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Forward-Looking Statements. This document contains "forward-looking statements" within the meaning of Section 27A of the Securities Act of 
1933 and Section 21E of the Securities Exchange Act of 1934.  You should not place undue reliance on these statements. The Private Securities 
Litigation Reform Act of 1995 provides a safe harbor for forward-looking statements made by or on behalf of Edgewell Personal Care Company 
(“the Company”). Forward-looking statements generally can be identified by the use of words or phrases such as "believe," "expect," 
"expectation," "anticipate," "may," "could," "intend," "belief," "estimate," "plan," "target," "predict," "likely," "will," "should," "forecast," "outlook," 
or other similar words or phrases. These statements are not based on historical facts, but instead reflect the Company’s expectations, estimates 
or projections concerning future results or events, including, without limitation, the future earnings and performance of Edgewell or any of its 
businesses, growth trends, and product innovation and service to meet customer needs. Many factors outside our control (including the ongoing 
COVID-19 outbreak), could affect the realization of these estimates. These statements are not guarantees of performance and are inherently 
subject to known and unknown risks, uncertainties and assumptions that are difficult to predict and could cause the Company's actual results to 
differ materially from those indicated by those statements. The Company cannot assure you that any of its expectations, estimates or projections 
will be achieved. The forward-looking statements included in this document are only made as of the date of this document and the Company 
disclaims any obligation to publicly update any forward-looking statement to reflect subsequent events or circumstances, except as required by 
law. In all cases where historical performance is presented, please note that past performance is not a reliable indicator of future results and 
should not be relied upon as the basis for making an investment decision. 

In addition, other risks and uncertainties not presently known to the Company or that it presently considers immaterial could significantly affect 
the accuracy of any such forward-looking statements. Risks and uncertainties include those detailed from time to time in the Company's publicly 
filed documents, including in Item 1A. Risk Factors of Part I of the Company's Annual Report on Form 10-K filed with the Securities and Exchange 
Commission (“SEC”) on November 26, 2019 and in Item 1A. Risk Factors of Part II of the Company’s Quarterly Reports on Form 10-Q filed with the 
SEC.

Certain product information, competitive position data and market trends contained in this presentation have been prepared internally and have 
not been verified by any third party. Use of different methods for preparing, calculating or presenting such information may lead to different 
results and such differences may be material. In addition, certain industry and market data described in this presentation was obtained from 
industry and general publications and research, surveys and studies conducted by third parties. While the Company believes this information is 
reliable and appropriate, such information has not been verified by any independent source. You are cautioned not to place undue reliance on this 
product, competitive and market information or on this industry and market data. 

Non-GAAP Financial Measures. While the Company reports financial results in accordance with generally accepted accounting principles 
("GAAP") in the U.S., this discussion also includes non-GAAP measures. These non-GAAP measures are referred to as "adjusted" or "organic" and 
exclude items such as restructuring charges, Harry's combination and integration planning costs, and expenses associated with the sale of the 
Infant and Pet Care business. Reconciliations of non-GAAP measures, including reconciliations of measures related to the Company's fiscal 2020 
financial outlook, are included within the Notes to Condensed Consolidated Financial Statements included with this presentation.

This non-GAAP information is provided as a supplement to, not as a substitute for, or as superior to, measures of financial performance prepared 
in accordance with GAAP. The Company uses this non-GAAP information internally to make operating decisions and believes it is helpful to 
investors because it allows more meaningful period-to-period comparisons of ongoing operating results. The information can also be used to 
perform analysis and to better identify operating trends that may otherwise be masked or distorted by the types of items that are excluded.  This 
non-GAAP information is a component in determining management's incentive compensation. Finally, the Company believes this information 
provides a higher degree of transparency. The following provides additional detail on the Company’s non-GAAP measures. 
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THE EDGEWELL BUSINESS:  

Foundational Efforts And Strengthening 
Performance
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Where We Are Coming From… and the Strategic Path 
Forward

• In 2015 we were spun out of Energizer with a strong portfolio of brand and products, but also 
with some loss of stability and capability

• Significant progress has been made in the past 12 to 18 months to stabilize the foundations of 
the business, and lay the groundwork for future success – there is further work to do here in the 
coming years

• Harry’s presented a unique opportunity to potentially accelerate these efforts, but with that 
option no longer viable, we are leveraging our learnings to find a more gradual way to build talent, 
culture, and consumer centricity

• We are now moving forward, building on the stabilization of the business that we have seen, 
while defining a new path forward for the business

• Heightened focus on being consumer centric across all processes

• Emphasis on building out digital capabilities, customer engagement and online activation

• Reevaluating category disruption and our value proposition to retail partners

• Focus on branding, innovation and investing in productive retail partnerships 

• We can now take a holistic approach to the business by addressing capability gaps and 
reshaping our portfolio to gain exposure to faster growing areas of personal care and reinforce our 
business model
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Edgewell has a 
strong foundation at 
the core of its 
ongoing strategic 
work to drive growth 
and value creation 

Leveraging a Portfolio of Well Established 
Brands and Global Scale

Building on Unparalleled Technology and 
Intellectual Property

Growing in Core Categories

Operating Efficiently through Project Fuel

Improving the Fundamentals

Executing a Balanced Capital Allocation 
Strategy

Benefiting from new leadership team

Edgewell Value Creation Strategy
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A Refreshed Senior Leadership Team Focused on 
Execution and Creating Value

Paul Hibbert
VP, Global Supply 

Chain and Operations

Colin Hutchison
Chief Operating 

Officer

John Hill
Chief Human 

Resources Officer

Rod Little
President and 

Chief Executive 
Officer

Marisa Iasenza
Chief Legal Officer

Anne-Sophie Gaget
VP, Global Strategy

And Innovation

New to EPC

Dan Sullivan
Chief Financial 

Officer

Note: The Company is also in the final steps of a process to appoint a new President for its North America business



WET SHAVE

SUN & SKIN 
CARE

FEMININE 
CARE

PORTFOLIO OF BRANDS

FY2019 REVENUE MIX BY SEGMENT (1) FY2019 REVENUE MIX BY PRODUCT (1)

62%
23%

15%

Sun & Skin

Femcare

Wet Shave

FY2019 Geographical Mix: 54% United States  & 46% International 

Sun Care Products

Razors & Blades

Tampons, Pads 
& Liners
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Edgewell Business at a Glance

55%

16%

15%

7%

7%

Shaving Gels 
& Creams

Skin Care 
Products

(1) Excludes Pet & Infant Care.
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Well Positioned to Capitalize on Category Trends

WET SHAVE FEMININE CARE SUN CARE SKIN CARE

Segment beginning to stabilize 

after a challenging few years due 

to category disruption and 

irrational price and promo levels

Continued strength in women’s 

category, with ~30% market 

share (NA)

Strength in private label and 

disposables due to quality of 

blades at competitive price points

Building strong relationships 

with key retailers to stabilize 

shelf-space and grow across the 

category, with an eye towards 

2021 shelf-sets

Strong share positions in many 

international markets and well-

positioned to grow

We view COVID-related 

disruption as short-term, as a 

normalized morning routine 

becomes even more important in 

remote working environment

Investing in innovation and 

brand building to continue to 

unlock value from leading 

portfolio with strong brand 

equity

Reorganized business internally 

and operating as a standalone 

business unit

Organic sales grew ~14% in Q2,

largely driven by pantry-loading 

behavior from consumers

Gained 100 bps of market share 

on Amazon, as consumers 

continue to choose trusted 

brands 

Tailwinds from long-lasting 

focus on personal hygiene 

Driving innovation and 

formulation to meet growing 

demand for products which are 

all-natural and environmentally 

friendly

Proprietary product 

formulation a key competency

Tailwinds from structural shift 

favoring sun care and blending 

of sun and skincare segments

Opportunity to grow 

organically through well-known 

and trusted brand portfolio, as 

well as through acquisitions

US Retailers continue to be 

committed towards summer 

sun care plans, displays, and 

shelf space and execution

Jack Black and Bulldog growing 

double digits, key growth 

drivers in a unified grooming 

strategy

Wet Ones grew 80% in Q2,

driving 11 points of share gain, 

due to strong positioning as a 

brand customers know and trust

 Well-positioned as the clear 

market leader to capitalize 

on structural shift towards 

emphasis on personal 

hygiene in a post-COVID 

world

 Began investing behind the 

brand in fiscal Q1 2020, 

supporting 21% growth in 

that quarter, and have 

continued to invest in 

meaningful additional 

capacity to address 

heightened demand, 

expected to come online 

mid-summer



MEN'S GROOMING SEGMENT SIZE (USD MILLION)
EURO MONITOR EST. FOR TOP 8 MARKETS (1)

Male Grooming Segment Continues to Grow
Attractive Shaving Sub-segment
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Trends Related to Potential Of Male GroomingMale Grooming is Projected to Reach $19.1B by 2022

Source: Euromonitor
(1) Men’s grooming segment includes Wet Shave and Pre & Post shave products. Key markets include US, Canada, UK, Germany, France, China, Japan and Australia

6,339 5,927 6,231 

1,513 1,790 
2,144 

3,159 3,874 
4,793 

2,144 
2,495 

2,859 1,990 
2,475 

3,112 

 2014  2018  2022

 Shaving  Bath & Shower  Deodorants  Hair Care  Skin Care

$19,138

$16,560
$15,144

Toiletries
$8,805

$10,663
$12,907

Top 8 Markets (1)

Proj. CAGR

Segment / Sub-segment 14-18 18-22

Total Grooming 2.3% 3.7%

Shaving (1.7%) 1.3%

Toiletries 4.8% 5.0%

Bath & Shower 4.3% 4.6%

Deodorants 5.2% 5.5%

Hair Care 3.9% 3.5%

Skin Care 5.6% 5.9%

Asian Male Beauty
(Japan / S. Korea)

Maintaining Facial Hair
(Western World)

Body Grooming
(Global)

Our Aging Population
(Global)

1

2

3

4

• New masculinity in Asia is men with fresh, clean, 
flawless and delicate-looking skin (“baby face”)

• Achieving a close, smooth shave remains 
important to maintain a groomed look

• Increasing desire for “clean shaven” bodies

• Opportunity to understand the grooming habits 
and unmet needs of older men



Global Sun Care Market Continues To Grow
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#1

#1

EPC Sun holds meaningful share in 3 markets – US, Australia, and Mexico
BB plans to enter the largest, fastest growing market: China

Cat. $MM 
Size ’18

$2.1 $0.16 $0.22 $0.11 $0.07 $0.06 $0.4 $0.5 $1.0

% Chg
(CAGR to ‘23)

3.1% 3.0% 7.9% 5.5% 3.4% 4.4% 6.5% 6.2% 10.3%

Source: Nielsen 52 weeks April 2019 EPC Sun Care Executive Topline report
Euromonitor: Total sun care incl. After Sun 4 year CAGR (19-23)

Edgewell Sun Care Dollar Share Our brands play in the mid-tier price point, a 
key advantage in a potential economic down 

turn

19%

10%

19%
22%

3%
1%

4%

6%

9%

18%

8%

5% 3%
0%

5%

10%

15%

20%

25%

30%

35%

40%

US CA Mexico Australia Chile Spain UK Colombia

BB HT

HT new in 
F19

BB new in 
F20

eCom

China



Increasing Our Participation in Personal Hygiene 
Category
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#1

We have an opportunity to leverage our market leading brand (~62% market share) and 
drive accelerated growth as the consumer likely continues to focus on hygiene and 

personal care

Wet Ones Wipes

Clinical

Sustainable

Pets

Heavy Duty Arts & Crafts

Develop the Core Expand Usage for Personal Needs Stretch to New Categories

Wet Ones Others

New Categories TBD



Stabilizing Performance in Feminine Care
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By operating the business differently, we are improving performance and increasing focus 
in an attractive category where we have strong legacy brands 

Fem Care

2020A/E
market share 
(US)(1)

(approx.)

2023E
change in 
market share 
(existing portfolio 
growth only)

13%

Flat

Our brands meet the needs  of women Estimated Market Share Performance

(1) Source: Nielsen xAOC
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 Met Company’s fiscal 2019 business and financial objectives, with 

improving topline trends heading into Fiscal 2020

 Refreshed senior leadership team -- new CEO and CFO

 Met Gross Project Fuel Savings Targets

 Incrementally invested in compelling brands and growth 

opportunities, increasing our participation in attractive and 

growing categories

 Improved execution at the shelf, with increased trade investments 

in key categories

 We have strengthened our liquidity and secured capital with new 

$425M Revolver

6
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Fiscal 2019 Highlights:
Meaningful Progress on Key Objectives
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IMPROVED TOPLINE AND GM
TRENDS IN ALL SEGMENTS

STRONG PROJECT FUEL EXECUTION

RE-INVESTMENT  IN KEY INITIATIVES YIELDS 
STRONG TOPLINE RESULTS THROUGH FY19/1H 2020

DISCIPLINED CAPITAL ALLOCATION

Edgewell is executing against its fundamentals, and we are seeing improved topline 
trends, strengthening underlying performance and free cash flow generation

Improving the Fundamentals
Critical Steps Forward in Performance

■ $170 million gross savings through March 31, 2020

■ $225 - 240 million gross savings expected by fiscal 

2021

■ Jack Black  + 14%/ +11%

■ Bulldog  + 28% / +32%

■ Global eCommerce over 30% / over 40%

■ Amazon over 25% / over 40%

■ Asia eCommerce over 60% / over 50%

■ $240M operating cash generated TTM

■ 1.9x  net leverage as of 3/31/20

■ Optimized capex, ~3% of net sales

Note: Organic net sales in H1 2020 adjusted for the impact of COVID-19 estimated to be flat with the same period in 2019

Organic Fiscal 1H Fiscal 2H Fiscal 1H

Segment Sales 2019 2019 2020

Wet Shave -6.7% -1.7% -3.4%

Sun and Skin -5.9% 5.2% 9.9%

Fem -8.1% -4.5% 7.3%

Infant / Other -2.9% 0.7% 0.8%

Total EPC -6.5% -0.6% 1.3%

Total EPC GM & Change -2.2% -2.1% 0.4%



DELIVERING A RAPID RETURN 
ON ONE-TME COSTS

FISCAL 2019

Ops & Supply Chain A&PSG&A/R&D

(1) Timing of project fuel savings between the 2020 and 2021 fiscal years may be refined as project plans are completed
(2) Project Fuel savings in chart are cumulative

FISCAL 2020(1) FISCAL 2021

■ Project Fuel One-Time Costs: $130M -

$140M

■ Incurred through 3/31/20: $115M

■ Timing:

− Began implementation in 2018

− 80%+ incurred by end of FY 2020

TOTAL ESTIMATED COSTS AND CAPEX

APPROACH ON INVESTMENT AND MARGIN

■ Overcome rising inflation and other 

commodity cost pressures

■ Increase Brand (re) investment 

ESTIMATED GROSS SAVINGS
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$225-240M Annual 
Gross Savings (2)

Improving Operational Performance Through Project 
Fuel at the Core of our Strategy



8
Edgewell Shave 

2
Sun & Skin 

3 
R&D Centers

Global 
Manufacturing 
and R&D sites

Strong Global Infrastructure and Valuable IP
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– 2,000+ granted global patents

– 100+ pending patent applications

– Best-in-class Industrial design

– Award winning formulations

– Global research and technology centers

– Over 5,000 dedicated colleagues

– Operations in 20+ countries

– Manufacture of 8+bn blades annually

– Vertically integrated R&B operations

– Advanced manufacturing technology

– Automated, AI learning technology

– Proven quality and consistency

– Productivity and efficiency focus

Leading Edge Innovations Global Reach Advanced Technology

COVID-19 Update: all global manufacturing plants and distribution centers remain open and operational 



Free Cash Flow Profile and Capital Allocation

FREE CASH FLOW PROFILE CAPITAL ALLOCATION STRATEGY

■ Strong free cash flow generation allowing 
for systematic de-leveraging while 
adequately re-investing in sustainable 
business growth

■ Attractive gross margin profiles across 
key categories

■ Successful execution of Project Fuel a 
demonstrated core capability of the 
organization

19

■ Primary use of cash over the prior 12-24 months 
has been on structural debt reduction and de-
leveraging

■ Investments in business growth will continue, 
focusing on core categories (organic and M&A)

■ Plan to opportunistically evaluate bolt-on, 
complementary M&A opportunities

■ Continued investment in key categories 
and regions – Wet Ones, International & 
Women’s Wet Shave, Bulldog, Japan

■ Disciplined approach to CapEx, ~3% of net sales 

■ Overall approach to buybacks is opportunistic, 
and in the near term, a more conservative 
approach to returning capital to shareholders 
given focus on liquidity
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 Execution of fundamentals has put EPC in a strong, confident 

position going forward

 Sales trends up 500bps over the last two years, with improvement in 

every segment, in every geography

 Disciplined approach to costs and use of cash has moved EPC from a 

period of declining gross margins to a period of flattening or growth

 Infant and Pet Care business divestiture proceeds used to pay down 

debt, providing a stronger balance sheet and a net debt/EBITDA 

below 2.0x

 All manufacturing and distribution centers remained open and 

operational during the spread of COVID-19

 Focusing on strategic investments to build better brand messaging 

and bring innovation to the market 

6
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2020 Q2 Highlights:
Further Progress and Strong Fundamentals
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Key Investment Highlights

Leading Personal Care Company with a Portfolio of Well-Established Brands

World-Class Product Technology

Global Scale and Infrastructure

Focus on Efficient Operations and Cost Discipline

Strong Free Cash Flow Generation

Balanced Capital Allocation Strategy

1

2

3

4

5

6

Exceptional Leadership Team
7



ADDRESSING COVID-19 TACTICAL AND 

STRATEGIC



Tactical:  EPC COVID-19 Mitigation Efforts to Date 
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Focus on Colleagues

• Early adoption of travel bans 
(domestic and international) and 
work from home  programs

• Pandemic Emergency Pay

• Enhanced safety protocols in 
Plants (PPE, thermal scans, social 
distancing)

• Global Employee Assistance Plan 
Awareness campaign

• Virtual Learning Programs 
deployed

• Weekly communications (videos, 
town halls, written)

• Teams ‘Coffee Rooms” 
established for connectivity

Focus on Operations

• Ensured full operational capacity 
and effectiveness through 

– Rapid deployment of work 
from home tools and 
techniques

– Enhanced safety protocols

– Focused efforts on managing 
‘essential business status’

– Implemented local and Global 
“Strike Teams”

– Completed continuous product 
quality, regulatory and safety 
assessments

– Assessed and managed vendor 
risk

– Developed and implemented 
strategic inventory plan

Focus on Liquidity

• Refinanced the Revolver ($425M) 
through relationship banks

• Accelerated efforts to enhance 
cash on hand position 

– DSO focus and order 
management

• CF Sensitivity Plans developed

• Postponed non-essential capex 
for the business (~20% reduction)

• Postponed non-effective 
commercial spend to Q4

• Reduced non-essential SG&A 
investment

– Refined open FTE list



Broader Potential Implications of COVID-19
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 Consumers will continue to focus on health and 
wellness and personal hygiene 

 Leverage our market leading wet wipes brand to drive 
accelerated growth in this category

 Engage consumer across a range of price points, from 
private label, where we have an opportunity to continue 
to grow share, to premium skin care like Jack Black

 Our primary retail channels (food, drug, c-stores, mass, 
and warehouse clubs) all remain open for business and we 
have not seen any difficulties getting products to 
consumers

 We grew eCom sales by 63% in Q2 with Amazon growth 
of 80%, and continue to build our capabilities and focus in 
this channel

 We have a leading portfolio of established brands that are 
known and trusted by consumers across the globe

 We have 10 manufacturing sites and three R&D centers 
globally, and all of our manufacturing plants and DCs 
remain open and operational

 As a trusted household name in wet shave, we anticipate 
shaving demand to pick up as consumers resume their 
daily morning regimens even while working from home

 Despite disruption to sun care in April with Spring Break 
lockdowns, retailers have maintained summer sun care 
plans, displays, and square footage

How We Are Uniquely Positioned to Benefit
Key Potential Implications of COVID-19 on 

Consumer Behavior

 Importance of value and affordability in the 
assortment/offer

 Retail channel disruption as consumers shift 
online and brick and mortar struggles to recover

 Consumers will continue to prioritize and reward 
brands that they know and trust

 Supply chains matter more than ever, and 
diversification of procurement and supply critical

 Despite disruption to daily regimens, we expect 
consumers to reset to a level of normalcy



HISTORICAL FINANCIALS



Edgewell Historical Financials
($ in millions) LTM  

2016 2017 2018 2019 3/31/2020

Wet Shave $1,426 $1,375 $1,330 $1,250 $1,226

Sun and Skin Care 415 440 450 460 479

Feminine Care 389 352 330 308 319

Infant Care & All Other 132 131 125 123 91

Net Sales $2,362 $2,298 $2,234 $2,141 $2,114

% Growth (2%) (3%) (3%) (4%) (2%)

Cost of Goods Sold (1,202) (1,173) (1,202) (1,174) (1,156)

Gross Profit $1,160 $1,126 $1,033 $967 $958

% Margin 49% 49% 46% 45% 45%

SG&A (413) (393) (395) (372) (403)

Advertising & Sales (337) (318) (293) (251) (240)

R&D (72) (68) (61) (54) (55)

Impairments (7) (319) (24) (570) (570)

Restructuring (37) (30) (39) (46) (28)

Adj. Operating Income $352 $355 $322 $312 $316

% Margin 15% 15% 14% 15% 15%

Adj. EBITDA (1) $440 $460 $414 $402 $381

% Margin 19% 20% 19% 19% 18%

Capital Expenditures ($70) ($69) ($62) ($58) ($52)

% of Sales 3% 3% 3% 3% 2%

26Note: Fiscal Year End September 30
(1): Excludes impact of Infant and Pet Care segment EBITDA of $13 million for the LTM 3/31/20 period only



APPENDIX



■ $13mm of LTM 3/31/20 EBITDA from Infant Care business

■ Includes expenses related to Harry’s combination and integration 
planning costs

■ $41mm restructuring and related costs is related to Project Fuel, 
comprises of employee severance and related benefit costs, costs 
related to asset impairment and accelerated depreciation, and 
consulting, project implementation and exit costs

Adjusted EBITDA Reconciliation

($ in millions)

LTM 3/31/20

Net Income ($378)

Income Tax Provision (26)

Interest expense, net 58

Depreciation and Amortization 92

EBITDA ($254)

Impairment charges 570

Restructuring and related costs 41

Acquisition and integration planning costs 37

Sun Care reformulation costs 2

Feminine and Infant Care evaluation costs 1

Jack Black acquisition and integration costs 1

Gain on sale of Infant and Pet Care business (4)

Infant Care EBITDA (13)

Adjusted EBITDA $381

Share-based compensation expense 18

Obsolete Inventory Write-off 18

Fixed Asset Write-off & Other 2

LTM Adj. EBITDA $419

EDGEWELL PERSONAL CARE

1

2

3

4

COMMENTARY
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■ $570mm impairment charges related to carrying values of 
goodwill of our Wet Shave ($369mm), Infant Care ($37mm), and 
Skin Care ($2mm) segments, in addition to intangible assets of 
Wet Ones ($87mm) and Diaper Genie ($75mm) 

3

1

2

5

■ Costs related to raw material and procurement substitutions to 
preserve distribution channels due to anticipated regulatory 
changes

5

4


