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Forward-Looking Statements 
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Certain matters discussed in this presentation, with the exception of historical matters, may be forward-looking statements within the meaning of 

the Private Securities Litigation Reform Act of 1995. All statements, other than statements of historical facts, regarding our business strategy, 

future operations, financial condition, estimated revenues, projected costs, projected synergies, prospects, plans and objectives of management, 

as well as information concerning expected actions of third parties, are forward-looking statements. These statements are subject to a number of 

risks and uncertainties that could cause results to differ materially from those anticipated as of the date of this presentation. Important factors that 

could cause our actual results to differ materially from those expressed or implied herein include, without limitation: our ability to manage and 

otherwise comply with our covenants with respect to our significant outstanding indebtedness or maintain our credit ratings; changes and 

developments in external competitive market factors, such as introduction of new product features or technological developments; development of 

new competitors or competitive brands or competitive promotional activity or spending or industry consolidation; the cost and effect of 

unanticipated legal, tax or regulatory proceedings or new accounting policies, laws or regulations (including environmental, public health and 

consumer protection regulations); seasonality of our products and changes in consumer demand for the various types of products we offer 

resulting in the loss of, or a significant reduction in, sales to significant retail customers; our ability to develop and successfully introduce new 

products, protect our intellectual property and avoid infringing the intellectual property of third parties; public perception regarding the safety of our 

products, including the potential for environmental liabilities, product liability claims, litigation and other claims; unfavorable developments in the 

global credit markets; the impact of overall economic conditions, terrorist attacks, acts of war or other unrest in international markets on consumer 

spending; fluctuations in commodities prices, supply shortages, the costs or availability of raw materials or terms and conditions available from 

suppliers; changes in the general economic conditions in countries and regions where we do business, such as stock market prices, interest rates, 

currency exchange rates, inflation and consumer spending; our ability to successfully implement manufacturing, distribution and other cost 

efficiencies and to continue to benefit from our cost-cutting initiatives; the impact of expenses resulting from the implementation of new business 

strategies, divestitures or restructuring activities; our ability to integrate, and to realize synergies from, the combined businesses of Spectrum 

Brands, Inc. and Russell Hobbs, Inc.; our ability to identify, develop and retain key employees; unfavorable weather conditions or climate change 

and various other risks and uncertainties, including those discussed herein and those set forth in our filings with the Securities and Exchange 

Commission (ñSECò). 

 

We also caution the reader that undue reliance should not be placed on any forward-looking statements, which speak only as of the date of this 

presentation.  We undertake no duty or responsibility to update any of these forward-looking statements to reflect events or circumstances after 

the date of this presentation or to reflect actual outcomes.  Additional factors that may affect future results and conditions are described in our 

filings with the SEC, which are available at the SECôs web site at www.sec.gov or at Spectrum Brandsô website at www.spectrumbrands.com. 

The information contained in this presentation is summary information that is intended to be considered in the context of our SEC filings, and other 

public announcements that we may make, by press release or otherwise, from time to time.  In addition, information related to past performance, 

while helpful as an evaluative tool, is not necessarily indicative of future results, the achievement of which cannot be assured. You should not view 

our past performance, or information about the market, as indicative of our future results. Further, performance information respecting investment 

returns on portfolio transactions is not directly equivalent to returns on an investment in our common stock. 

http://www.sec.gov/
http://www.spectrumbrands.com/


Reconciliation of Non-GAAP Financial Measurements 
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Management believes that certain non-GAAP financial measures may be useful in certain instances to provide 
additional meaningful comparisons between current results and results in prior operating periods. Excluding the impact 
of current exchange rate fluctuations may provide additional meaningful reflection of underlying business trends. In 
addition, within this presentation, including the tables that follow, reference is made to adjusted earnings before interest, 
taxes, depreciation and amortization (EBITDA), free cash flow and adjusted gross profit.  

 

Adjusted EBITDA is a metric used by management and frequently used by the financial community which provides 
insight into an organizationôs operating trends and facilitates comparisons between peer companies, because interest, 
taxes, depreciation and amortization can differ greatly between organizations as a result of differing capital structures 
and tax strategies.  Adjusted EBITDA can also be a useful measure of a companyôs ability to service debt and is one of 
the measures used for determining the Companyôs debt covenant compliance. Adjusted EBITDA excludes certain items 
that are unusual in nature or not comparable from period to period.   

 

In addition, the Spectrum Brandsô management uses adjusted gross profit as one means of analyzing the Spectrum 
Brandsô current and future financial performance and identifying trends in its financial condition and results of 
operations.  Management believes that adjusted gross profit is a useful measure for providing further insight into 
Spectrum Brandsô operating performance because it eliminates the effects of certain items that are not comparable 
from one period to the next.  

 

Also, management believes that free cash flow is useful to both management and investors in their analysis of 
Spectrum Brandsô ability to service and repay its debt and meet its working capital requirements.  Free cash flow should 
not be considered in isolation or as a substitute for pretax income (loss), net income (loss), cash provided by (used in) 
operating activities or other statement of operations or cash flow statement data prepared in accordance with GAAP or 
as a measure of profitability or liquidity. In addition, the calculation of free cash flow does not reflect cash used to 
service debt and therefore, does not reflect funds available for investment or discretionary uses.  

 

Spectrum Brands provides this information to investors to assist in comparisons of past, present and future operating 
results and to assist in highlighting the results of on-going operations. While Spectrum Brandsô management believes 
that non-GAAP measurements are useful supplemental information, such adjusted results are not intended to replace 
the Spectrum Brandsô GAAP financial results and should be read in conjunction with those GAAP results. 

 

 

 

All GAAP reconciliations are available at www.spectrumbrands.com 

 

http://www.spectrumbrands.com/


Dave Lumley 

Chief Executive Officer 

 

FY13 Q2 Review  

and Full Year Outlook 



Spectrum Brands FY13 Q2 Review and Full Year Outlook 

Á Good Q2 results for legacy business in seasonally smallest quarter of the year 

Å HHI delivers improved performance in first full quarter with Spectrum Brands 

Á Markets remain challenged by difficult macro-economic environment 

Å Sluggish retail activity 

Å Tighter retailer inventory management 

Å Stunned consumer juggling higher taxes, stagnant wages and higher everyday expenses 

Á Spectrum Value Model and product profile serve us well, delivering consistent value 

Á Company remains on track to deliver another year of record results from the legacy 

business in FY13, with significant, additional growth from HHI 
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FY13 Q2 Review and Full Year Outlook 

Á Q2 net sales up 1%, including HHI in both periods 

Å HHI and Global Pet posted higher revenues 

Å Legacy business sales impacted by planned exit from low-margin 

small appliances promotional business of about $10 million and 

expected Home and Garden shortfall from difficult comparison 

with last yearôs very early spring 

 

Á Q2 net loss driven by inventory revaluation related to HHI and 

one-time acquisition and integration and restructuring costs 

 

Á Lower Q2 adjusted diluted EPS of $0.44 due to an increase in 

non-cash stock compensation expense from employee stock-

based award programs 

 

Á Q2 adjusted EBITDA up 4%, including HHI in both periods 

Å Q2 legacy business adjusted EBITDA  was 10th consecutive 

quarter of year-over-year growth 

Å Excluding negative FX, Q2 legacy business adjusted EBITDA  

grew 6% 

Å Q2 adjusted EBITDA as percentage of sales improved versus  

last year, both including HHI and for legacy business alone 

7 



FY13 Full Year Outlook 

Á Legacy business expected to have measured growth and achieve 4th consecutive 

record year in FY13, with improvements weighted to second half 
Å Net sales should increase at or above rate of GDP 

Å Improved adjusted EPS and adjusted EBITDA expected 

Å Free cash flow expected to be at least $200 million, or approximately $4 per share 

 

Á HHI acquisition provides for updated FY13 outlook 
Å Enhanced adjusted EPS and adjusted EBITDA increases from HHI 

Å Combined free cash flow now expected to approximate $240 million, or nearly $5 per share, 

net of HHI acquisition costs 

 

Á Deleveraging and strengthening the balance sheet is top priority for use of cash 
Å Reiterate plans to reduce total leverage by at least one-half turn per year 

Å Major debt reduction of at least $200 million to occur in the last two fiscal quarters, consistent 

with peak cash flow period  

 

Á Long-term objective is to maintain a total leverage ratio in the range of 2.5x-3.5x 

 

Á We will continue to manage Spectrum Brands to maximize sustainable free cash flow 

Å FY 2012 free cash flow of $208 million was about $4 per share 

Å FY 2013 free cash flow, including HHI, to be about $240 million, or nearly $5 per share 

Å Opportunity to drive free cash per share on annualized, run-rate basis to perhaps $7 or more 

in about 18 months from now at end of fiscal 2014 
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Global Pet Supplies (United Pet Group) 

Á FY13 expected to be another record year 

 

Á Q2 net sales up 2.6%, or 3.3% on constant currency basis 

Å Higher sales of companion animal products in U.S. and Europe, 

especially Dingo® dog treats 

Å North American aquatics improvement continues 

 

Á Q2 adjusted EBITDA increased 5%, following 5% growth in Q1 

 

Á Full slate of new products to be launched in second half of year 

in North America, Europe and Japan 

 

Á Solid results expected in second half of FY13 

Å Sales increases in both companion animal and aquatics 

Å Select pricing actions 

Å Shelf space increases 

Å New products 

Å New retail customers 

Å Record continuous improvement savings to offset cost increases 
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http://imagelib.unitedpetgroup.com/main.php?g2_itemId=73007&g2_imageViewsIndex=1
http://imagelib.unitedpetgroup.com/main.php?g2_itemId=4080&g2_imageViewsIndex=1


Remington (Personal Care) 

Á Q2 net sales fell 1% due to a one-time North American shaving and 

grooming shelf space cutback at a major retailer that continued from 

the first quarter and impacted the personal care category 
Å Net sales would have otherwise increased 

 
Á Solid Q2 growth in Europe from gains in shaving and grooming 

categories and higher Latin American sales from an increase in hair 

care nearly offset the North American shaving and grooming issue 
 

Á Second half outlook encouraging 
Å Important new womenôs and menôs distribution is shipping to key North 

American retailers 

Å Growth expected to continue in Europe 

Å Unique, FDA-approved i-LIGHTÊ hair removal product continues to 

gain traction in U.S. and Europe as foundation for larger, global 

consumables business in skin condition/treatment products in next few 

years 

Å i-LIGHTÊ just received regulatory clearance in large, promising market 

of Brazil with approvals pending in other key Latin American countries 

 
Á Remington is foundation for increased investment in global 

 e-commerce and consumables, which are new vehicles for growth 

across the Company 
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Small Appliances (Russell Hobbs) 
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Á Q2 net sales drop of 3% due to planned, continued exit of low-

margin North American promotions totaling nearly $10 million 

Å Strategy begun in FY12 is working well, and boosting margins 

Å Q2 North America small appliances gross margin percentage up 

over 450 basis points with higher EBITDA, similar to Q1 pattern 

Å Impact especially significant as North America is the largest 

geographic segment of the business 

 

Á Double-digit Q2 net sales growth in Europe, driven by 

continuing regional expansion across Western/Eastern Europe 

 

Á Global platform products are entering the market successfully, 

with category management taking hold and working well 

 

Á Cost improvement is a success story this year 

Å FY13 cost savings are tracking twice the rate of FY12 

Å Moderating, but continuing, Asian supplier cost increases expected 

to be offset from higher cost savings, new products, select pricing, 

distribution gains and strong expense control 

 

 

 



Home and Garden (United Industries) 

Á Strong Q2 results, including 23% adjusted EBITDA margin, against 

record results last year from extremely early spring season and 

warmest month of March in over 100 years 

 
Á Q2 results also overcame coldest March since 1996 and represented 

strong improvement from more comparable FY11 Q2 results in more 

normal weather period, demonstrating the magnitude of the growth of 

the business 
 

Á Excellent continuous improvement programs and operating expense 

management enabled first half adjusted EBITDA to be essentially flat 

with last year, despite difficult Q2 comparison 

 

Á Cold, wet April weather has delayed full start to spring season, but next 

6-8 weeks will define the season 
Å Home and Garden well-positioned in all categories ï controls, 

household and repellents ï from distribution gains, strong promotions 

and marketing, and new products, including the ñnewò Black FlagÈ line 

Å Business does not participate in fertilizer, seed and mulch ñbig bagò 

category 

Å Focused chemicals-based product supplier for inside and outside the 

home 

 

Á Home and Garden intent on delivering another year of improved results 

in FY13 
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Global Batteries 

Á Global batteries aims for higher FY13 after record FY12 

Å Viewed as growth business primarily through higher volumes from market 

share and distribution gains  

Å Strong EBITDA producing, cash flow generator with steady performance 

Á European VARTA ® growth continued in Q2 from new customer 

listings, increased distribution/promotions, and geographic 

expansion 

Á Latin American business impacted in Q2 by retailer shipment timing 

in Brazil, but set for second half volume growth 

Á Rayovac® North American market share increased in Q2 in a 

competitive, challenged industry 

Å Key retailers further tightened inventory levels and trimmed reorders 

Å Competitor activities focused on significant discounting 

Å Cautious consumers restrained post-holiday spending and were more 

price sensitive, given higher taxes, stagnant wages and higher expenses 

Å Rayovac® is the only branded battery to consistently deliver positive 

alkaline dollar share gains in each period over the last 12 months 

Á Global battery long-term strategy is working 

Å ñSame or better performance/less priceò value proposition 

Å Retailers embracing Rayovac® and VARTA® batteries and lights 

Å Exciting new battery products coming soon 

Å Goal remains to help retailer grow the category, increase market share 

and provide the best value to consumers 
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Hardware & Home Improvement (HHI) 

Á HHI reported Q2 net sales and adjusted EBITDA growth of 

11% each versus prior year on a pro forma basis 

Å Sales grew primarily from strength in U.S. residential security 

and plumbing  

 

Á HHI is performing as expected 
Å Early nudge from slightly better U.S. housing market 

Å Initial successes in a few targeted growth areas, such as 

SmartKey, emerging home automation market, home 

improvement channels and international 

 

Á Integration is progressing smoothly ï and ahead of 

schedule 

Å Confident of achieving projected $10 million of synergies in first 

full two years ï and maybe a bit more 

 

Á Acquisition of Tong Lung residential lockset business in Far 

East closed on April 8th  
Å Focus is on quickly integrating these strategic assets 

Å Tong Lung assets will accelerate HHIôs global growth initiatives 
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Tony Genito 

Chief Financial Officer 

 

Financial Highlights 



Financial Highlights 
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Á Q2 gross margin of 32.7%, including HHI, versus 34.8% for legacy business in FY12 
Å Margin decrease driven by increased COGS of $26 million from sale of inventory that was 

revalued in connection with HHI acquisition  

Å Inventory revaluation offset gross profit improvement of more than 450 basis points from low-

margin product sales exit in North American small appliances of nearly $10 million 

Å Q2 gross margin, as adjusted, was 35.7% for legacy business only versus 35.1% last year 
 

Á Q2 SG&A expenses, excluding HHI, were essentially flat versus last year 
 

Á Q2 interest expense fell from prior year due to non-recurring costs from replacement of our 

12% Notes last year of $27 million, and savings primarily from refinancing our 12% Notes, 

offset by higher interest expense of $21 million from debt financing for HHI acquisition 
 

Á Q2 effective tax rate was 249% vs.142% a year ago 
Å Fixed amount of tax expense on indefinite lived intangibles means the closer to zero our 

income is, the greater the impact on our effective tax rate 
 

Á Restructuring, acquisition and integration charges increased to $20 million in Q2 vs. $12 

million last year, primarily driven by the HHI acquisition   
 

Á Q2 cash interest was $18 million vs. $28 million last year 
Å Excludes unusual 2012 cash items related to refinancing of 12% Notes totaling $25 million 

Å Difference due to timing and lower interest from 12% Notes refinancing 
 

Á FY13 cash interest, excluding one-time HHI financing items of $23 million, expected to be 

approximately $185-$190 million 

 

 



Financial Highlights 
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Á Q2 cash taxes of $6 million decreased versus $10 million last year due to timing  

 

Á Level of NOLs to be utilized means no U.S. federal tax payments for 5 to 10 years 

 

Á Normal annual run rate of cash taxes, including HHI for a full year, is expected to be $60 to 

$70 million 

 

Á FY13 cash taxes estimated at $65-$75 million, including HHI for 3 quarters, primarily due to 

timing of payments between FY12 and FY13 in Germany 

 

Á Solid liquidity position at end of Q2 with $77 million drawn on $400 million ABL facility, cash 

balance of $77 million and total debt at par of $3,263 million  

 

Á FY13 free cash flow estimated at approximately $240 million, or nearly $5 per share, net of 

HHI acquisition costs 

 

Á Normal annual Cap-x level is $65-$70 million, including HHI for a full year 

 

Á FY13 Cap-x estimated at slightly higher level of $70-$80 million, including HHI 
Å Over 2/3 is investments in new production capacity, lockset production infrastructure for Tong 

Lung integration, technology infrastructure, new product development, and cost reduction  

Å FY13 investments will accelerate R&D, new product enhancements and new product 

introductions in FY14 and beyond 
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