

Thanks.

David Hatfield - Edgewell Personal Care Company - CEO

Okay. Thank you.

Let's just work backwards here. Like the timing to work through the go-to-market changes, the 1.5% to 2% that we've been talking about. Those
are the hard core losses just changing the model, both price and then volume. That -- those should work through Q2 of the next fiscal. The -- some
of the volatility and the disruption that I mentioned, some of that is a Q4 timing and is temporary, and we should get through that. Some of that
may actually linger through the rest of the fiscal year.

We're really shooting to return to the algorithm rates of growth exiting FY16. Beyond that, we're actually pulling together plans now, and I can't
get more granular than that, but we'll -- but we can talk more about that in November. Your other question was about ROI for and --

Dara Mohsenian - Morgan Stanley - Analyst

Well, more about what level we should expect going forward for A&P. Does it continue to go up over time or do you think this is the base to work
off this year conceptually?

David Hatfield - Edgewell Personal Care Company - CEO

Yes, yes, I think that we have it about where we want it. I think between 2014 and yes, and then 15% of the sales for A&P is about right, and that's
what we're slating for next year.
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Dara Mohsenian - Morgan Stanley - Analyst

Okay. And then can you just give us any updated thoughts on free cash flow priorities here? Obviously, now there's an established market valuation
for your stock, so just was curious for your thoughts on share repurchases relative to M&A and which one's a bigger priority for you? Thanks.

David Hatfield - Edgewell Personal Care Company - CEO

Well, the priorities are, as we've said, it's first, you've got to put money into the business. I think, secondly, would be opportunistic, but disciplined,
M&A and then third, would be buybacks. And that's how we see it.

Dara Mohsenian - Morgan Stanley - Analyst

Okay. Thanks.

David Hatfield - Edgewell Personal Care Company - CEO

Thank you.

Operator

Thank you. And our next question comes from the line of Olivia Tong of Bank of America. Your line is open.

Olivia Tong - BofA Merrill Lynch - Analyst

Thanks. I just wanted to revisit the Q4 EBITDA outlook again because it is a bit light relative to what we certainly thought and what we think was
implied in the Analyst Day presentation. So it looks like maybe D&A is a bit higher and FX a bit worse. So can you just talk a couple of puts and takes
there and how the outlook relates to your own internal expectations maybe a quarter ago or when the Analyst Day occurred?

David Hatfield - Edgewell Personal Care Company - CEO

I'll let Sandy touch on that. But I will make the point that we really think that the guidance that we're giving there on the EBITDA is consistent with
what we were saying back at -- on Analyst Day, but Sandy, I'll hand it off to you.

Sandy Sheldon - Edgewell Personal Care Company - CFO

Right, yes, I'd reiterate that this is relatively in line with what we were expecting at Analyst Day and within the concept of that $471 million new
base that we talked about. It includes a portion of SG&A to cover all the corporate expense, and right now we guided to, I think, $70 million to $73
million corporate, so you think about that, 25% of that would be in that number.

Otherwise, I think it's pretty well aligned with sales that we're looking at and our margins will be down a little bit in the quarter. A&P in the 14.5%
to 15% range, so it's really relatively in line with what we had talked about on Investor Day.
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Olivia Tong - BofA Merrill Lynch - Analyst

Okay. On A&P, why has it been so volatile? I mean up 200 basis points this quarter and then down what looks like about 400 basis points in Q4. You
mentioned to a prior question about 14% to 15% over the full year, but is -- as you think about the quarter by quarter, would you expect it to
continue to be a pretty wide range as you go through the quarters and then get back to 14% to 15% and in aggregate?

Sandy Sheldon - Edgewell Personal Care Company - CFO

Yes, so it is a very -- it can be very seasonal, and I think some of the variances you're seeing -- that we're seeing this year relate to the timing of the
acquisition of Madrid last year. So we actually were -- did not start supporting that new business heavily until Q3 and Q4 last year, and this year,
that spending has been a lot better balanced over the entire year.

So that's actually probably the biggest piece of the volatility you're seeing this year versus last year. But generally, you tend to see us spending
more in Q2 and Q3, seasonally both new products, Sun Care, some of our Wet Shave business is also seasonal, like disposables in women's. You do
tend to see higher spending in those two quarters.

Olivia Tong - BofA Merrill Lynch - Analyst

Got it. Thanks so much.

Operator

Thank you. And our next question comes from the line of Jason English of Goldman Sachs. Your line is open.

Jason English - Goldman Sachs - Analyst

Hi, good morning folks. Thank you for the question.

Dave, I think you mentioned earlier we're flying in the dark here on a lot of fronts, and I think it's true. Is there any way you guys can help us get
closer to what a fully loaded SG&A number looks like for the quarter? And also any color on whether or not the R&D that we see here we should
be adding back some corporate R&D to that expense, as well?

David Hatfield - Edgewell Personal Care Company - CEO

I'll -- Yes, Sandy if you want to --

Sandy Sheldon - Edgewell Personal Care Company - CFO

So no, corporate R&D is as it is. So there's no -- there's nothing to add back to that number. On SG&A, the 16% is fully loaded. The only thing it
doesn't include is about $4 million for the quarter on corporate amortization, and it excludes items like the restructuring and spin-related costs,
which I think we gave you quarter guidance on those numbers, as well, if you wanted to get to an all-in GAAP SG&A number.

Jason English - Goldman Sachs - Analyst

Awesome. Thank you. That's really helpful.
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And in talking about the dynamics within shaving, you mentioned volume growth and some price mix pressure. I suspect that that's predominantly
mix related to disposables as well as the private label momentum you have. Thinking forward, is there any reason to believe that, that dynamic is
going to change?

David Hatfield - Edgewell Personal Care Company - CEO

I'm not really going to -- I don't really want competition to really know that. I'm not sure I want to go there.

Jason English - Goldman Sachs - Analyst

Okay. Well, one more and then I'll close it out. We heard referenced earlier to P&G's new cartridge launch. Historically around new systems innovation,
we've seen pretty aggressive competitive activity in an attempt to fill the pipelines or fill the pantries at home ahead of new innovation. I know
this is only a cartridge, not a full system, so should we be expecting something different this time, or should we be braced for elevated competitive
intensity ahead of that launch?

David Hatfield - Edgewell Personal Care Company - CEO

We're assuming that early next calendar year, the rates could elevate logically behind promotion and trial.

Jason English - Goldman Sachs - Analyst

Yes, makes sense. Thanks a lot. I'll pass it on.

David Hatfield - Edgewell Personal Care Company - CEO

Thanks.

Operator

Thank you. And at this time, we have no further questions in queue. I would like to turn the call back over to Mr. David Hatfield for further remarks.

David Hatfield - Edgewell Personal Care Company - CEO

Well, thank you all for your interest and have a nice day. Thank you.

Operator

Thank you. And thank you for your participation in today's conference. This concludes the program. You may all disconnect. Everyone have a great
day.
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