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Presenters

David Lumley: Chief Executive Officer; 

President - Global Batteries & 

Personal Care;    President -

Home & Garden

Tony Genito: Chief Financial Officer

John Heil: President - Global Pet 

Supplies

Randy Lewis: Vice President - Operations,  

Home & Garden

Terry Polistina: President, Small Appliances
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Agenda

11:30 a.m. Corporate Overview

12:30 p.m. Break for Marketing Show & Tech Center Tour

2:00 p.m. Global Pet Supplies Overview

2:30 p.m. Home & Garden Overview

3:00 p.m. Break

3:15 p.m. Global Batteries & Personal Care Overview

4:00 p.m. Small Appliances (RH) Overview

4:30 p.m. Closing

5:00 p.m. Adjourn

Please note that times are listed in Central Daylight Time.
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Corporate Overview



Forward Looking Statements 

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 atwww.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.

6
6



Reconciliation of Non -GAAP 

Financial Measurements

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 organizationôsoperating 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 companyôsability to service debt and is one of
the measures used for determining the Companyôsdebt covenant compliance. Adjusted EBITDA excludes certain items
that are unusual in nature or not comparable from period to period.
In addition, the Spectrum Brandsômanagement uses adjusted gross profit as one means of analyzing the Spectrum
Brandsôcurrent 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 Brandsôoperating 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 Brandsôability 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 Brandsômanagement believes
that non-GAAP measurements are useful supplemental information, such adjusted results are not intended to replace
the Spectrum BrandsôGAAP financial results and should be read in conjunction with those GAAP results.
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Spectrum Brands ðProviding Quality and 

Value to Retailers and Consumers Worldwide

Diverse Portfolio Across Attractive Categories 
$3.1 billion LTM Revenues

Note: Reflects LTM 4/4/2010 revenues.
(1)     Global Batteries and Personal Care segment.

Þ $3.1 billion in LTM revenues

Þ $430 -$440 million in expected 
Adjusted EBITDA for fiscal 2010*

Þ Spectrum value model drives success 
of strong, well-recognized and 
extendable brand names

Þ Top 3 positions in large, growing global 
categories with few significant 
competitors

Þ True global footprint with solid 
presence on 6 continents and
greater than 120 countries

Þ Expansive distribution network and 
strong relationships with major 
retailers globally

Þ Proven management team

Spectrum Value Model drives success

Consumer 
Batteries
27% (1)

Pet 
Supplies

19%
Home & 
Garden

11%

Shaving & 
Grooming

8% (1)

Personal 
Care
7% (1)

Portable 
Lighting
3% (1)

Small 
Appliances

25%

*Calculated as if Russell Hobbs joined portfolio at 10/1/09
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Attractive Segment Profile and Brands

Small 

Appliances

Global Batteries 

& Personal Care

Global Pet 

Supplies

Home 

& Garden

http://www.russellhobbsinc.com/
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Consistent Adjusted EBITDA Growth

Þ Increasing market share
in certain key product 
segments

Þ GBPC led Adj. EBITDA 
improvements for SPB:  
2010 expected Adj. EBITDA is 
up at least 55% since 2006

Þ Focused capex on product 
development & cost reductions

Þ Successful cost savings 
initiatives at both SPB
and RH

- SKU rationalization

- Brand rationalization (RH)

Þ Leveraging infrastructure
to reduce operating
expenses through
facility closures/SAP

(1)  2006 EBITDA of $128 million is provided for LTM 12-31-06 instead of 2006   

fiscal year to comply with Reg FD; This information was provided in an 8K 

filing on March 22, 2007Aand reflects segment results prior to allocation of  

corporate expenses. 

(1)

Significantly Reduced Headcount ïDoing More With Less

Note: Includes full time and part time equivalents.

Reduced by 4,104 (42%)

2,4963,2073,1483,4474,202

5,558

4,897
3,977 3,841

3,160

1,000

3,000

5,000

7,000

9,000

11,000

9/30/2005 9/30/2006 9/30/2007 9/30/2008 9/30/2009

US Non US RH

0

1,403
904

586

$272 $297 $310 

$430-$440 

$0

$100

$200

$300

$400

$500

FY '07 FY '08 FY '09 Est.FY10*

Adjusted EBITDA

Fiscal year ended Sep; $ in millions

*Includes RH as if it combined with Spectrum Brands on 10-1-09
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VISION: 

BE THE LEADER IN RETAILER METRICS WITH SUPERIOR VALUE 

CONSUMER PRODUCTS FOR EVERYDAY USE

GOAL:

CREATE AN ADDITIONAL $1B OF ENTERPRISE VALUE IN 3 YRS

SPECTRUM BRANDS VISION
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ò Same Performance, Less Price / Better Value ó 

The ñSpectrum Value Modelò differentiates
Spectrum Brands and provides stability

and sustainable earnings.

Spectrum 
Value 
Model

Focused Investment
Invest in product 

performance, R&D and 
cost improvement

Control Costs
Cost reductions via 

shared services, 
global NPD and 

common platform 
products

Product Performance
Match or exceed 

competitor product 
performance

Market Positioning
Focus on #2 brands in markets 

with high barriers to entry

Point of Sale Focus
Win at POS, not 
through brand 

advertising

Value to Retailers
Best retailer margin; 

category mgmt; merchandising

Positions Spectrum as a very attractive partner / leverage for retailers   
and a compelling option for consumers
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GBPC Small Appliances H&G and Pet SUCCESS!!

Batteries: Delivers

solid cash flow

REM: Geographic

And Product

Growth

Opportunites

Addition of RH

provides synergies

and contributes

strong adjusted

EBITDA and FCF

Home & Garden

And Pet Divisions

benefit from fold-in

acquisitions and

cost improvements

Results in

expanded adjusted

EBITDA, FCF and

enterprise value

Business Segments Structured to

Drive Success
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Creating a $3 billion consumer products company

Russell Hobbs Transaction
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Þ Powerful combination:  $3 billion global consumer

products company

Þ Extends global reach and market-leading brands

Þ Attractive economics

Þ Strengthens capital structure and reduces financial risk

Þ Improves leverage ratio

Þ Extends debt maturities

Þ Enhances liquidity and increases capital available

for growth

+

Combination Has Strong Advantages

http://www.russellhobbsinc.com/
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Increases Scale of Diverse Portfolio

Spectrum Brands Russell Hobbs Combined Company

Spectrum Brands Russell Hobbs Combined Company

Increases scale with strong revenue

Spectrum Brands

$2.3 billion

Diverse portfolio of complementary products ïstrong brand names

Enhances geographic footprint ïa top 3 market player in key regions

+
Russell Hobbs

$0.8 billion

Combined Company

$3.1 billion
=

Home 

Products

4%

Global 

Batteries & 

Personal 

Care

45%

Home & 

Garden

11%

Global Pet

20%

Kitchen 

Products

20%

Kitchen 
Products

80%

Home 
Products

15%

Pet & Pest
3%

Personal 

Care
2%

Global 

Batteries 

& Personal 

Care

61%

Home & 

Garden

14%

Global Pet

25%

North 

America

57%

Latin 

America

10%

Europe / 

Rest of the 

World

33%

North 

America

62%

Latin 

America

13%

Europe / 

Rest of the 

World

25%

North 

America

58%

Latin 

America

11%

Europe / 

Rest of the 

World

31%

16
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Extends Global Reach

ÞOpportunity to leverage platform to expand underutilized brands

Personal
Care

Pet
Supplies

Home 
& Garden

Home /
Kitchen

Revenue opportunitiesBrands

ÁLeverage Spectrumôs established distribution 
and product development expertise

ÁExpand Remingtonôs product categories with 
Russell Hobbsô brands

ÁLarger scale platform is more attractive
to retailers

ÁLeverage Spectrumôs existing product lines 
and distribution to expand Littermaid brand

ÁLeverage Spectrumôs brand strength to 
market Russell Hobbs pest repellent 
technology

ÁCombined portfolio of brands enhances 

distribution channels and ability to

control shelf space

ÁMigrate Remington brand awareness
into kitchen appliance
space

Russell Hobbs Spectrum
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Attractive Synergy Opportunities;

Integration On Target

Þ Conservative cost synergy estimate of $25 to $30 million

Þ Consolidation of infrastructure in each region 

Þ IT savings

Þ Implementing SAP in key markets in 1H 2011 

Þ Additional potential cost savings opportunity of 1 ï5% of COGS

ï Integrate Russell Hobbsô regional new product development system into 

Spectrumôs proven global new product development platform

Þ Additional revenue opportunities by leveraging distribution networks

ï Leverage Spectrumôs presence in Eastern Europe

ï Leverage Russell Hobbsô presence in Latin America
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Combination Strengthens Partnerships 

with Customers

Þ Long-standing customer partnerships are a significant strength

Þ Increased scale will benefit these core relationships 

TOP  CUSTOMERS

Relationship for more
than 20 years
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Strong Leadership Team

Þ Spectrum Brands and Russell Hobbs both led by strong

management teams with deep industry expertise

Spectrum Brands

David Lumley
Chief Executive Officer

4

Tony L. Genito
Executive Vice President, CFO and CAO

6

John Heil
President of Global Pet Supplies (UPG)

10

Russell Hobbs

Terry L. Polistina
Former Chief Executive Officer and President,
Russell Hobbs; Now: President of Small
Appliances Division of Spectrum Brands

20

Name / Title Yrs with Company Industry Experience

35

30

35

20
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Investment Highlights 

Þ Proven success using the Spectrum Value Model

Þ Strong brand names with Top 3 market positions 

Þ Diversified revenue stream

Þ Attractive margins and significant free cash

flow potential

Þ Proven management team
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Tony Genito, CFO

Financial Review
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Spectrum Historical Financials

ÞGBPC profitability has improved over time

ï Market share gains

ï Focus on cost cutting 

ÞPet and Home & Garden businesses have maintained 
steady revenue and profitability profiles

($ in millions)

Fiscal Year Ended September 30, LTM

2007 2008 2009 4/4/2010

GBPC $1,433 $1,494 $1,335 $1,395

H&G 338 334 322 324

Pet 563 599 574 585

Total Net Sales $2,333 $2,427 $2,231 $2,303

% growth 4.0% (8.1%)

Gross Profit

GBPC $525 $547 $495 $528

H&G 138 144 125 127

Pet 243 247 228 239

Total Gross Profit
 (1)

$906 $939 $849 $894

% margin 38.8% 38.7% 38.1% 38.8%

GBPC $165 $185 $193 $214

H&G 41 53 54 61

Pet 93 92 93 104

Corporate (26) (33) (30) (29)

Total Adj. EBITDA $272 $297 $310 $350

% of net sales 11.6% 12.2% 13.9% 15.2%

Capex $23 $19 $11 $18

% of net sales 1.0% 0.8% 0.5% 0.8%

(1) Excludes restructuring and related charges for all periods presented and fresh-start inventory fair value

adjustments for  the fiscal year ended September 30, 2009 and the quarter ended January 3, 2010.

3-Year Performance:

Segment Financials
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Spectrum 1H 2010 Financials

ÞRevenue increase of 6.9% 

ï Led by improvement in battery and Remington products

ï Favorable FX impact

ÞImproved EBITDA margins
(1) Before restructuring and related charges and inventory fair value adjustments associated with 

fresh-start reporting.

($ in millions)

6 Months Ended,

3/29/2009 4/4/2010

GBPC $677 $737

H&G 101 102

Pet 275 285

Net Sales $1,052 $1,125

% growth 6.9%

Gross profit 
(1)

$388 $432

% margin 36.8% 38.4%

Adj. EBITDA $117 $157

% of net sales 11.1% 13.9%

Capex $3 $11

% of net sales 0.3% 1.0%

(1) Excludes restructuring and related charges for all periods presented and fresh-start inventory fair value

adjustments for  the fiscal year ended September 30, 2009 and the quarter ended January 3, 2010.

1H FYô10 Performance:

Segment Financials
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ÁFull year historical periods

- Revenue has declined from 2008 levels

- Following review of portfolio, ~80 brands and >1,000 SKUs were eliminated

ÁFocus on reducing costs

- Savings from rationalization of portfolio and other initiatives resulted in substantial reduction to cost footprint

- Resulted in higher Adj. EBITDA margins (8.5% for LTM 12/31/2008 increased to 12.3% for LTM 3/31/2010)

- Adj. EBITDA increased from $73 million for LTM 12/31/2008 to $96 million for LTM 3/31/2010

ÁAdj. EBITDA steady over last year

- Reflects impact of cost reduction efforts

- Continued benefit from elimination of unprofitable products

($ in millions)

12 months ended 12/ 31, 3 months ended 3/ 31, LTM

2008A 2009A 2009A 2010A 3/ 31/ 2010A

Revenue (1)
$861 $780 $154 $158 $785

% growth (10.5%) (9.4%) 2.8%

Adjusted gross profit 269 244 49 53 248

% of revenue 31.2% 31.2% 31.9% 33.6% 31.6%

Adjusted EBITDA 
(2)

$73 $97 $16 $15 $96

% of revenue 8.5% 12.4% 10.1% 9.6% 12.3%

CapEx $6 $3 $1 $1 $3

% of revenue 0.7% 0.4% 0.8% 0.5% 0.3%

(1) Revenues for the LTM 12/31/08 period includes approximately $6 million of sales from discontinued operations in Latin America  (e.g., Venezuela and Peru) that were 

transitioned to distributors in 2009.

(2) Adjusted EBITDA for the LTM 12/31/08 period includes a pro forma adjustment of approximately $4.0 million of excess insurance costs due to separate insurance platforms 

for Applica and Salton post-combination and prior to the re-negotiation of a global insurance platform, which was effective October 1, 2008.

Russell Hobbsõ Historical Financials
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Combined Financial Overview 

ÁCombined company has 

significant scale with over $3 

billion of revenue

ÁAdj. EBITDA of $446 million 

as of LTM 4/4/2010

ÁTransaction significantly 

improves Spectrumôs liquidity 

profile

ÁNew $300 million ABL 

revolver put in place as    

part of the transaction

($ in millions)

12 Months Ended,

9/30/2009 4/4/2010

Net sales $3,012 $3,088

Gross profit 1,078 1,141

% of sales 35.8% 37.0%

Adjusted EBITDA $391 $446

% of sales 13.0% 14.4%

Capital expenditures $17 $21

% of sales 0.6% 0.7%
 

($ in millions)

Spectrum 

Standalone 

(4/4/10)

Pro Forma 

Liquidity            

(4/4/10)

Cash $55 $83

Revolver availability 92 166

Total liquidity $147 $249

(1) Assumes $266.5 million borrowing base, less $8.5 million of reserves, less ~$40.0 million in LCs less $52 

million drawn on facility.

(1)

Combined Financials

Pro Forma
Liquidity

Excludes restructuring and related charges for all periods presented and fresh-start inventory fair value

adjustments for  the fiscal year ended September 30, 2009 and the quarter ended January 3, 2010.
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Combined Company Expected to 

Generate Substantial Free Cash Flow

ÁCombined company expected to generate substantial free cash flow

- CapEx needs are modest (significant portion of manufacturing outsourced to third parties, 

contributing to lower CapEx)

- $40 million annual CapEx expected

- Company expects to pay no U.S. federal income tax over the next 5 years due to 

substantial U.S. NOLs

ÁLarge percentage of Adj. EBITDA expected to translate into free cash flow available for debt 

pay-down

F2011 F2012

Free Cash Flow* $155M - $165M $200M+

*See Appendix for GAAP Reconciliation

(Projected )
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Solid 3rd Quarter Results Expected

ÞYear-over-year revenue growth expected, including:

ïStrong double digit growth in Shaving & Grooming and
Home & Garden

ÞMaintained strong market share in General Batteries Category
in US

ÞSuccessfully closed Russell Hobbs transaction and
debt refinancing

ïIntegration activities underway; Confident we will achieve
$25 million  to $30 million of cost synergies

ïAdditional revenue synergies possible 

ïAchieved extended maturities on debt and gained significant
Adjusted EBITDA and Free Cash Flow generation potential

Þ Improved Adjusted EBITDA over Q309 in line with previously
provided full fiscal year guidance of $430 to $440 million for the
combined entity (assuming RH had been with SPB for all of fiscal 2010)
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We Will Continue at 2 PM Central Time

Spectrum Brands



John Heil

President, Global Pet Supplies
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Global Pet Supplies

Overview
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Þ Attractive Global Industry Dynamics

Þ Proven and Experienced Management Team

Þ Impressive Portfolio of Brands and Products

Þ Strong Relationships with Key Global Retailers

Þ Platform to Capitalize on Future Acquisitions and 
Geographic Expansions

Þ Compelling Growth Opportunities

Þ Track Record of Solid Financial Performance and 
Exciting Future Growth

Global Pet Supplies Overview

Cost Improvement Opportunities of $7-$11 million
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