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Safe Harbor Statement

This presentatfion contains forward-looking statements, including, among others, statements relating to net sales and earnings growth; gross margin
changes; trade and marketing spending; marketing expense as a percentage of net sales; sufficiency of cash flows from operations; earnings per share;
cost savings programs; consumer demand and spending; the effects of competition; the effect of product mix; volume growth, including the effects of
new product launches info new and existing categories; the impact of competitive laundry detergent products, including unit dose laundry detergent; the
impact of foreign exchange and commodity price fluctuations; the impact of acquisitions and divestitures; capital expenditures; the impact of pension
seftlement charges; the impact of U.S. tax reform and the Company's effective tax rate. These statements represent the intentions, plans, expectations and
beliefs of the Company, and are based on assumptions that the Company believes are reasonable but may prove fo be incorrect. In addition, these
statements are subject to risks, uncertainties and other factors, many of which are outside the Company's control and could cause actual results fo differ
materially from such forward-looking statements. Factors that could cause such differences include a decline in market growth, retailer distribution and
consumer demand (as a result of, among other things, political, economic and marketplace conditions and events); unanticipated increases in raw
material and energy prices; delays or other problems in manufacturing or distribution; increases in fransportation costs; adverse developments affecting the
financial condition of major customers and suppliers; changes in marketing and promotional spending; growth or declines in various product categories
and the impact of customer actions in response to changes in consumer demand and the economy, including increasing shelf space of private label
products; consumer and competitor reaction to, and customer acceptance of, new product infroductions and features; the Company’s ability to maintain
product quality and characteristics at a level acceptable to our customers and consumers; disruptions in the banking system and financial markets; foreign
currency exchange rate fluctuations; implications of the United Kingdom'’s withdrawal from the European Union; fransition fo, and shiffing economic
policies in the United States; potential changes in export/import and trade laws, regulations and policies of the United States and other countries, including
any increased trade restrictions or tariffs, including the actual and potential effect of tariffs on Chinese goods imposed by the United States; issues relating
fo the Company's information technology and confrols; the impact of natural disasters on the Company and its customers and suppliers, including third
party information fechnology service providers; the acquisition or divestfiture of assefs; the outcome of contingencies, including litigafion, pending
regulafory proceedings and environmental matters; and changes in the regulatory environment.

For a description of addifional factors that could cause actual results to differ materially from the forward-looking statements, please see ltem 1A, “Risk
Factors” in the Company's annual report on Form 10-K. The Company undertakes no obligation to publicly update any forward-looking statements,
whether as a result of new information, future events or otherwise, except as required by the U.S. federal securities laws. You are advised, however, to
consult any further disclosures the Company makes on related subjects in its filings with the United States Securities and Exchange Commission.

This presentation also contains non-GAAP financial measures such as Adjusted EPS, Organic Sales Growth, Adjusted Gross Margin, Adjusted Operating
Margin, Adjusted SG&A, Adjusted Free Cash Flow Conversion, EBITDA and Bank EBITDA, which differ from reported results using Generally Accepted
Accounting Principles (GAAP). The most directly comparable GAAP financial measures and reconciliations to non-GAAP financial measures are set forth in
the Appendix hereto and in the Company's filings with the Securities and Exchange Commission.
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The Short Story

2019 was another SOlID yedar. we
have CONfIAENCe in our future.

& Evergreen Model is Healthy & Steady US Growth Ahead

& High International Growth Rate Is
Sustainable

O Digitally Savvy

© Consistent Innovation

& Animal Productivity Story
& Strong 2020 Outlook




Deliver Outstanding Returns to Our Shareholders

10 YEAR:

20.1%
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Mat Farrell,

Chairman and
Chief Executive Officer




We Have an Evergreen Business Model

" 2 3% Organic Sales Growth

iho

U

- 8% EPS Growth




Organic Sales Growth for the Last 10 Years

3 ° 6 3 O 10-year organic sales average

6.0%
5.0%
Evergreen
4.0% Model:
B 3.0%
3.0%
2.0%
1.0%
0.0%

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019  2020E




Organic Sales — Sources

2% United States &&=

3% 1 6% International €3

5% Specialty Products e
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TROIAN Nair

, vitafusion®

e | POWER
I BRANDS

Batiste Waterpik FI 3SE




These 12 Brands Drive Our Results

more than

80%

of sales & profits are
represented by these




Our Portfolio Is Balanced & Diversified

A well-balanced portfolio of household and personal care products.

1

Specialty Products:

77




Diversified Product Portfolio

Our Unigue Product Portfolio Has
Both Value and Premium Products

Premium:;

63%

Value:

377
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We Operate in the Land of Giants

Net Sales (billions)

$67.4

$58.3

P&G Unilever Kimberly Clark Reckitt Colgate Clorox Church & Dwight

AT
&
&Y=

555555 :Nasdaq (latest external annual Net Sales) = |,



Our Advantage: Nimble Organizational Structure

B 2 (X

| Y

quick decision easy ability to adapt
making communication




Long History of Growth Through Acquisitions

Net Sales (Billions)
$5.0 ~

$4.0 -

$4.4
$3.0 -
#20781.5
$1.0 A
$_ . T T T T

2004 2005 2006 2008 2010 2011 2012 2014 2015 2016 2017 2018 201

TROJAN f“"”"‘ﬁ-. & ©. Babste femiesh  Cypigom  oppik Wiscal  mnporT FUAWLESS
1 ! \ Spinbrush _ 3 @gﬁgg ‘ Sirmply
Il{f’?@ A saline m Anusol — .
' FelinePine iccring | :
waterpik

Note: Trojan, Nair and First Response acquired in two parts — 2001 and 2004.



We Have Clear Acquisition Criteria

@O

Primarily #1 Higher growth, Asset Light Leverage CHD Deliver
or #2 share higher margin manufacturing, sustainable
brands brands logistics and competitive

purchasing advantage




Acquired 11 of our 12 Power Brands Since 2001

TROJAN

#1 Condom

#1 Extreme Value
Laundry Detergent

IHRST' .

#1 Pregnancy Kit

Nair:

#1 Depilatory

Acquired 2001 Acquired 2001 Acquired 2001 Acquired 2001 Acquired 2005

#2 Battery Powered

Toothbrush

#1 Laundry
Additive

Oragjel

#1 Oral Care Pain
Relief

@h n. EM«

#1 Dry Shampoo

vitafusion’
#1 Adult & Kids
Gummy Vitamin

waterpi k

#1 Power Flosser,
#1 Replacement

Showerhead

Acquired 2006 Acquired 2008 Acquired 2011 Acquired 2012 Acquired 2017 Acquired 2019

FINISHING TOUCH*

5S

#1 Women's
Electric Hair
Removal System




12 Power Brands Today, 20 Tomorrow

Net Sales (Billions)

$5.0 -
$4.5 Fi 57
P4
$4.0 -
$3.5 -
G
$3.0 - E
$2.5 - ]
FIRST .
$20 | RFSPONSE
s Nair |
TROJAN A
$1.0 145
305 g
$0.0
1846 2001 2005 2006 2008 2011 2012 2017 2019...

Note: Trojan, Nair and First Response acquired in two parts — 2001 and 2004.
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Why We Are
Winning




Why We are Winning

We are in the right categories.

We know how to grow share.

We have low exposure to private label.
We are growing online.

We are on trend.

= 23
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We Are in the Right Categor

2017

Laundry

Stain Fighters
Clumping Litter
Baking Soda
Carpet Deodorizers
Condoms
Pregnancy Test Kits
Toothpaste

Battery Toothbrush
Toothache
Depilatories

Dry Shampoo
Vitamins

Water Flossers
Women'’s Electric Hair Removal
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Source: Nielsen Total U.S. AOC



We Know How to Grow Share

10 outof 12

power brands

maintained or

grew share in
2019

- 25



We Continue to Expand our Share in Laundry

Total Laundry Detergent Market

Share
2016 2019 A
Procter & Gamble 60.2 61.0 +0.8
14.1 15.3 +1.2

18.9 16.3 -2.6

Source: Nielsen Total U.S. AOC



Tracked Data Shows Only Part of the Story
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Source: Numerator Insights and Church & Dwight estimates
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We Have Low Exposure to Private Label

Weighted Average Private Label Share of our Categories

20.0%
~12% ~12%
D 4 N 4
— B
10.0%
0.0%
2013 2014 2015 2016 2017 2018 2019

i -~
@. .@J\—“

Source: Nielsen Total U.S. AOC




Private Label Shares are Stable

Only 5 of our 1 5 categories have private label exposure

PREGNANCY TEST KITS BAKING SODA GUMMY VITAMINS
50% < 30% : 20%
40% 0 15%
30% ”
10%
20% 10%
10% | 5%
0% 0% 0%
2014 2015 2016 2017 2018 2019 2014 2015 2016 2017 2018 2019 2014 2015 2016 2017 2018 2019
ORAJEL EQUIVALENT CLUMPING CAT LITTER
30% . 15% I—
20% 10%
10% 5%
0% 0%
2014 2015 2016 2017 2018 2019 2014 2015 2016 2017 2018 2019

Source: Nielsen Total U.S. AOC = 29



We Are Growing Online

Percentage of Net Sales

>9%

8%
7%

5%

2%

1%
[

2015 2016 2017 2019  2020E




We Have #1 Products on Amazon

oral Pain
penzcaietoRelee
% jmmummuﬂ"“
R feievs omirtatr

PREGNANCY

EARLY RESULT

PREGNANCY TEST

Source: 3 party data
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We Are On Trend




#1 dry shampoo in the world




} There are 125 million
women 18+ in the U.S.

} 66% of women don't wash
their hair every day.

> 1 3% of women 18+ use dry shampoo.

V774

Bty
&
SN2
D

Source: MRI Doublebase 2016*, AMintel 2017, ~Lightspeed GMI/Mintel January 2016



Growth Driver: Increasing Household Penetration in U.S.

7.5%
]

Dry Shampoo

= a5



U.S. Dry Shampoo Expected to Double

s
;!
ﬁ LN

U.K. Population: ~67 million

Source: Nielsen 12/19/16

/U.S. Dry Shompoo\
Category:

$225M today
growing o

\3450 miIIion!/




FINISHING TOUCH"®

FLAWLESS

#1 women's electric hairremover

= 37



P Women are looking for convenient
ways to remove harr.

i ‘;r .
| N

Bty
&
- e

38



Growth Driver: Increasing Household Penetration in U.S.

2%
—

Electric Hair Removal

=39



Growth Driver: International Expansion

<2%
1

Electric Hair Removal:
Rest of World

= 4
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#1 power flosser and recommended
by the American Dental Association




} 80% of people don't floss every day
even though they know they should.
Warter flossers are the easiest...

*,

o
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Growth Driver: Increasing Household Penetration in U.S.

487

22%

Electric Water
Toothbrush Flossers

= 3



Growth Driver: International Expansion

487

22%

Electric Toothbrush: Water Flossers:

us. us.

-

Water Flossers:
Europe

L~ 44



vitafusion’
#1 Adult Gummy Vitamin

» apULT G5

e — to the Digestive Tract’
EXTRA STRENGTH 5000m<J
S -

Hair, Skin & 5 .
Nails Support* {1{3 %

“EXTRA STRENGTH 3000 mcg
per For Nerye,
‘e, Muscle &

\

g Paenbee 60|15
l High Potency Biotin s . 132 ‘ Adult sieep SupPOT T 'P“"Blonc SUPPLEMENT 7 [ DIETARY SUPPLE

9() | High Potency Vitamin B-12 \ \“1 Mg Magnesium nEN"
“ies | DIETARY SUPPLEMENT \ ,_9"9

DIETARY SUPPLE DIETARY SUPPLE!




P Gummy form is more appealing
than pills and capsules.

Bty
&
- e
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Adult VMS gummy form has increased
from 3% t018% since 2012.

vitafusion’




Total Gummy Category Confinues 1o Grow

Category $'s

$1,540

Total
Gummy
Vitamin

2015 2016 2017 2018 2019

Source: Nielsen Total U.S. AOC - 48



TOppI/KW Viviscal’

Advanced Hair Health
#1 Hair Fiber #1 Hair Thinning Supplement

Viviscal

Vivianar R Viviscal Viviscal
Viviscal . - e

Topplk  TOppik

Gorgeous
Growth

Gorgeous
Growth

Haif Building Fibers Nourishes

OARK B0 p hinning haieand

WA promotes existing

hair growth”

from

Tixtra Strength
Hair Growth Supplement”

TABLETS




» 40% of men & women have
notficeable hair loss by age 40.

« ARap
[ *‘@' )
NS
RS>
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Master Brand
Update

Britta Bomhard
EVP, Chief Marketing Officer




a BILLION doliar brand.



S »f——MﬂA,Z
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The New Campaign is Working

Since 2018, 2.6 ml||IOn more households are
buying ARM & HAMMER products, an increase of 3%

Source : 2018 - 2019 Numerator Panel =7 -,



The New Campaign is Working

Since the launch of the campaign,
consumers are spending 5%
more on ARM & HAMMER products.

= 55



“Litter box odor is no longer an issue.”




Removes up to 5x more plaque.




Natural, without going overboard.

ODOR-FIGHTING
BAKING SODA

FREE OF ALUMINUM
& PARABENS
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Consistent
Innovation




Clean&Simple




& HAMMER Clean&Simple
LEAN. SIMPLE. SMART. POWERFUL.




Consumers Want “Better for Me"” Products

ESTABLISHED EMERGING

Iil IN ME lﬁl ON ME lll AROUND ME

Simply
protect

5% ENER IGREDEY

62

Source: Label Insight Blog & Survey Nielsen Global Sustainability, Survey 2017; 2017 Nielsen Company “Who’s Buying Clean Label Products? It’s Clear: Transparency is Winning in the US Retail Market”



No Others Provide a No-Compromise Powerful

Clean with a Simple ingredient List

NATURAL REGULAR




Church & Dwight FutureWorks R&D
Program Inspires Science-Based Innovation

Connectivity

3 Egg Whites
6 Almonds

Innovation
Culture

4 Cashews
2 Dates

Risk-taking NoB.S5. Ty




NO

Unnecessary Chemicals.




o

essential
ingredients

plus water

~

) hard working cleaner
) active stain remover
) laundry booster

) baking soda

) water softener

& fragrance
|




Fewer Ingredients But No Compromise

Clean & Simple™ Plus OxiClean™

AS POWERFUL AS

powsaFHLLY

'ﬂlmm“

*And Water



ARM & HAMMER Clean&Simple Has F@WeTr ingredients
than the Typical Liquid Laundry Detergent

;
6 ingredients ‘I 5 to 30 ingredients

e AR
[ *‘@«-
$ é )
e

s



(Nara-working cieaner), soaium caroonaie (iaunary

booster), sodium bicarbonate (baking soda), trisodium

dicarboyv=-". yi GIAIINAIE (Walss o [mar), fragrances.
£~ s no phosphates.

# 2% OUR PROMISE TO YOU
AND THE PLANET

We help plant Meets EPA

millions of trees Safe; Chdoice
in the Mississippi Standards

et River Valley for ifr?;rs:;ie;nts
G UV cleaner air & water Safer Product
Foundation® ¢ * ’ i

Empty &

Made with
100% certified
renewable
electricity

PLASTIC

BOTTLE

Recycle
friendly
package

OJura)|ohoaizmoy

For QUESHONS Call us y..... + 08 E47-4558 2% =C s am = 5:00 pm ET o
www.cleansimple.com

*Based on medium loads when Ilﬂ””"““"””mm“"l ;
meacured a< directed

2016557



“Did we just hack laundry? Yeah we did!”

@ Hard-Working Cleaner
(2 Active Stain Remover
(3 Laundry Booster

@ Pure Baking Soda
(® Water Softener
ingredients () Gentle Fragrance

and water

essential

MORE POWER TO YOU"




Retall execution
on

Clean&Simple

launch




Consumers want convenience
= and sustainability.

« ARap
&
NSE
RS>

72



Infroducing

ARM & HAMMER plus OxiClean

Super Concentrated Laundry
Detergent

3x more cleaning power, 37%
less plastic and 30% less water.

e

te"
g ONCENTRATE

| 2 UNDRY DETERGENT




_ 42% of all wash loads are dark loads.

QTR[UQWL[ "Au BL/\CK
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Dark Protect

For dark and black
falbrics.

*on shelves Q4 2019

Ry e
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Foam Appeals to Women with Drier Hair

THIN & STRAIGHT THICK & TIGHTLY COILED

26% of women experience oily hair 74% of women have normal to dry hair

“You lost me at dry!”

“Dry shampoos are too drying”



Introducing - | (» (@

BATISTE waterless 63 .*
cleansing foam "4

8
ﬁw

>
>
“
')

Vﬂ

o
o

naterless Waterlgss Waterless Waterless
tleansing cleansing cleansing tleansing
foam foam foam foam

“ant hair refresh
“flea in 60 seconds

su noon:”
uuo + smooth

‘hlbhmmo‘

Instant hair refresh that
dries in 60 seconds.

strengthen hydrate shine smooth




50 million Americans discussed
massage with their doctors in 2018.

o0 >\ .7

waterpik:

shewernecads

D,
&
- e

Source

: American Massage Therapy Association Consumer Surveys 2018

- 78



Infroducing

waterpik Water for
Wellness

FDA-registered therapeutic
Power Pulse showerhead.




wate rpi k

shewerheads
Water for Wellness

INCREASES
Flexibility

PROMOTES .
\ Restful Sleep ¥ /

Muscle Tension

SOOTHES 1 ﬁ» /}’
i ’!




Women today are more

focused on hair removal.

@

Wl
y

FINISHING TOUCH*®

A NN
F9 B / ///\ \})
.‘ \ya‘i {4 \ & /
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Infroducing

FLAWLESS Nu Razor

Waterless whole-body
hair removal for
women...anywhere,
anytime.

\ conserves /
\_water /




One MAJOR Retailer...

":/4

r
1. The reset FROM TOWQ-;‘*Q! ‘has happened.

3?7 \ ‘ ‘

2. Great new launchl!

3. After 2 weeks, POS consumption is up 7%.

d

-

. 2N
&
S
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FINISHING TOUCH ®

FL7/

2020: Flawless total
distribution points +15%

Bty
@
- e
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Natural foothpastes are growing
14X the rate of the total category.

= 85



Infroducing

ARM & HAMMER
Essentials Toothpaste

FLUORIDE TOOTHPASTE

WHITEN &
STRENGTHEN

2 SHADES WHITER TEETH &

2% STRONGER ENAMEL

N :RiE OF

Artiscis] Sweetenées ¢
Sodkm Lauryl Sulfate x
Fraservibveg x

NET WT 4.3 0Z (121g)

AROUND THE GUMLINE*

B :Ri:OF

AbAC) Swestentss X
SoSum Laury Sultatex
Preservatives x




Men want to ensure their partner
IS satisfied.

TROJAN

Bty
&
SN2
D
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Infroducing

TROJAN G spot

Unigue shape provides
targeted stimulation.

T
&
‘1‘:11'.‘433.‘/'




“Trojan Man, why do these Trojan G.
condoms have such a unique shape?”




Coming in 2020...
vitafusion line extensions

Addressing even more need states




Rapidly Launching New VMS Items, Pacing Category Expansion

new
items

vitafusion

Simply Good
22 .5
items

- RBP4




More Innovation to Come in 2020

A B = 3
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International
Story




International Evergreen Target: 6%

1 6% International &8




International Net Sales: Achieving Global Scale




International Organic Net Sales: Faster Growth

NET SALES AVERAGE GROWTH
2012 - 2014 2015 - 2019

~+3% ~+9%

Our growth rate has tripled on an increasing larger base ...

=96



International Net Sales Composition

Mexico
8%

Global Markets
Group
33%

Canada
30%

= 97



International Business is Growing Organically

Q4 organic soles:‘l 0. 6%

10.0% 10.0% oz
8.0% Sl /.8% 7.8% . gri\;arﬁr%?gef
6.0% - - - 6.0%
4.0%
2.0%
0.0%

2015 2016 2017 2018 2019

Note: Organic sales growthis a non-GAAP measure. Referto the Appendix for a reconciliation to the most directly comparable GAAP measure.



2019 International Organic Growth is Broad

MR IO

Subsidiaries: +5.2% D= ()
K3

e

.

Global Markets Group*:  +19.2% (@4

*Export business to 130 countries



Global Market Group Net Sales 2014 to 2019

FINISHING TOUCH"*

2014 2015 2016 2017




Building Global Capabilities

Expanding Resources — China, SE Asia,
Germany and Central America

Investing in technology to
maintain speed

Investing in localizing brands
and consumer content

Investing in GMG distributor
training and regulatory

= 101



Committed to 6% Organic Growih...

.
W

+ Grow acquired brands waterpik FI77

« Runway for existing brands

« Global Markets Group to sustain double digit
growth

* Investments in Fast Growing Markets

=
]
o

/



... and Operating Margin Expansion Including
Future Investments!

+190 bps +50bps  +50 bps

2019 2020E 2021E 2022E

- 103
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Animal
Productivity

Story




Specialty Products Evergreen Target: 5%

5% Specialty Products W

&
= 105




Source of Specialty Product Growth

6% Animal Productivity e

57 -

3% Bulk Chemicals




The Cyclical Dairy Industry Drives SPD Organic Revenue

/ 30% - Organic Sales \

22.6%
20% -
11.5%
10% - 6.0%
l ‘ o
i [
% | ] - .
-10% -
\ 2011 2014 2017 2020E /
/ Class lll Milk Price: Historical and Futures \

\ 2011 2014 2017 2020E j




Global population growth drives
demand for protein.

World Population (Billion)

9.8
7.7 I

2019 2050 Est

Source: World Wild Life Fund and the Global Footprint Network



Antibiotics are Out of Favor

Consumers Retailers
L:Tuf FME

= ~ \‘L‘E ol
T%J &P

Farmers

« Nno antibiofics ever
« no added hormones
e no chemicals added

- 109



40% decrease in the use of
animal antibiotics since 2015.

@'COR ‘@iﬁl\gro”BioSciences
custom probiotics

pre-biotics

T
&
‘1‘:11'.‘433.‘/'

Source: US FDA

110



Natural Solutions

Plt’o
8
?%€$\ cELEHij" IOT / CS

A-MAX CERTILLUS

FERMENMNTEN ESSENTIOM
MEGALAC
e

BIO-CHLOR MEGAMINE-L

NUTRITIONAL SUPPLEMENTS

=



Acquisitions Created a More Balanced Business...

Non-dairy sales expected to grow approximately in 2020.

% OF NON-DAIRY SALES
27%

<1.0%

2015 2019

112



Increase in Cheese Consumption

More than Offsets Decline in Fluid Milk Consumption

It takes 10 pounds of milk

\\7 o

to make just 1 pound of cheese

-

Per Capita Consumption (lbs) - USA

~

o

174.2 171.5 167.1 163.7
379 38.5 39 40
2015 2016 2017 2018

= F|luid Milk Consumption

Cheese

§

DS,
&
“v\‘xi'.‘gs)?/
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Positioned for 5% Organic Growth

Aligned with consumers trend ﬂ%
Multiple species H !?’ R

Global growth | :”;

=114
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How We Run
the Company




We Have FIVE Operating Principles

] Leverage Brands '
2 Friend of the Environment
. . . ) v@ eﬁ
Y
leverage People Highly productive people in a o A
place where people matter n ’
LA TG | WILN
i
4 Leverage Assets i .Llﬂ
5 Leverage Acquisitions GOOD shareholder returns become
GREAT shareholder returns




Brands Consumers Love

TROIAN /.

wate rp% k




Friend of the Environment

Company institutes the use
of recycled paperboard to
package household
products.

Company infroduces
pro-environmental wall
charts & trading cards
as product promotion.

Sole sponsor of first
Earth Day.

Launches first non-
polluting, phosphate-
free laundry detergent.




Friend of the Environment

Church & Dwight \ Approximately 5 million
launches /l\ N frees were planted last
. ( . e year by Church & Dwight
ARM & HAMMER Essentials L o (TR l ,‘ l;.T it throunh the Arbor Doy
Laundry Detergent. s

L 2006 | 2018 | 2019

100% of global electricity
demand supplied by
renewable energy sources.

Arbor Day
Foundation®




WATER

GOAL:. Toreduce water and/or wastewater by

25% by 2022 using 2016 as a baseline.




SOLID WASTE

GOAL: To increase solid waste recycling fo 75%
by the end of 2020.

REDy,
o
&




AIR

GOAL: To achieve 100% carbon neutral status

for all global operations by end of 2025.
Today, we are af 60% carbon neutral.

P N
&
S



ESG Recognition

POWER

) SEPA
> ‘GREEN
2019

100 Most ‘» PARTNER w
Sustainable 2019
(:()ﬂ]rxinief; TI)p ]J)C) F-rSSEEZlCSCDCDCj

Forbes
2020

=23



Highly Productive People in a Place Where People Matter

Revenue per Employee

$1,000
$900
$800
$700
$600
$500
$400
$300
$200
$100

$0

$913K

$709K $700K
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All Church & Dwight Employees Focus on Gross Margin

257
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Key Gross Margin Growth Drivers

Good to Supply
Great Cost Chain
Optimization Optimization

Acquisition New
Synergies Products
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Simple Compensation Structure

1.

Bonuses are tied 100% to

bbusiness results. Net

Revenue

Equity compensation is
100% stock options.

Management is required to
be heavily invested in
company stock.

Gross
Margin
Expansion

Cash From
Operations
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08
Financials

Rick Dierker

Chief Financial Officer




We Have an Evergreen Business Model
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Evergreen Model

Organic Net Sales Growth
Gross Margin

Marketing

SG&A

Operating Margin A

EPS Growth

TSR Model
+3.0%

+25 bps
FLAT

-25 bps

+50 bps
8%
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Q4 2019 Highlights — Strong Finish

Organic

Organic sales growth
Adjusted gross margin
Marketing change
SG&A

Adjusted EPS

sales, adjusted gross margin and adjusted EPS are non-GAAP measures. Please refer to th

[ Domestic 3.5%
+ 4 4% —1 International 10.6%
| sPD 0.7%

-+ ] 70 bps { +120 bps excluding acquisition
14.2% of sales is the highest spend
+24O bps ‘ rate of 2019
Acquisition impact and
+7O bps ‘ incremental investments in Q4

$O55 vs. CHD outlook of $054

R 131

e Appendix for a reconciliation to the most directly comparable GAAP measures



2019 Quarterly Organic Sales — Two Year Stacked

9.3%

QI Q2 Q3

m2018 m2019

" 132



Full Year 2019 Highlights

/[ Domestic 4.0%
International  9.2%
Organic sales growth +4.4%  LsPp -3.3%
Gross Margin 45.5%, +110 bps 420 oclane
Marketing % 11.8%, +10 bps
Adjusted SG&A 14.2%, +60 bps
Adjusted EPS +8.8% to $2.47
Cash from Operations $865MM
FCF Conversion 128%

S

Organic sales , adjusted gross marg in and adjusted EP: S are non -GAAP measures . Please refer to the Append ix for areconc iliation to the most d irectly comparable GAAP measures . A= 133



Gross Margin Expansion in 2019

Q4 2019
Price/Volume/Mix +60 bps +120 bps
Inflation (50) bps (180) bps
Productivity Programs +110 bps +120 bps
+ Acquisition +10 bps +10 bps
Flawless Accounting +40 bps +40 bps

+ Flawless Accounting (40) bps (40) bps




2020 Outlook




2020: 7-9% EPS Growth

2020 Outlook

Reported Sales ~6.5%
Organic Sales ~3.5%
Gross Margin +10 bps
Marketing +10 bps
SG&A -10 bps
Adjusted Operating Margin + 10 bps
Effective Tax Rate ~21%
EPS +7-9%
Cash From Operations ~$890

Outlook as of December 31, 2019. Organic sales, gross margin, SG&A, operating margin, EPS and free cash flow are non-GAAP measures.

<

<

Domestic +3%
International +7%
SPD +3%

+50 bps excluding prior year

acquisition accounting

+50 bps excluding prior year
acquisition accounting




Full Year 2020 Outlook

EPS Evergreen Model 3%
Flawless +27%
Tariffs -1%
Marketing Investments for New Launches -1%

[ EPS Growth Midpoint of 7-9% 8%]




Focus on Adjusted Gross Margin

45.7%

45.8%

44.4%

45.0%

45.1% 45.57%

+50 bps
excluding prior
year acquisition

accounting




Gross Margin Expansion in 2020

2019 2020

Price/Volume/Mix +120 bps +80 bps

Inflation (180) bps (150) bps

Productivity Programs +120 bps +120 bps
+ Acquisition +10 bps

Flawless Accounting +40 bps (40) bps

+ Flawless Accounting (40) bps +40 bps




Organic Sales — 10 Year Trend

6.0%

5.0% 10 year
average:
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2.0%
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Volume/Price Mix — Ten Year Trend
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Marketing Spend

12.2%  12.0%

11.8% 11.9%

2016 2017 2018 2019 2020E
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“SG&A" Mostly Flat Excluding Acquisition Amortization

“flattish”

€ r NN AN NN NN AN NN AN NEANEAEEAANEANEAEESANEAEEREEESEEAEEREEEEEEEEE ) 2

11.6% 11.87% 11.9% 11.8%

2016 2017 2018 2019 2020E

Note: Adjusted SG&A is a non-GAAP measure. Refer fo the Appendix for a reconciliation to the most comparable GAAP measures. Excludes Waterpik.




Consistent Strong Adjusted EPS Growth

$2.27 $2.47

Note: Adjusted EPS growth is a non-GAAP measure. Refer to the Appendix for a reconciliation to the most comparable GAAP measures. Excludes Waterpik.

~$2.64-
$2.69
~7-9%
2020E
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“Best in Class” FCF Conversion

2018 FCF Conversion (%)
& church & Dwight 124%

Colgate

P&G

Energizer
Clorox
Kimberly Clark

Reckitt

Peer Average

Newell

0% 20% 40% 60% 80% 100% 120% 140%

Sources: Nasdag. FCF/Net Income



Long Term FCF Conversion vs. Peers

Free Cash Flow/Net Income

125% 1517 123% 124% 1287
111%
102%
83% 85%
2015 2016 2017 2018 2019

C&D =#=Peer Avg.

SSSSSS : Bloomberg R 146



Cash Conversion Cycle

Tight Conftrol of Working Capital Drives CCC Improvement.

days excluding
Waterpik & Flawless

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020E
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Strong Balance Sheet

Total Debt/Bank EBITDA

2.6x
<1.9x
9)
19 1.5x .
.2X
/ 1.4x . .
Credit Rating
A3/BBB+
2013 2014 2015 2016 2017 2018 2019 2020F
&

Note: Total debt /EBITA is anon -GAAP measure . Referto the Append ix for a reconc iliation to the most comparable GAAP measures. =148



Significant Financial Capacity

As of December 31, 2019 (in $millions)

$150

Cash & Cash Equivalents on Hand
Acquisition
Power:

$2.8B

Leverage Capacity

$2,650

Current Outstanding Debt
$2,100

« 2019 TTM Bank EBITDA = $1,071M
» Leverage capacity to 3.75x EBITDA
+ Example: Acquisition EBITDA multiple of 12x

=49



Prioritized Uses of Free Cash Flow

2
3
4
S

TSR-Accretive M&A

Debt Reduction

New Product Development

Capex For Organic Growth & G2G

Return Of Cash To Shareholders
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Minimal Capital Investment

Capital Expenditures as a % of Sales

1.9%
$100 | 1.8% —1.8%
1.7%

$80 1 1 4% 1 A% $20
$60 -
$40 -
$20 -
$_ I

2014 2015 2016 2017 2018 2019 2020E

mmm On-going CapEx % of NS

- 2.0%

- 1.5%

- 1.0%

- 0.5%

0.0%




5.5% Dividend Increase in 2020

+5.5%
9 +14%
consecutive
years of
dividends
2016 2017 2018 2019 2020
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High Annual Dividend Growth Rate vs. Peers

10.0%
9.0% Average Annual Dividend
8.0% 8% Growth Rate: 2017, 2018, 2019
7.0%
6.0%
5.0%
4.0%
3.0%
2.0%
1.0%
0.0% e o3
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Reconciliations

www.churchdwight.com
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&
e
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Acquisition Accounting Impact

Organic Sales May-Jun Q3 Q4 May-Dec.
égllei Reported $8 $20 $26 $53
égllegs Proforma $28 $60 $43 $131
Organic Adjustment $20 $40 $17 $78
Gross Margin Q2 Q3 Q4 FY

2020 bps impact (30) bps (90) bps (30) bps (40) bps




Reconciliation of Non-GAAP Measures

Church & Dwight Co., Inc.’s Reconciliation of Non-GAAP Measures:

The following pages provide definitions of the non-GAAP measures used in this presentation and reconciliations of these non-GAAP
measures to the most directly comparable GAAP measures. These non-GAAP financial measures should not be considered in
isolation from or as a substitute for the comparable GAAP measures, but rather as supplemental information to more fully
understand our business results. The following non-GAAP measures may not be the same as similar measures provided by other
companies due to differences in methods of calculation and items and events being excluded.

The measures provided are (1) organic sales growth, (2) adjusted EPS, (3) adjusted SG&A and adjusted SG&A as a percentage of
sales, (4) adjusted operating profit and margin, (5) free cash flow, (6) free cash flow as a percentage of netincome, (7) EBITDA and
EBITDA margin and (8) Total Debt to Bank EBITDA .

As described in more detail below, we believe these measures provide useful perspective of underlying business trends and results
and provide a more comparable measure of year over year resulfs.




Reconciliation of Non-GAAP Measures

Organic Sales Growth:

The presentation provides information regarding organic sales growth, namely net sales growth excluding the effect of acquisitions,
divestitures and foreign exchange rate changes, from year-over-year comparisons.

Management believes that the presentatfion of organic sales growth is useful to investors because it enables them to assess, on a
consistent basis, sales trends related to products that were marketed by the Company during the entirety of relevant periods,
without the effect of the change in the fiscal calendar and foreign exchange rate changes that are out of the control of, and do
not reflect the performance of, management.
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Reconciliation of Non-GAAP Measures

Adjusted Gross Profit and Gross Profit Margin

This presentation discloses the Company’s Gross Profit and Gross Profit Margin. Adjusted Gross Profit and Gross Profit Margin , as
used in this presentation, is defined as gross profit excluding significant one-time items that is not indicative of the Company’s period
fo period performance. We believe that this metric further enhances investors’ understanding of the Company’s year over year
gross profit and gross profit margin, excluding certain significant one-time items. These excluded item is as follows:

2016: Excludes the impact of a plant impairment charge of $4.9 million (pre and post-tax) at the Company’s Brazilian
subsidiary

2017: Excludes the impact of a charge of $1.3 million relating to the sale of the Company's chemical business in Brazil




Reconciliation of Non-GAAP Measures

Adjusted EPS:

This presentation discloses reported EPS excluding the following, namely, earnings per share calculated in accordance with GAAP
adjusted to exclude significant one-time items that are not indicative of the Company's period to period performance. We believe
that this mefric provides investors a useful perspective of underlying business trends and results and provides useful supplemental
information regarding our year over year earnings per share growth. The excluded items are as follows:

2015:

2016:
2017:

2019:

Excludes the impact of the settlement of a foreign pension plan of $8.9 million ($6.6 post tax) and the pre and post - tax
Natronx Impairment charge of $17 million.

Excludes the impact of a plant impairment charge of $4.9 million at the Company’s Brazilian subsidiary.

Excludes a ($0.12 per share) charge associated with the settflement of a foreign pension plan, a ($0.01 per share) charge
associated with the sale of the Company's chemical business in Brazil, a tax benefit of $0.03 per share from a prior year joint
venture impairment charge and a one time tax benefit (non-cash) of $1.06 per share to adjust deferred tax accounts and
reflect deemed repatriation of foreign subsidiary earnings as a result of the Tax Cuts and Jobs Act (TCJA)

Excludes a $0.02 positive impact from an earn-out reversal from the acquisition of Passport Food Safety Solutions, Inc., $0.03
negative impact from the loss on the sale of the consumer Brazil business, and $0.02 negative impact from the FLAWLESS
acquisition earn-out estimate.
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Reconciliation of Non-GAAP Measures

Adjusted SG&A:

This presentation discloses the Company’s SG&A expenses as a percent of net sales. Adjusted SG&A, as used in this presentation,
is defined as selling, general and administrative expenses excluding significant one-time items that is not indicative of the
Company’s period to period performance. We believe that this metric further enhances investors’ understanding of the
Company’s year over year expenses, excluding certain significant one-time items. These excluded items are as follows:

2015: Excludes the impact of the settlement of a foreign pension plan of $8.9 million ($6.6 post tax).

2017: Excludes the impact of the settlement of a foreign pension plan of $39.2 million ($31.5 post tax), and a charge of $2.2 million
relating fo the sale of the Company's chemical business in Brazil

2019: Excludes a $7.3 million positive impact from an earn-out reversal from the acquisition of Passport Food Safety Solutions, Inc.,

$7.6 milion negative impact from the loss on the sale of the consumer Brazil business, and a $10.0 negative impact from the
FLAWLESS acquisition earn-out estimate.
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Reconciliation of Non-GAAP Measures

Adjusted Operating Profit and Margin:

The presentation discloses Operating Income and margin (a GAAP measure) and Adjusted Operating Income and margin (a non-
GAAP measure) which excludes significant one fime items. We believe that excluding the significant one-time items provides a
useful measure of the Company’s ongoing operating performance growth. These items are:

2015 - Excludes the impact of the settflement of a foreign pension plan of $8.9 million ($6.6 post tax).
2016 - Excludes the impact of a plant impairment charge of $4.9 million at the Company's Brazilian subsidiary.

2017 - Excludes the impact of the seftlement of a foreign pension plan of $39.2 million ($31.5 post tax), the impact of a $3.5
million charge relating to the sale of the Company's chemical business in Brazil

2019: Excludes a $7.3 million positive impact from an earn-out reversal from the acquisition of Passport Food Safety Solutions,
Inc., $7.6 milion negative impact from the loss on the sale of the consumer Brazil business, and a $10.0 negative impact
from the FLAWLESS acquisition earn-out estimate.
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Reconciliation of Non-GAAP Measures

Free Cash Flow:

Free cash flow (a non-GAAP measure) is defined as cash from operating activities (a GAAP measure) less capital expenditures (a
GAAP measure). Management views free cash flow as an important measure because it is one factor in determining the amount
of cash available for dividends and discretionary investment.

Free Cash Flow as Percent of Net Income:

Free cash flow as percent of net income is defined as the ratio of free cash flow to net income. Management views this as a
measure of how effective the Company manages its cash flow relating to working capital and capital expenditures.
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Reconciliation of Non-GAAP Measures

Total Debt to Bank EBITDA:

Total Debt to Bank EBITDA is a ratio used in our debt agreements. Bank EBITDA (a non-GAAP measure) is a form of adjusted
EBITDA, and represents earnings from Income (a GAAP measure), excluding interest income, interest expense, and before
income taxes, depreciation, and amortization (EBITDA) and certain other adjustments per the Company’s Credit Agreement.

Total Debt is defined as short and long term debt as defined by GAAP, plus items that are classified as debt by the Company’s
credit agreement. These items include Letters of Credit, Capital and Synthetic Lease Obligations, and certain Guarantees.

Management believes the presentation of Total Debt o Bank EBITDA provides additional useful information to investors about
liguidity and our ability to service existing debt.




Total Company Organic Sales Reconciliation

Year Reported FX Acqg/Div  Organic

2019 51% -0.5% -1.2% 4.4%
2018 9.8% 0.0% -5.5% 4.3%
2017 8.1% 0.0% -5.4% 2.7%
2016 2.9% 1.2% -0.9% 3.2%

2015 2.9% 2.7% -2.0% 3.6%




Reported & Adjusted Non Gaap Reconciliations

For the year ending December 31,

2019 2018 2017 2016
Adjusted Gross Margin Reconciliation
Gross margin Reported 45.5% 44.4% 45.8% 45.5%
Brazil Charge 0.0% 0.0% 0.0% 0.2%
Gross Margin - Adjusted (non-gaap) 45.5% 44.4% 45.8% 45.7%
Adjusted SG&A Reconciliation
SG&A - Reported 14.4% 13.6% 14.4% 12.4%
Pension Seftlement Charge 0.0% 0.0% -1.0% -0.3%
Brazil Charge -0.2% 0.0% -0.1% 0.0%
Flawless Earnout Adjustment -0.2% 0.0% 0.0% 0.0%
Passport Earnout Rev ersal 0.2% 0.0% 0.0% 0.0%
SG&A Adjusted (non-gaap) 14.2% 13.6% 13.3% 12.1%
Adjusted Operating Profit Margin Reconciliation
Operating Profit Margin - Reported 19.3% 19.1% 19.4% 19.9%
Pension Seftlement Charge 0.0% 0.0% 1.0% 0.3%
Brazil Charge 0.2% 0.0% 0.1% 0.0%
Flawless Earnout Adjustment 0.2% 0.0% 0.0% 0.0%
Passport Earnout Reversal -0.2% 0.0% 0.0% 0.0%

Operating Profit Margin - Adjusted (non-gaap) 19.5% 19.1% 20.5% 20.1%
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Reported & Adjusted Non Gaap Reconciliations

Adjusted EPS Reconciliation

EPS - Reported

Pension Settlement Charge

Brazil Charge

Joint Venture Impairment Tax Benefit
Natronx Charge

U.S. TCIA Tax Reform

Passport Earn-out Rev ersal

Flawless Earn-out Adjustment

EPS - Adjusted (non-gaap)

WA A P A P AP P

2019

2.44

0.03

(0.02)
0.02

2.47

A A A A A A

For the year ending December 31,

2018

227

2.27

2017

$ 2.90
$ 0.12
$ 0.01
$ (0.03)
$ _

$ (1.06)

S 1.94

A A A P B P

2016

1.75

0.02

1.77
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Church & Dwight Co., Inc. and Subsidiaries
SG&A less Amortization Expense Reconciliation

2019 2018 2017 2016 2015 2014 2013

SG&A as % of Net Sales - Reported 14.4% 13.6% 14.4% 12.6% 12.4% 12.0% 13.0%
Pension Settlement Charge - - -1.0% 0.0% -0.3% 0.0% 0.0%
Brazil Charge -0.2% - -0.1%

Passport Earn-out Reversal 0.2%

Flawless Earn-out Adjustment -0.2%

Amortization Expense -2.3% -1.8% -1.7% -1.3% -1.2% -1.0% -0.9%

SG&A as % of Net Sales - Adjusted (hon-gaap) 11.9% 11.8% 11.6% 11.3% 10.9% 11.0% 12.1%




Church & Dwight Co., Inc
Total Debt to Bank EBITDA Reconciliation
($ in millions)

Total Debt as Presented (1)
Other Debt per Covenant (2)
Total Debt per Credit Agreement

Net Cash from Operations

Interest Paid

Current Tax Provision

Excess Tax Benefits on Option Exercises

Change in Working Capital and other Liabilities
Adjustments for Significant Acquisitions/Dispositions (net)

Adjusted EBITDA (per Credit Agreement)

Ratio

Notes:

2019 2018 2017 2016 2015 2014 2013
$ 20631 $ 21071 $ 23743 $ 1,201 $ 1,050 $ 10866 $ 7973
15.9 56.7 59.2 75.1 83.5 88.0 90.3
$ 20790 $ 21638 $ 24335 $ 1,952 $ 1,1335 $ 1,1746 $  887.6
$ 8646 $ 7636 % 6815 $ 6553 $ 6061 $ 5403 $  499.6
70.6 74.9 33.3 25.6 29.0 25.7 26.4
152.2 139.8 186.9 222.0 201.0 198.3 192.3
- - - 30.0 15.8 18.5 13.1
(33.2) (14.2) (0.8) (74.4) (38.6) (13.5) 16.1
17.9 - 50.2 - - - -
$ 10721 $ 941 $ 9511 $ 8585 $ 8133 $ 7693 $ 7475
1.9 2.2 2.6 1.4 1.4 1.5 1.2

(1)Net of Deferred Financing Costs per ASC 2015-03, "Simplifying the Presentation of Debt Issuance Costs"
(2) Includes Letters of Credit, Capital and Synthetic Lease Obligations, and certain Guarantees.
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