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FORWARD-LOOKING INFORMATION

THE FORWARD-LOOKING STATEMENTS IN THIS PRESENTATION,| NCLUDI NG THOSE CONTAI NI NG WORDS L | KEC@UELXDPEWLTA AN TMIPCIANAST B, d N
A"nPROJECTED, 0o AFORECASTED, 0 ANDMSE RAN | MRMARKSRARD PHDSE IN THE iNEAR AND LONGER-TERM GOALSO LIBE INVOLVE RISKS AND
UNCERTAINTIES. FACTORS THAT COULD CAUSE ACTUAL RESULTS TO DIFFER MATERIALLY FROM THOSE FORWARD-LOOKING STATEMENTS INCLUDE THE FOLLOWING:

(1) INCREASED COMPETITIVE ACTIVITY FROM COMPANIES IN THE SKIN CARE, MAKEUP, FRAGRANCE AND HAIR CARE BUSINESSES;

(2)THECOMPANYOG6S ABI LI TY TO DEVELOP, PRODUCE A NHIMABRKEEHOPERAWNE FRESULUSCMAS DEPEND AND TO SUCCESSFULLY ADDRESS
CHALLENGES I N THE COMPANY®&6S BUSI NESS,;

(3) CONSOLIDATIONS, RESTRUCTURINGS, BANKRUPTCIES AND REORGANIZATIONS IN THE RETAIL INDUSTRY, AND OTHER FACTORS CAUSING A DECREASE IN THE NUMBER OF
STORES THAT SELL THE COMPANYO®0S PRODUCT RKRSHRARCONCENTHAEIANS\EITHINNTHE REFAIIOMINUETRY, OWNERSHIP OF RETAILERS BY THE
COMPANYG6S COMPETI TORS OR OWNERSHI P OF COMNMBE CIUBORPRMERY THHRATC AMEANRETAI LERS AND OW\RABLEABI LI TY

(4) DESTOCKING AND TIGHTER WORKING CAPITAL MANAGEMENT BY RETAILERS;

(5) THE SUCCESS, OR CHANGES IN TIMING OR SCOPE, OF NEW PRODUCT LAUNCHES AND THE SUCCESS, OR CHANGES IN THE TIMING OR THE SCOPE, OF ADVERTISING,
SAMPLING AND MERCHANDISING PROGRAMS;

(6) SHIFTS IN THE PREFERENCES OF CONSUMERS AS TO WHERE AND HOW THEY SHOP FOR THE TYPES OF PRODUCTS AND SERVICES THE COMPANY SELLS;

(7)SOCIAL, POLI TI CAL AND ECONOMI C RI SKS TO THE TOWANNAMETBING DIRTRIBGINONGARD REOMECFERATIONS, INCLUDING CHANGES IN
FOREIGN INVESTMENT AND TRADE POLICIES AND REGULATIONS OF THE HOST COUNTRIES AND OF THE UNITED STATES,;

(8) CHANGES IN THE LAWS, REGULATIONS AND POLICIES (INCLUDING THE INTERPRETATIONS AND ENFORCEMENT THEREOF) THAT AFFECT, OR WILL AFFECT, THECOMP ANY 0 S
BUSINESS, INCLUDING THOSE RELATING TO ITS PRODUCTS OR DISTRIBUTION NETWORKS, CHANGES IN ACCOUNTING STANDARDS, TAX LAWS AND REGULATIONS,
ENVIRONMENTAL OR CLIMATE CHANGE LAWS, REGULATIONS OR ACCORDS, TRADE RULES AND CUSTOMS REGULATIONS, AND THE OUTCOME AND EXPENSE OF LEGAL OR
REGULATORY PROCEEDINGS, AND ANY ACTION THE COMPANY MAY TAKE AS A RESULT;

(99 FOREIGNCURRENCY FLUCTUATI ONS AFFECTI NG THE COMPASNAND SHER/ELSB OHIBS FOREIGDREIERST THE RELATIVE PRICES AT WHICH
THE COMPANY AND ITS FOREIGN COMPETITORS SELL PRODUCTS INTHE SAME MARKETS AND THE COMPANYO6S OPERATI NG ANTSIDEANTHEACT UR
UNITED STATES;

(10) CHANGES IN GLOBAL OR LOCAL CONDITIONS, INCLUDING THOSE DUE TO THE VOLATILITY IN THE GLOBAL CREDIT AND EQUITY MARKETS, NATURAL OR MAN-MADE

DISASTERS, REAL OR PERCEIVED EPIDEMICS, OR ENERGY COSTS, THAT COULD AFFECT CONSUMER PURCHASING, THE WILLINGNESS OR ABILITY OF CONSUMERS TO TRAVEL
AND/ OR PURCHASE THE COMPANYO0S PRODUCTS NMHIALE STRRRE/NEGTHNGOF THHEEE FCONMMMP ANYO6 S CUSTOMER®RACTISUPPLI ERS
COUNTERPARTIES, THE COMPANYO®6S OPERATI ONSOFCAFREAL &/BI6GH THE SAMPANYAMAY. MEED FOR NEW EQUIPMENT, FACILITIES OR

ACQUISITIONS, THE RETURNS THAT THE COMPANY IS ABLE TO GENERATE ON ITS PENSION ASSETS AND THE RESULTING IMPACT ON ITS FUNDING OBLIGATIONS, THE COST

AND AVAILABILITY OF RAW MATERIALS AND THE ASSUMPTIONS UNDERLYINGTHE COMPANYO®6S CRI TI CAL ACCOUNTI NG ESTI MATES;

(11) SHIPMENT DELAYS, COMMODITY PRICING, DEPLETION OF INVENTORY AND INCREASED PRODUCTION COSTS RESULTING FROM DISRUPTIONS OF OPERATIONS AT ANY OF
THE FACILITIES THAT MANUFACTURE NEARL YLYAFKAPARFICULARETYREXOWPRODYOTI.ESROEPS FACTORIES)ORATTHE COMPANYO6 S
DISTRIBUTION OR INVENTORY CENTERS, INCLUDING DISRUPTIONS THAT MAY BE CAUSED BY THE IMPLEMENTATION OF INFORMATION TECHNOLOGY INITIATIVES OR BY
RESTRUCTURINGS;

(12JREALESTATE RATES AND AVAILABILITY, WHI CH NATY TQINEREASE OR MANTAID MHEANMBER OFARETAIL LOCATIONS AT WHICH THE
COMPANY SELLS ITS PRODUCTS AND THE COSTS ASSOCIATED WITHTHECOMPANY®6S OTHER FACI LI TI ES;

(13) CHANGES IN PRODUCT MIX TO PRODUCTS WHICH ARE LESS PROFITABLE;

(14 THECOMPANYOG6S ABI LITY TO ACQUI RE, DEVEL OP ONANDRBPTREBMBONTECHNOLOGING ANR MINTATIVES ON A TIMELY BASIS AND WITHIN
THE COMPANYG6S COST ESTI MATES AND THE CloNONNYOUS ORPEHRATIONS IF SUCH SWATEMI AND THE SECURITY OF DATA AND OTHER
INFORMATION THAT MAY BE STORED IN SUCH SYSTEMS OR OTHER SYSTEMS OR MEDIA;

(15) THECOMPANYO6S ABI LI TY TO CAPI TALI ZE ON OPHMRFCENAWNIUTH APUBLICRY-ANMIIRCED STRAEFGIES AND RESTRUCTURING AND COST-
SAVINGS INITIATIVES, AND TO INTEGRATE ACQUIRED BUSINESSES AND REALIZE VALUE THEREFROM,;

(16) CONSEQUENCES ATTRIBUTABLE TO LOCAL OR INTERNATIONAL CONFLICTS AROUND THE WORLD, AS WELL AS FROM ANY TERRORIST ACTION, RETALIATION AND THE
THREAT OF FURTHER ACTION OR RETALIATION,;

(17) THE TIMING AND IMPACT OF ACQUISITIONS, INVESTMENTS AND DIVESTITURES; AND

(18) ADDITIONALFACTORS AS DESCRIBED I N THE COMPANYO S SRANDEXCHASGEWRONMNSSTONHBNCEEDONG RTIS ANNEIAL REPORT ON FORM 10-K
FOR THE FISCAL YEAR ENDED JUNE 30, 2016.

THE COMPANY ASSUMES NO RESPONSIBILITY TO UPDATE FORWARD-LOOKING STATEMENTS MADE HEREIN OR OTHERWISE.




NON-GAAP DISCLOSURES

THESE MATERIALS INCLUDE SOME NON-GAAP FINANCIAL MEASURES RELATING TO: CONSTANT
CURRENCY; CHARGES ASSOCIATED WITH RESTRUCTURING ACTIVITIES; ACCELERATED
ORDERS ASSOCI ATED WITH THE COMPANYO0S SNMNEMEHASURENEHNT
CHARGES; AND INTEREST EXPENSE ON DEBT EXTINGUISHMENT. WE USE SUCH MEASURES,
AMONG OTHER FINANCIAL MEASURES, TO EVALUATE OUR OPERATING PERFORMANCE, WHICH
REPRESENT THE MANNER IN WHICH WE CONDUCT AND VIEW OUR BUSINESS. MANAGEMENT
BELIEVES THAT EXCLUDING CERTAIN ITEMS THAT ARE NOT COMPARABLE FROM PERIOD TO
PERIOD HELPS INVESTORS AND OTHERS COMPARE OPERATING PERFORMANCE BETWEEN TWO
PERIODS. WHILE WE CONSIDER THE NON-GAAP MEASURES USEFUL IN ANALYZING OUR
RESULTS, THEY ARE NOT INTENDED TO REPLACE, OR ACT AS A SUBSTITUTE FOR, ANY
PRESENTATION INCLUDED IN THE CONSOLIDATED FINANCIAL STATEMENTS PREPARED IN
CONFORMITY WITH U.S. GAAP. INFORMATION ABOUT GAAP AND NON-GAAP FINANCIAL
MEASURES, INCLUDING RECONCILIATION INFORMATION, IS INCLUDED ON THE INVESTOR AREA
OF THE COMPANY 0 SYWWHBCOMFPARIES.COM, UNDER THE HEADI NG
RECONCI LI ATI ON. o

N C



http://www.elcompanies.com/

WE ARE

GLOBAL LEADER IN PRESTIGE
BEAUTY

$11 BILLION IN SALES

25+ BRANDS

150 COUNTRIES AND
TERRITORIES

MORE THAN 10 PRESTIGE
DISTRIBUTION CHANNELS

46,000 EMPLOYEES WORLDWIDE




PRESTIGE BEAUTY IS A GLOBAL GROWTH ESTIMATES

CAGR 2010 - 2015

GROWTH
INDUSTRY -~

4%

PRESTIGE BEAUTY IS ONE

OF THE FASTEST GROWING 3%
CATEGORIES
ELC IS SOLELY FOCUSED 7
ON PRESTIGE BEAUTY
1%
WE LEVERAGE OUR
POWERFUL BRAND .
PORTFOLIO TO PURSUE PRESTIGE MASS & DIRECT HPC
HIGH GROWTH AREAS BEAUTY BEAUTY

BEAUTY DATA: ELC ESTIMATES, EUROMONITOR 2015 FOR SKIN CARE, MAKEUP AND FRAGRANCES.
HPC: AVERAGE OF PAST FIVE YEARS ORGANIC SALES GROWTH FOR SELECT CONSUMER GOODS COMPANIES.




ELC HAS REINFORCED SHARE OF GLOBAL PRESTIGE BEAUTY

s HL

14%

POSITION
AND GROWN
SHARE

12%

2010 0

ELC ESTIMATES AND EUROMONITOR 2015 FOR PRESTIGE SKIN CARE, MAKEUP AND FRAGRANCES,;
EXCLUDES TRAVEL RETAIL.




WE HAVE DELIVERED

STRONG
RESULTS

SALES +7% IN CONSTANT
CURRENCY; ABOVE INDUSTRY

COST SAVINGS THROUGH
RESTRUCTURING AND IMPROVED
FINANCIAL DISCIPLINE

OPERATING MARGIN +250 BPS

DOUBLE-DIGIT EPS GROWTH IN
CONSTANT CURRENCY

MARKET CAP +$13 BILLION

TOTAL SHAREHOLDER RETURN
+84%, ABOVE S&P 500 AND ~2X
PEER GROUP AVERAGE

5 YEAR GLOBAL SALES GROWTH
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+84%

+77%

+40%

2011 2012 2013 2014 2015 2016




RESULTS DRIVEN BY OUR

ENDURING
STRENGTHS

POWERFUL BRAND PORTFOLIO

UNRIVALED CREATIVITY, SERVICE
AND INNOVATION

BALANCED AND DIVERSIFIED
BUSINESS

MULTIPLE ENGINES OF GROWTH

CULTURE OF ANTICIPATING AND
EMBRACING CHANGE

AGILITY IN INVESTMENT
ALLOCATION




THE POWER OF

OUR BRAND PORTFOLIO
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WE ARE

BUILDERS

FIT BRANDS TO BEST
OPPORTUNITIES

ACQUIRE NEW BRANDS
STRATEGICALLY

o
"4



STRENGTH BY
$4,446

CATEGORY i

ALL CATEGORIES ARE GROWING
MAKEUP :

MAKEUP STRONG IN ALL REGIONS ~ “AGR +6.9% $3,371

INNOVATION SUPPORTS GROWTH

FRAGRANCE
CAGR +3.8% $1,236

HAIR CARE
CAGR +5.1% $432

I
]
(]
—_
I
1=

| .

|
|

mFY2016 = FY2011

BOBRI BROWN
BOBRI BROWN
BOBRI BROWN
BOBAI BROWN
BOBRI BROWN
BOBBI BROWN
BOBAI BROWN
BOBRI BROWN
BOBARI BROWN
BOBBI BROWN
BOBBI BROWN
BOBRI BROWN

($ MILLIONS)




WE ARE THE

GLOBAL LEADER IN
PRESTIGE MAKEUP

27.7%

13.0%

10.1%
8.7%

5.0%

ELC LOOREAL SHI SEI DO LVM

EUROMONITOR 2015 GLOBAL PRESTIGE COLOR COSMETICS




CATEGORY GROWTH
SUPPORTED BY

INNOVATION

SUPERIOR QUALITY

RESEARCH & DEVELOPMENT

TECHNOLOGY & INNOVATION

PATENT PORTFOLIO +40%




STRENGTH BY

GEOGRAPHY e

CAGR 4.4%

$3,796

ALL REGIONS AND VIRTUALLY ALL MARKETS
ARE GROWING

EMERGING MARKETS EXCL. CHINA +25%

$4,381
U.K. +DOUBLE-DIGITS FOR 3 YEARS EMEA

0
CAGR 6.1% $3,258
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see my friend and fans in Qatar tonight ,
I'll be helping you find your perfect AS IA/PA‘ I F I ‘
shade of pure color envy lipstick
#lipstickenvy #esteelauder #250 0
#redego # 4580 CAG R 4 " 3 /()
$1,761
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STRENGTH ACROSS o ot

MULTIPLE
CHANNELS

11%

m Specialty-Multi

ESTEE LAUDER ~ MAKEUP  SKINCARE FRAGRANCE  RE NUTRIV  AERIN  BEST SELLERS  ESTEE EOIT accolnt @ Q ]

Freestanding
Retail Stores

()

® Travel Retall

m Department
Stores

= FY2016

*OTHER INCLUDES SALONS, SPAS, MILITARY AND PHARMACIES




SUSTAINABLE, RELIABLE GROWTH

10-YEAR COMPASS
PROVIDES s
DIRECTION =

IDENTIFIES LONG-TERM BEAUTY TRENDS /

DETERMINES AREAS OF FASTEST GROWTH AND
GREATEST OPPORTUNITIES TO FOCUS ON

ALLOCATES RESOURCES IN AN AGILE WAY

NKEEPS OUR BOAT I N THE WI ND.

0




CAPTURING GROWTH

THE CHANGING
DYNAMICS N BEAUTY
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DEMOGRAPHIC SHIFTS

INSPIRE
OUR BUSINESS

AGELESS, MILLENNIAL, GEN Z




THE RISE oF
SOCIAL MEDIA
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1 bobbibrown maccosmetics .
New York, New York Wellington, New Zealand

BOBBI BROWN

M-A-C ARTISTS UP CLOSE: Alluring Eyes
with Mariam Khairallah

oK §is 4
MAC Cosmetics I3 subscribe o Qr
» 23,402 views
Up next Autoplay i) bobbibrown A quick ## at Bobbi's ultimate makeup

lesson. Full & on YouTube.com/bobbibrown or
bobbibrown.com. Link in Bio

‘ M:A:C ARTISTS UP CLOSE:  }
Bollywood Makeup Look..
AA eti

arwaalharbi87 @renadviii | love Bobbi &

@QﬁA

I

O Q ﬁ cheryljean58 @bobbibrown YOU HAVE A O Q (_>
g = GIFT....bottom line. One talented make up artist for
® 11,847 likes HOODED EYES DO'S AND : ® 7,518 likes » 217,594 views ® 8,621 likes sure ® 43,633 likes
smashboxcosmetics Best brights now for spring: s DONTS smashboxcosmetics A little editorial eye candy with tomford Who's your boy? Meet David. bobbibrown Me and @iris.apfel #tbt maccosmetics #MACMixMash #regram from

@Lezels_d at M-A-C Wellington Central in New
Zealand - created using Chromagraphic Pencil in

T N

N 16:07 pop lips and cheeks by #Smashbox Pro Artist #TFLIPSANDBOYS #TFBEAUTY #TOMFORD
@willmalherbe for @nuiconsmag. #regram

( ( ! 3 How to Conceal Deep Set Q \; : ~ \ A \;\ .
— S

#Belegendary Lipstick in (L to R) Pretty Social,
Panoramic Pink and Tabloid




OUR LONG-TERM STRATEGY

FOCUS ON

THE BIGGEST
GROWTH

OPPORTUNITIES &8

INCREASING OUR REACH TO
TARGET CONSUMERS BY CHANNEL
AND GEOGRAPHY

ENHANCING CONSUMER
ENGAGEMENT WITH INNOVATIVE
PRODUCTS AND SERVICES

\ R

g
. W
i

4

HAIR CARE

INVATI™




OPTIMIZING DISTRIBUTION TO

EXPAND CONSUMER
REACH

INDEXED DISTRIBUTION

valone B
MAINTAIN HIGH PRODUCTIVITY Jo Malone
PER DOOR
La Mer 8
BRING BRANDS TO NEW CONSUMERS —
MAC [
GLOBAL OPPORTUNITY _
RECRUIT FROM MASS Tom Ford |
Smashbox [
Top Brands

80

100




ELC HAS FURTHER OPPORTUNITY

IN ONLINE
PRESTIGE
BEAUTY

DOUBLE-DIGIT GROWTH IN EXISTING SITES 128 1 ONLINE VS TOTAL MARKETS
E/M-COMMERCE SITES IN ~ 30 COUNTRIES 140 -
VERSUS MORE THAN 150 WITH BRICK AND 150 -

MORTAR DISTRIBUTION 00

i o=

OPPORTUNITY TO ADD BRANDS TO EXISTING 80 -
MARKETS & EXPAND INTO NEW MARKETS 60 -

40 -

20 -
i B l = -

Estee Cllnlque Bobbi Jo Malone Smashbox
Lauder Brown

= ONLINE MARKETS




ELC ACCELERATING

IN SPECIALTY-
MULTI BEAUTY

GROWING DOUBLE-DIGITS IN CHANNEL

APPEALING, EXPERIENTIAL RETAILING

WIN WITH BRAND PORTFOLIO, SPECIALIZED
PRODUCT ASSORTMENT, INNOVATIVE
MERCHANDISING, SAMPLING

OPPORTUNITY TO ADD BRANDS TO EXISTING
RETAIL & GROW WITH RETAILER EXPANSION




FAST GROWTH BRANDS DRIVE

ACCELERATION IN
FREESTANDING
RETAIL STORES

GROWING DOUBLE-DIGITS IN ~1,260 COMPANY -

OPERATED STORES GLOBALLY ANNUAL STORE INCREASE

250
200
150
MARGIN ACCRETIVE BY YEAR 3 100

]
] .
“ m _
OMNICHANNEL CAPABILITIES o W B . .

NEW STORE FORMATS / LOWER COSTS FY2012 FY2013 FY2014 FY2015 FY2016
= MAC Jo Malone m Bobbi Brown

Acquisitions = Other

ENTER MARKETS WHERE PRESTIGE
DISTRIBUTION IS UNDERDEVELOPED




BROADENING CONSUMER REACH

N TRAVEL
RETAIL

EQUITY DRIVER FOR THE BRANDS

INTERNATIONAL PASSENGER TRAFFIC RISING
INCREASE CONVERSION

EXPANDING BRANDS WITHIN CURRENT
DISTRIBUTION AND IN NEW AIRPORTS

NEWLY ACQUIRED BRANDS ADD
INCREMENTAL OPPORTUNITY

TRAVEL RETAIL LOCATIONS

Kilian
Frederic Malle
Le Labo
Darphin
Aveda
GlamGlow
Jo Malone
Bobbi Brown
Smashbox
Origins

MAC

La Mer

Tom Ford
Clinique
Estee Lauder

0 500 1000 1500 2000




OPPORTUNITIES

N PRESTIGE
DEPARTMENT
STORES

INTERNATIONAL AND HIGH-END DEPARTMENT
STORES ARE GROWING

RETAILER.COM IS GROWING

ALLOCATING RESOURCES TO AREAS OF
OPPORTUNITY




OPPORTUNITIES

ENHANCING CONSUMER
ENGAGEMENT

HIGH-QUALITY, INNOVATIVE PRODUCTS

NEW EXPERIENCES AND SERVICES

\! CONTOUR KIT HACK

FOR EYES!

A GREEN SMOKY |
WINGED EYE




Bobbi's NEW Skin Foundation
Cushion Compact SPF 35 gives you
the look of healthy, glowing skin in

an instant—even on the go.

Wet-look lips

New. Clinique Pop™
Lacquer

Liquid high-shine

lip colour in one,
full-coverage coat.

st

In 10 shades.

BOBEI

BROWN

ESTEE LAUDER

A EDA

A bolder
smolder.

LIP CONT
TOM FORD INNG
THE EXE

ATWO-TONE
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Your Pre-Makeup Contouring

makely
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MU READY SKIN ‘

RODIN

aba hvo

pep-start
2-in-1 exfoliating cleanser

CLINIQU

'CLINIQUE

Pep-start
hydroblur moisturizer




ARTISANAL AND EXPERIENTIAL

FRAGRANCE
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PORTFOLIO OF

LUXURY

FRAGRANCE

INTRODUCING

M L 1 1IN

TANGIER VANILLE

DISCOVER THE MYSTERY. REMEMBER THE SPLENDOR.
Y "
W A
@ W
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%
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MEDITERRANEAN
NEROLI

#MyPerfectEscape



OUR STRATEGY IS

- superbalanced superbalanced superbalanced
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parfait parfait parfait
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MODERNIZATION e &
ANnD EFEICIENCY |

COMPLETED MODERNIZATION OF
KEY SYSTEMS

CONTINUING INFORMATION
TECHNOLOGY INVESTMENT

LEADING BEAUTY FORWARD
INITIATIVE

COST LEVERAGE / SAVINGS




OUR STRATEGY IS SUPPORTED BY
INVESTMENT IN

TALENT DEVELOPMENT AnD
CAPABILITIES




