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Item 7.01 Regulation FD Disclosure.

Management of Lifetime Brands, Inc. (the “Company”’) will make a presentation to investors at an investor day on November 14, 2019. A copy of the
slide presentation that management will use at the investor day is furnished as Exhibit 99.1 to this Report and incorporated herein by reference.

The information contained in this Item 7.01 and Exhibit 99.1 hereto shall not be deemed “filed” for purposes of Section 18 of the Securities Exchange
Act of 1934, as amended (the “Exchange Act”), or otherwise subject to the liabilities of that section or incorporated by reference in any filing under the
Securities Act of 1933, as amended or the Exchange Act, except as shall be expressly set forth by specific reference in such a filing.

Item 9.01 Financial Statements and Exhibits.
(d) Exhibits.

See the Exhibit Index below, which is incorporated by reference herein.

EXHIBIT INDEX

99.1 Investor Day Slide Presentation




SIGNATURES

Pursuant to the requirements of the Securities Exchange Act of 1934, the Registrant has duly caused this report to be signed on its behalf by the
undersigned hereunto duly authorized.

Lifetime Brands, Inc.

By: /s/ Laurence Winoker

Laurence Winoker
Senior Vice President — Finance — Treasurer and Chief
Financial Officer

Dated: November 14, 2019
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Forward-Looking Statements

In this presentation, the use of the words “believe,” “could,” "expect,” "may,” "positioned." "project,” "projected.” "should,” "“wall," “would" or
similar expressions is intended to identify forward-looking statements. Such statements include all statements regarding the growth of the
Company, including growth oppartunities and growth rates, our financial outlook, our inttiatives to create value, our efforts to mitigate
geapolitical factors and taniffs, eur current and projected financial and operating performance, results, capital genaration, and profitability and
all guidance related thereto, including forecasted exchange rates and effective tax rales, as well as our future plans and intentions regarding
the Company and its consolidated subsidianies, Such statements represent the Company's current judgments, estimates, and assumplions
about possible future events. The Company believes these judgments, estimates, and assumplicns are reasonable, but these staterments are
not guarantees of any events or financial or operational results, and actual results may differ materially due to a variety of important factors.
Such factors might include, among others, the Company's ability to comply with the requirements of its credit agreements; the availability of
funding under such credit agreements; the Company’s ability to maintain adequate liquidity and financing sources and an appropriate level of
debt; the possibility of impairments to the Company's goodwill; changes in U.S, or foreign trade or tax law and policy; the impact of taniffs on
imported goods and materials, changes in general economic conditicns which could affect customer payment practices or consumer spending;
the impact of changes in general economic conditions on the Company’s customers; customer ordering behavior, the performance of our
newer products; the impact of our SKU rationalization initiative, expenses and other challenges relating to the integration of the Filament
Brands business and future acquisitions, changes in demand for the Company's products, changes in the Company's management team; the
significant influence of the Company's largest stockholder, fluctuations in foreign exchange rates; changes in U.5. trade policy or the trade
policies of nations in which we or our suppliers do business, uncertainty regarding the UK. "s exit from the Eurcpean Union (Brexit), shortages
of and price valatility for cerain commodities, significant changes in the compatitive environment and the effect of competition an the
Company's markets, including on the Company's pricing policies, financing sources and ability to maintain an appropriate level of debt; and
other factors described under “Item 1A. Risk Factors” in the Company's Annual Report on Form 10-K for the fiscal year ended December 31,
2018, which was filed with the Securities and Exchange Commission ("SEC") on March 14, 2019, and in the Company’s other filings with the
SEC. The Company undertakes no obligation to update these forward-looking statements other than as required by law.
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Non-GAAP Financial Measures

This presentation containg non-GAAP financial measures, including consolidated net sales in constant currency, adjusied net loss, adjusted
diluted loss per common share, gross margin (excluding non-recurring charges) and adjusted EBITDA. A non-GAAP financial measure is a
numerical measure of a company's historical or future financial performance, financial position or cash flows that excludes amounts, or is
subject to adjustments that have the effect of excluding amounts, that are included in the mast directly comparable measure calculated and
presented in accordance with GAAP in the statements of income, balance sheets, or staterments of cash flows of a company, or, includes
amounts, or is subject to adjustments that have the effect of including amounts, that are excluded from the most directly comparable measure
&0 calculated and presented. As required by SEC rules, the Company has provided reconciliations of the non-GAAP financial measures to the
most directly comparable GAAP financial measures. These non-GAAP financial measures are provided because management of the
Company uses these financial measures in evaluating the Company's on-gaing financial results and trends, and management believes that
exclusion of certain items allows for more accurate comparisen of the Company's operating performance by investors and analysts.
Management uses these non-GAAP financial measurers as indicators of business performance.  These non-GAAP financial measures should
be viewed as a supplement 1o, and not a substitute for, GAAP financial measures of parformancea.
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Lifetime Brands: Who We Are

Leading durables
consumer products
company, with focus on
home products

Founded in 1945

~80% owned/controlled
and ~20% licensed and
private label consumer
brands with targeted
brand equity

#1 positions in
Barware
Accessories, Bath
Scales,*

Cutlery,* Kitchen
Tools & Gadgets*

#2 position across
Tabletop categories

Award-winning
product design and
development team

2 million ft2

of warehouse and
manufacturing space
across United States,
Europe, China and
Puerto Rico distribution
network

Best-in-class execution
and operational
capabilities



M&A: Accelerating Growth Through Strategic
Expansion

Lifetime Brands has grown steadily for more than 70 years

14 TRANSACTIONS

BUILT.
u I WILTOMN
m ARMETALE
= =H
VAT TN, 2017 ®
Filament . g oo e .
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Lifetime Brands Today: Largest Non-Electric
Housewares Company

Filament acquisition made Lifetime Brands the industry leader and strengthened brand portfolio

Ohoretimetionds e dil| Brmd; }I (T 1 T I . 6 ke THERHIS.

() Uifetimeands
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Lifetime Brands Investment Highlights

Leading global designer, developer and marketer of a broad range of durable consumer products
with a focus on the home

Leading portfolio
of strong,
recognizable
brands with multi-
channel growth
opportunities in core
end markets

1]

Significant
opportunities in
adjacent durables
categaries for
growth above end
market growth rates

Q

Best-in-class
innovation engine
to strateqgically drive
growth and maintain
industry leadership

e

More efficient
global platform
with scale and
enhanced
operational
effectiveness

&)

Strong cash flow
generation to
enable financial
flexibility



Lifetime’s Strong, Recognized Brands

Portfolio of brands with targeted brand equity

FARBERWARE  (CIodD SABATIER ¥  TAYLOR é;bmc

MIKASA. Pfaltzgraff ~WALLACE @) rmeworiov SLEa

ARMETALE

C’éﬂemﬂs KitchenCraft BUILT.

Birighe has For Craative Livig
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Licensed Brands & Private Label Provide

Additional Growth Stream

Enable retailers to develop their own brands,
while minimizing their start-up costs

Support retailers with market analysis, product
assortments, promotional and merchandising
solutions

() ifetireeands
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Stable, Diversified Customer Base

Diversified revenue sources and stable end markets result in significant cash flow generation
Revenues

Channels Brands Categories

."i'\ < ’

-~

- Mass Market Specialty/independent = Total Owned  Licensad = Private Label = Kitcharmware  Tablewara » Home Solutions
='Wareghouse Clubs = E-CommerceTV

= Off-Prica = Dapartment Stores

= Commercial = LTE Europe

= Grocery =OTC

G LTM &s of Saplember 30, 2015
Lifetimemnds



Lifetime Brands International Footprint

Efficient global platform

m ! mlmmmm
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We Are a Different Company Today

Y E——.

Lifetime Brands 2017

+ Industry consolidator

accratin
Sales | transactional approach to products he . y ;boumargat;
Driving institutiona
+ Decentralized international operations
~ Higher exposure to macro trends
= Low growth investment apportunity

@ public company disc
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Lifetime 2.0: Relaunching an
Industry Leader

Taking deliberate, decisive actions to create shareholder value

Organic growth through product development and
data-driven marketing

SKU rationalization to focus on core products and
categories

Entrance into high growth adjacent categories and
markets

Leverage economies of scale and operational
improvements

Disciplined, accretive M&A

L) Lifetimenands

LONG-TERM TARGETS

$900+M

in Revenues (vs, $745 - 57T50M expected in 2019)

$90+M

in Adj. EBITDA™ within next 5 years
(ws. 366 - STOM expected in 2019)

<3X

leverage ratio




Progress on Lifetime 2.0
iti elf R -ard
Increased revenues 32% and EBITDA 63%

Exceeded expected synergies / cost efficiencies
from Filament acquisition

Successfully reorganized international business

Launched commercial food
service initiative

Launched international sales /
dis ;s

b Uik
o LirtimeEronds

Pivoting strategy from sales / transactional to
strategic product / marketing data driven

Analyzing portfolio assets and
rationalizing SKU's

Achieving better and more cost efficient product
delivery

Offering enhanced service level such as next
day drop ship




Building the Core:
Investments in Brand Equity

+ Change focus from transactional to strategic

- Drive business through data-driven approach

« Portfolio rationalization and priaritization

- Focus on core brands and product categories

+ Invest in brand equity with consumers and retailers
. Scale as a compelitive advantage

Cost advantage
Marketing advantage
Sales advantage

L) Lifetimenands




STAR

trate iC + Systematic way for each
g business unit to develop a
unigue strategic plan
h i N ki N + Helps identify challenges
g and opportunities along
with plans to maximize
sales

nd - Once executive

management signs off, it
becomes a blueprint for

es u Its product development
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Strategic Brand and Product Approach

- Strategic portfolio planning program
implementation

- New stage-gate product development
process

- Emphasis on key consumer brands and
products in core categories

+ Focus on core brands and product lines
that align with positive consumer and
market trends

- Effectively allocate human and financial
capital

- Make better product launch decisions

() LifetimeBrands



Investments in Brand Building: Traditional Media

Trusted brands and
innovative products
receive over

P BursFeco rococwine THEBOOOLIE  Clfierg

delish  edEdey el Roa WE SosthemLivisg NS JORAAL

e
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Investments in Brand Building:
Social Media Influencers

category-specific
influencers reach over

() ifetireeands



Portfolio / SKU Rationalization

Refocusing resources on brands and products that fit our profitable growth strategy

Eliminated product offerings that do not provide
adequate returns

|dentified non-core assets to divest near-term

Will continue to evaluate portfolio to ensure
alignment with profitable growth

L) Lifetimenands

7,000+

SKUs elimiﬂa_tsd_ |

$30M - $45M

Expected cash generation from divestiture and
SKU rationalization



Incremental Growth Opportunities Summary

Q Food Service International Expansion
- Entered market in mid 2019 - Presence in over 100 markets currently

+ Expect to start seeing incremental + Approach each new market with tailored
revenue contribution in 2020 plan to best realize the individual opportunity

- Target 10% market share in N.A. and - Europe: Introducing country managers
E.U. within 5 years Asia: Targeting Chinese market through

E-commerce

. F’iar_l .‘“ at:!d fulL[re category - Australia / New Zealand: Expanding product
additions including: offering
- Glassware - UK: Expanding through E-commerce, drop-ship

Buffet and hospitality service and direct-to consumer oppartunities

- Expanded smallwares - Expanding Food Service internationally in 2020

O uictiretond



Efficient Global Platform to Drive Growth

Leverage shared services and economies of scale to provide competitive advantages

Sourcing / Supply Chain Distribution U.S. Sales Force
+ Sourcing products in Far East for + Well invested, state-of- + In-house sales force represents
80 years the-art distribution about 80% of net sales and
- Network of several hundred suppliers facilities on East and eliminates use of third party
. Long-term relationships with West coasts sales representatives and
key vendors . Domestic distribution, associated commission expense
. Th fsh ! i direct import and « Strong controls on training,
re? oS u:_tre sc_rurc:lng !} _mes port-of-entry distribution customer relationships and cost
) F‘rr::twdlelen?;leeggg. I%gg:cs. capabilities provides « Lifetime's in-house sales force
méterial sa _!"' _an ) flexibility for customers enables direct communication
- 200+ professionals in Asia with customers and enhanced
- Efficient distribution using the profitability
latest technologies

O uictiretond



Efficient Global Platform to Drive Growth

Leverage shared services and economies of scale to provide competitive advantages

IT E-commerce Creative/Marketing
- SAP platform designed to + Enables us to reach + In-house packaging and
scale and rapidly integrate consumers directly photography reduces costs and
acquisitions through branded, allows us to control product
- Latest technology provides company-owned sites and visual/messaging to consumers
deep business insight all major retailers . Social media to communicate
+ 12-person team dedicated directly with consumers and
to pure-play e-commerce expand reach to influencers with

dedicated fans

+ Public relations gets our brand
exposure in major publications
and online outlets

) Lifetimetirands



Experienced Management Team

Right leaders in place to execute Lifetime 2.0

Dan Matthew Tim Sara [ Jackie Larry
Siegel Canwell Simmone ndel iege Fagan Winoker

P i, LTBE ( Integratio 3 J Global Supph Human Chief Financial
' ; Resources Officar

L) Lifetimenands



Multiple Paths to
Value Creation

Path to million in Adj. EBITDA(

in next five years

+ Leverage leadership positions and growth opportunities in core markets
- Drive end market growth through digital investment opportunities

+ Opportunity to grow [ positioned to win in commercial food service

+ Opportunity to grow { positioned to win in international markets

- Realize benefits of international regrganization

« Prudent and accretive M&A opportunities




J Go-to-Market /

Innovation / Product
Development

Dan Siegel




Channel Strategy

Mass Market Off-Price Department Stores Specialty Stores Warehouse Clubs
wla
Walmart - - DK *MOCYS BB €osreo
® TARGET rAwiy Dilland’s WILLIAMS-S0NOMA
BIGLOTS! iy Crate&Barrel
FredMeyer o : ok s
ciay b —— i lafubte 0
Bourlingion =

Supermarkets Independent Retailers. Commercial
amazoncom meijer @ 9 Lifetime has
swayfair A @ Over 7,000 e-commerce sites
[ independent retailers for direct-to-
Bl-LD



Go-to-Market Strategy

+ Adaptive approach to fit rapidly changing retail
landscape

- Shift from transactional to strategic sales focus
- Vendor cansolidation

+ Best-in-class sales force

- Scale provides competitive advantage

« Development of brand equity targeted towards particular
retail channels

() UifetimeBeands



Mikasa

Largest tabletop brand at Lifetime Brands

Over 200 million annual impressions
through social media and public relations

Luxury brand embraced by key retailers

() ifetireeands




Farberware

Over $200 million of retail sales per year

Leading brand in kitchen tools & gadgets
and cutlery

89% consumer brand recognition

Better brand with key distribution and
excellent retail sell-through

L) Lifetimenands




Built

49% CAGR since 2015

Gaining significant market share in
bottles, bentos and bags

#1 social media lifestyle brand for
company; 60+ influencer partners

L) Lifetimenands




Taylor

#1 market share in measurement*
Gap between #1 and #2 is vast

High-margin, high-performing category for
retailers

Known for innovation in precision
measurement. Most technology comes
from food service and moves into
consumer

() UifetimeBeands




Instant Pot

Best selling small appliance

Huge need in market for accessories to
work with Instant Pots

Lifetime is the only official Instant Pot
accessory licensee

Capitalized on the trend and brought to
market 50 items that work specifically with
the appliance

All sales are completely incremental

() ifetireeands




AllRecipes

Connecting digital to brick and mortar

Over 40 million Americans visit
AllRecipes.com monthly

Displacing competition with a fresh
new concept that will excite and
enhance the Kroger guest

H
%

ey

o0 Ny !
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Scott Living

Identified the popularity of Scott Brothers
and potential for retalil

Added meaningful brand to what has
traditionally been an unbranded category

Created a big concept and launched
with Kohl's

Quote from Doug Howe, CMO Kohl's,
"The addition of Scott Living reinforces
our continued strategy to drive a constant
pipeline of relevant new brands.”

L) Lifetimenands




Industry Leading
Design & Engineering

Largest In-House Design Team in
Industry Creates Competitive Advantage

- Scalable model with strong senior
leadership in key design centers

+ 160 designers and engineers

- Unigue skill set across multiple locations
(Garden City, NY; Oakbrook, IL; Seattle,
WA, Medford, MA)

+ Fully integrated with Asia

L) Lifetimenands




State-of-the-Art Technology
and Capabilities

15 3D printers, 3D scanners, Niton XRF
analyzers, CDC reductive machine

Failure Mode and Effects Analysis
predicts when a product will fail

Full model shop

L) Lifetimenands



Levels of
Innovation

Understanding how project fits into
these levels is key to:

- Setting realistic
expectations

- Never disappointing
the customer

- Giving consumers a
five-star experience




Levels of Innovation:
Level 1

Continuous, incremental improvements to existing
products

Case Study: Farberware Can
Opener

Interior updates to improve
performance

Updated colors to appeal to
consumers

=
=
]
3
]
3

EELAV TR
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Levels of Innovation:
Level 2

Adding products to existing lines of products

Case Study: KitchenAid Dish Rack

Added new features to expand product
line and category

() UifetimeBeands




Levels of Innovation:
Level 3

Creating new lines of products and/or categories

- Case Study: Instant Pot
- Created new line from scratch

LU (=

Instant

S

t



Levels of Innovation:
Level 4

Developing products that are new to the world

Case Study: Built Bottle

- Patented technology with
new slide lock

) Lifetimetirands




Open Innovation

Connection with thousands
of individual inventors

Example: Full-time consultant
who is prior president of
United Inventors Association

Ability to tap into 300+
million people

L) Lifetimenands




Capitalizing on Industry

Market research

By partnering with global trend
senice groups we are able to
hane in en macro trends and
report down to the micro level for
product development.

() ifetireeands

Retail landscape

Cansistent shopping allows us to
keep a pulse on the market,
understanding both in-store and
onling experience and

innovation

Trade shows

We attend trade shows year-
round, from international hubs to
regional craft fairs. The findings
are reported back to product
divisions

Surface design

We are able to showcase
surface artwark from concept
through commercialization.
Material, color and pattern is
developed by brand and fine
tuned for each account and
target cost



Color, Materials
& Finish (CMF)

Focuses on differentiating our products through
color design, pattern design, and custom illustration

Driven by trend and materials research that is
conducted throughout the world

Presented to our customers via mood boards and Sy em—

presentations tailored to their needs
1] | ﬂ i Mum

Able to create products that are new to customers
and consumers with limited tooling, industrial
design and engineering investment

Existing products are also given a longer shelf-life
by keeping them seasonal and trend-relevant
through CMF

L) Lifetimenands



Research and Data-
Driven Approach

(U PE——

it

Achieve Data-driven Growth

« Competitive advantage vs. smaller players

« Significant spend on point-of-sale e
information i -
Bridging Media =3
» Fact-based selling versus anecdotal and Retail
information
- Larger retailers rely on this data and . - T Ty

expect it; category advisor to Walmart

+ Shared costs for acquired companies |
within the same classifications (e.g. p——
hydration) g e
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Showrooms Provide Competitive Advantage

Showrooms SWOT Room
« 42,000 ft* main showroom in Garden City, NY - Gives retailers one-stop shop
« NYC tabletop showroom is epicenter of tabletop + Shows actual plan-g-grams and competitive gaps

- Additional showrooms in Medford and Seattle

L) Lifetimenands



E-Commerce /

DTC Opportunity
Dan Siegel




E-Commerce

Three Distinct Categories

Pure Play

-a

«wayfair amazoncom

() Uifetimeands

Omni Channel Direct to Consumer

Can)

¥ 2o [ Ow

€OsTCO ©TARGET Walmart - - G MIKASA. PLaneTBox-
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Pure Play

« Strategic commitment
to grow internally and of Lifetime's sales
with Amazon and
Wayfair

. Ke}, relationships at top Amazon 3 year CAGR
level

+ 8VS advantage Wayfair 3 year CAGR

« Prime certified

() LifetimeBands




Amazon Overview

1P & 3P

Year-over-year sales
+ Estimated 27% increase from 2018 to 2019

Mew team structure

+ SVP Sales takes over 1P/3Pfadvertising
+ SVP Marketing takes over content and analysis
+ Scalable team can layer on additional business




Amazon: Current
Strategic Initiatives

+ Focus (hera) item program
to enhance conversions,
10,000 active SKUs

- Constantly updating
content utilizing enriched
photography and most
relevant key words in
product descriptions

Increased ROAS

Fill Rate Improvement

+ Utilize Pacvue to manage
and optimize advertising

() ifetireeands
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Amazon A+ Pages

E — -

Instant Pot

Instant Pot &3




Omni Channel

Highly focused on developing best-in-class copy and service
to our traditional customers to support e-commerce sites

Drop ship to:
BE/LLS BEYOND
Cosrco Crate&Barrel
JCPenney KOHLS

Qlavc Qi Latahte

() Uifetimeands

blamingdale's
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Omni Channel

Costeo.com YOY growth rate

Walmart.com YOY growth rate

() ifetireeands

Omni channel is
experiencing

Brands and items as a
path to brick and mortar
stores

ONLINE-ONLY
MEMBER SAVINGS

2,000
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Direct to Consumer

Of Lifetime’s sales
($25+ million)

L) Lifetimenands



Direct to Consumer

Current Future
r':ﬁ Magﬂmﬁ Chefn -
- Investment in moving sites to Shopify ek L L peme
Piakzgrail
» Former CMO of Filament taking over ) Magento  waass hopify o
a” DTC DUSlnESS Werdion 2.3 Frid & Friends a Fix & Flond
Commants Choud . MF.D"'-’.S Piakzgrafl
- Focus on growing this channel and R P ———
making brands more consumer _ = Tayor
focused @ = PlaneBax
o . WORDPRESS
- Flagship store site for our key Filz & Flayd @ i it
brands, each with its distinct essence m i WornPerss
and unigue brand identity COMMERGE Lo Corporats
Sering m Mic, Ron
Taﬂo- m Transacticnal Sies
PlarsBaox
Chshopify ...



Case Study: PlanetBox

Incubation of a challenger brand

of sales come from Planetbox.com
3 year growth rate

Average order value

() ifetireeands
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Food Service
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Commercial Food Service
Initiative

Leveraging Lifetime’s consumer leadership to
grow into adjacent markets

- Entered market in 2019 with launch of Mikasa M | I%SA
Hospitality HOSPITALIT =

- Focused on developing a complete front-of-house
product line similar in scope and quality to the top
existing names

- Target market share in N.A. and E.U. within &
years

() ifetireeands



Food Service Market Overview

$11.4B

U.S. Commercial Food Service
Market

$2B

Target Lifetime Addressable
Commercial Food Service Market

~$5M

Expected Commercial Food
Service Revenue in 2020

$1.3B

Mikasa Hospitality Addressable
Tabletop Market



$2 Billion Food Service Addressable Market

Equipment 77 8,700 46

Smallwares 6 707V 4.7

Tabletop . 1,300 4.5

Furnishings 4.3

L) Lifetimenands



Commercial Product Launch Strategy

GOOD
Towle Hospitality

BETTER
Mikasa Hospitality

BEST
Mikasa Hospitality

Flatware: 18/0

Private brand end-user dinnerwvare
Commaodity melamine (-300 gr)
Commodity SAN drinkware
Commodity dinnerware

Commadity metal ware

Flatware: 18/10 light gauge
Dinnerware: porcelain and melamine
Mational Account PL Flatware
Mational Account PL Dinnerware
Glass Stemware and Barware
Tablelop accessornies

Heatwave microwavable plastic

Flatware: 18/10 heavy gauge
Dinnerware, bone & durakasa
Crystal stemware and barware
Metal barware

Melamine dinnerware

Tritan drinkware and outdoor
Serve

Steak knives



Future Category Additions

vh"ﬁ
& d s .- é- :

Glassware Buffet and Hospitality Service Tabletop Accessories

+ Plate covers [ cloches + Baskets, fry service, bread
) ) sanvice
- Beverage service — 5 gallon hydration
+ Dispensers
- Induction heat and serve e
+ Mixed material gingle service buffet

- Buffet servers, tongs, ladles, etc.

) Lifetimeannds



Food Service U.S. Sales Coverage




Food Service Target Account Examples

Resort/Casino MGM Wasserstrom

Hotel 5LS Hotel Group Edward Don

Fine Dining Morton's / Landry's Edward Don
Casual Dining Cheesecake Factory Edward Don

Fast Casual

Zoe's Kitchen Tri Mark

Rental Party Rental, LTD Sold directly

L) Lifetimenands



Commercial Food Service
Initiative Summary

Expected Commercial Food Service

Revenue in 2020 M | I%SA
HOSPITALIT =

Potential Market Penetration

Target Lifetime Addressable
Commercial Food Service Market
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Lifetime Brands International Footprint in 2018

UK 75%

EMEA 20% JefRE" _

South
America

0y
Far ]




Built Leading Portfolio Through Opportunistic M&A

Transformed three underperforming brands to create competitive
international player

November 2011 CI‘E&ﬁVetDDS"

January 2014 KitchenCraft L LifetimeBrands

werzos < |ACAFETIERE
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International Transformation
Overview

Repositioned international business to thrive and
compete in the new retail environment

+ Consolidating © warehouses into
Rightsized workforce and sourcing
~ Refreshed leadership team

~ Realigned our product portfolio to enable the right
to win in international markets

+ Re-evaluated our international market approach

L) Lifetimenands




Purpose Built Distribution
Center

Flanned and executed move from low bay, inefficient operation
to a state-of-the art European hub

NEW CENTR
DISTRIBUTIOH

L) Lifetimenands




Rightsized Workforce and Sourcing

Restructured teams to increase efficiency and drive cost savings

- Consolidated sales into one team, allowing for
cross-selling opportunities

- Consoclidated finance into one team, increasing
effectiveness and accountability

« Integrated Hong Kong and Guangzhou sourcing
teams with Lifetime’'s operations




Realigned Product Portfolio from European
Centric...

KitchenCraft ey creativetops’

H =
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..T0 an Internationally Desirable Portfolio

s,
_‘"-—--J' COLOUR
Chefn Sty A
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Case Study: Built’s International Growth

35

3

25

2

15

1

05

0
§ Millions Europe
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Asia

Total

BUILT

m 2018 (First
Mine Manths)

2019 (First
Mine Manths)



The International Opportunity

Opportunistic and tailored approach to intermational expansion

« Presence in
over 100 markets

« Approach new
market entry with

tailored country by
country plan

- Total addressable
market internationally
of $81.6 billion

A STRONG PLATFORM FOR FUTURE GROWTH




International Growth Initiatives

EUROPE
Introducing country managers, beginning with France and Germany

ASIA

Targeting Chinese market through E-commerce

AUSTRALIA I NEW ZEALAND
Expanding product offering in 2018, including introducing KitchenAid

UK
Expanding through E-commerce, drop-ship and direct-to consumer opportunities

FOOD SERVICE
Launching Mikasa Hospitality and Taylor Professional in 2020

() LifetimeBrands



Brexit Implications

- Ongoing challenge for past 3 years

- Uncertainty has caused a 10% decline in
2019

- Clarity on Brexit should allow for
normalization of revenues

- Prepared for potential outcomes,
including ensuring ability to supply even
in a hard Brexit

L) Lifetimenands




Adjusted Operating Income Growth

Projected to achieve profitability in 2019 and grow to $4.0M
in Adjusted Operating Income'® by 2020

4.0M

0.BM

(04184

2018 (1) 2015E (1) 2020 Outlook (2)
£ USD Miltans

1} Adumiod Dpersteg noome mgresenty @ ron-GARP francisl mossers Tha non-GAAP francisl ressers m peoyided beosess e Compasy sen | n evsiustrg i Inencesl seselby and endy snd sa e indosion of Busrew, pedormrence
j St apnireciin CuleGuedl K08 8 PRCORitnn 10 I P Sty ConTpiaable DAAP Fuiardn.

Fegrenanin & o AP francisl Pesners Tha mon-CAARP inancial Paamars ) pevickss bt Fus Company #5 i in svsusirg i Insncisl reby s fends sed @ e indcstor o Suvnees pelomrascs
] e Ml o, bt . ks KifodtEn] AL Wcbbasi 0 | S LA Do oo SRS s Bl R 8 S . s B b, Bkt i, Dok [t
g e, i o el ol e g bty suliembid. Fin gy, o i o bonges oty ssbeeh ] Wbpeopad sk, e e ol 11 B imrgpery ' kel



2022 Incremental Sales Targets
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Sourcing and

Operations

Tim Simmone




Corporate Operations

Shared services support each line of business

LINES OF
BUSINESS

Forecasting

Planning & Purchasing
Sourging
Transportation & Import
Quality

Customer Service

Call Center

Centralized Operations group allows
streamlined overhead costs, while
building “best in class” functions to
support our divisions

Structure allows seamless integration
of future acquisitions



Supply Network




Global Sourcing

Current sourcing initiatives worldwide balance China tariff risk

1,500+ factories
located in 28 countries
across the globe

New Global Sourcing

VP appointed to o
explore sourcing “
opportunities outside 5
China, primarily in

Vietnam, India and

Mexico




China Sourcing

Lifetime China employees provide
sourcing services and support

Factories in China, directly aligned
with Lifetime local office divisions

Highly capable group performing
diverse functions

L) Lifetimenands

11 Employees

91 Employees

87 Employees







Demand Planning &
Purchasing

Forecasting Details

is collaborative and aided
by S&0OP process

done through a
standard SAP MRP process

L) Lifetimenands




Logistics

Container Management

» LCL is limited to anly a handful of containers a year

+ Innovative “slip sheet” container loading program
implemented to reduce handling labor at
warehouses

- Megotiate directly with shipping lines for most
competitive container costs

Order Tracking

« Top 15 major suppliers are using SAP SNC to
directly coordinate orders, shipments and invoices

« All other orders are tracked and entered by the
logistics team in China or local offices

() LifetimeBrands

7,300 + containers shipped L

™

China Domestic Warehouse 17
China Warehouse for

export to International 68
customers

LTBE 934
USA Warehouses 6,109
Point of Entry Shipment 196
UsSA

Grand Total 7,324



Distribution

Channels of Distribution
(TTM, US Only)

71%
22%
4%
3%

Wholesale
Import Direct
DTC

Wholesale Drop Ship




Distribution

= 0= 74 I
Piece picking directed wark application drives path / rw r - rF‘ FFI
efficiency, allows easy training and captures : = -
productivity for improved labor management. SHORT ) | s .
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Focus on Operational
Efficiency

Fine-tuned practices for sourcing, demand planning, purchasing,
logistics and distribution create in
global supply network

Centralized Operation group minimizes overhead and provides “best practice”™
support 1o all lines of business

Global sourcing supported by capable, dedicated organization that leverages
buying power for lower product costs

Industry leading Cuality Management system through our proprietary Quality
app

LTE Sales Portal for Sales, Marketing and Operations collaboration for better
Customer fill rates and lower inventory

Efficient container management through consolidation and competitive
container rates due 1o direct steamship contracts

Flexible distribution centers for efficient order processing of both wholegale and
diract 10 Consurmer orders

L) Lifetimenands




Financial Platform
to Drive Growth

Larry Winoker




Summary of Recent Operating Results

Pro forma 2018 =

(% in millions, except per share amounts)

Met sales $216.5 $209.4 $508.0 $4T6.3 $502.1
Income (loss) from operations before charges 17.0 151 3.0 (0.8) 28
Impairment af geodwill (9.7} {2.2) 9.7) (2.2) (2.2)
Income tax (provision) benefit (15.1) 0.9) (6.8) 4.7 4.3
Mt (loss) income $(13.5) $8.0 §(29.9) S11.7) $(10.7)
Diluted (loss) income per commen share $(0.66) 5029 $(1.46) $(0.61) $0.52)
Adjusted diluted (loss) income per commaon share (1) $(0.13) $0.41 $(0.55) $(0.30)

Adjusted EBITDA (1) $258 §22.7

(1) Adpsisd diuted foms) ncome i commeon shan snd sdpaied DETDA sepresent non-GAAR franceal rasssunss. Thiss ron-GAAF financial medsurs e proaded Beciuss e Compacy Lass
Fram N gvshabng ds fnancal resds and bends and as an ndcaior of aness perfommance  See appendo pages v a resoncilaton W the most deectly companbis GAAP measres

Lifetimemnds
m @ Proforma 2098 indhudes Filament, acquised on Masch 2 2088 an if f wan soquised on Jaruary 1, 301&



Company Generates Strong Cash Flow While

Maintaining Low CapEx

(8 in milions)

Consistent Adjusted EBITDAM Low CapEx®
Generation
$65.5 ons . sean
£608.0
§7.9 #1041 100
2018 PF LTM Sep 2019 019 E NEFF  LTMSep20i8  2019E

1) Adpsted EBITDA represents 8 non-GAAF francal messse. The non-GARFP Tnancial measue & proadsd becaus the Somparny uies & n
awBhaling its Sancial resuls Sl Tends B a5 BN NI of Dusiess PeTiONTande. Sed Bp{ardin Baged K § MOOnoRali 10 1 Mas! deectly
Fompacsbie LALP measue

[ Usrealined ayragy sdnings

W Inciusies mows 15 ne Satriboton ity n U S for 010 and UK i 00 Mertsnscs CapEx m spproaamatsly ¥ T milon

i€ Fres cash fiea & nonGAAFR francad measurs. & caloulsied s Adpaded EBITDA minus Caps

L) Lifetimenands

Strong Free Cash Flow™

3576 $50.5 1580

2018 PF LTM Sap 2019 2B E

Pt

2018 FF - Pro forma 2048 inchudes Filament, aoguired on arch 2, 2008, s f £ wan
moquened on sramny 1, 2018

AP E ~ mad-range of subiook pubésred on Nowmbe 7. 2018



Attractive Credit Facility with Limited Financial Risk
EE T e Mme e Tme

Term Loan Agreement
has no negative
financial maintenance
covenants

+ Minimal required Term
Loan amortization
(32.75 million per year)

(1) Adjusied EBITDA represenls & non-GAAPR fnancal meatere. This non-GAAP fnancial measune & provided because the Compdany wiss il in evalualing /s
financial results and rends and &% &0 ndcalor of Business pedomance. See apperdoc pages for a reconciialion 1o e mos] drectly comparable GAAP

PSS

Credit Facility due 2023

Senior Secured Term Loan due 2025

Less: Cash

Net Dabt

LTM Adjusted EBITDA I

Lewverage Ratio

01.2

2709

(4.8)

3573

$506

51x

5442

276

{10.5)

306.0

3688

il

{5 in milligns)

255

2722

{6.1)

2626

2807

4.2x

2

2729

(78)

3074

5655

47x

$87.2

2738

(5.8)

385.0

3653

5.dx



2019 Financial Outlook

(% in millions — except per share amounts)

MNet sales $745 10 5750 57304
Income from operations $136w0 5176 g7
Income from cperations, excluding SKU rationalization and impairment of goodwil $31.8w0 5358 5248
Met loss $(8.8) 10 $(5.8) ($0.3)
Basic loss per common share $00.43) 10 $(0.28) (50.01)
Adjusted net income (1) 39603126 -

Adfjusted dited incorme per eommon share (1) $0.47 10 $0.61 -

Adjusted EBITOM (1) before unrealized synergy savings and limitation 566 1o $70 §57.0
Adjusted EBITOW, before imitation (1) 36610 570 $65.5

(1} Adjersted il Inwms Mlﬂmﬂ INCOM: par comeman shans and mlﬂ EETMI'BFMM non-GAAP inancial measunes. Those non-GAAF maasures

ane praded baca i Lol the Compary issas hase & i thr Company's on-going Snancial nesulls and ends,
mnwnrwum&rmwmmum al S pPanedin OF B NEONCHASN B0 1his mast difmclly Companatbe
() Lifetimefioands GAAF moasure -

(2} Pro foama 2018 incudes Filimenl, acquinsd on March 2, 2018, as i & wag acquired on January 1, 2018,



Impact of Tariffs and Mitigating Actions

Actively monitoring the changing tariff environment and have strategies in place to mitigate the impact of
tariffs on goods manufactured in China

Lists 1-3 Impact List 4: Products affected yet to be determined

+ Experienced marginal reduction in shipment as higher + Objective of actions is to neutralize impact on gross profits
prices have reduced demand; to date, this has not been o o .
significant + Strategies include achieving reductions to costs of goods,

reducing costs to supply chain, reducing administrative
« Believe we will continue to see some temporary negative costs and discretionary spending activity

impact on margins until mitigating actions are fully realized
P 9 itigating Y - Pursuing price increases where appropriate

Applying for exemptions - already received exemptions for
certain products

While the financial impact from tariffs is immediate upon
implementation, there is a lag in realizing the financial
benefits from mitigating actions

Revenues continue to be consistent with our expectations

) LifetimeBrands -



Capital Allocation Priorities

o De-lever to Debt/EBITDA below 3x

o Improve inventory turnover — STAR and NPD stage gate process

o Sell non-core assets — SKU Rationalization
o Disciplined M&A

o Maintain current dividend rate

o Opportunistic share repurchases

() LifetimeBrands



Path to $90+ Million in Adj. EBITDA® in Next 5
Years

Low single digit growth in core Develop meaningful position in
Key Drivers business the commercial food service
market
Expand sales in international Stable gross margin —
markets normalization of tariff effects

Leverage distribution and an 30% of Grupo Vasconia, Whi‘.:h
administrative infrastructure is non-core and has a current trading
value of $33 million

] Adprsned EBITUA regeedants & non-CAAR bnandu medbae The Aon-GALS Snancedl Medsure i prowded Deciuts the COmpany s 4 o evhuding 15 Snancal resulls Bl mends e 34 B0 Sobosiod of
i padomancs. The Company & ol providng B quntititie secorchslon with iesped! 10 1 oresd-looking non-OAAP mslire N iehiros on the “uriesscnible sflom’ excepbon sl koth s SEC
{-'.' e rudirs because Sertsin Srancial information, tha probisbls sgnificanoe of which canrol e determinad, i rol aveilsbis e carnc! be sesscrably sstmated. For sxmpie, the impact of U S kasfls, which ane oot
UhetimeBronds e ot ard semante rpisted couts Seoard o the b g mroun of b sogunion, Weach canncl b tescnasly sbmated



Five Year Financial Objectives

Sales Growth - Organic (CAGR) 12 2%
Sales Growth - with Food Service (CAGR) 1@ 4%
Adjusted EBITDA!H2 Margin 10%
Capital Expenditures $6 — & million
Cumulative Cash Flow $2$|“_uﬁ15
Adjusted EBITDA!H2) $90+ million

Key Assumptions

Sales growth Includes channel
and gecgraphic expansion

Leverage of existing
infrastructura

Continuous improvement in
operating efficiency

Normalization of tariff effects

Mo change in fareign exchange
rates or interest rates

lllmeHTD‘tmﬂdumWWﬂw This non-GAAF brancal masese & povided becess e Company waes & n sakatng o lnancal rests and bends and os an
Ensmineas g

incaiod ol

2 The Coampany i nol providing & guaniialive reconcihiton wilh sesped! 1o Feds foreied-loskong non OAAP medsuris i rlisds o e ‘urssscnable efors” eeceplion el ko in SEC rules

bacaums certain rancisl inlormation, the peobable sgrificanos of which cannct b defsrmenss, s nol svadabls sndl canncl be ressonably sstimated. For scampie. e impactol LIS by, which are ouf

1o

of o Company v ooniTol. angl geicn related Gosts depend on e tming and anunt of e sogustons . wheoh Canrod Se ressonatdy estrmated



Strong Financial Foundation for Growth

Significant cash flows will enable continued delevering, investments in growth, and spportunistic M&A

&

Steady Cash
Flows

80

Improving
Leverage Profile

€S

Disciplined Capital
Allocation

Strong Free Cash Flow

Proceeds from continued
SKLU rationalization and sale
of non-core assels

Growth initistives yielding
additional cash flows

Attrdctive, Wnwrigk credi facilily

Use gfrong cash fiows 1o pay
down dabl

Targat <3 lewerage rato by
2022

Low CapEx requirements

Strategic and opportunistic
MEA strategy

Integrafionirestructuring costs
mosily complated

Maintain dividend rate

o o

Commitment to
Shareholder Returns

Committed to maintamng dwvidand

Consider opportunistic share
rapurchasas

Drivii: Sharg: Brice Frprowsm int



Conclusion

Rob Kay




Lifetime Brands 2.0: A Transformational Opportunity

Merged two industry leaders to
create a powerhouse in
consumer durable products

2018 successfully focused on
integration of one unified
business platform and
achievement of a leaner cost
structure

@ >

2019 strategy focused on
optimization

)

Value Creation Drivers

Streng futwne cash flow from core Businass lines

Supplament cash Aow generation over naxi couple years
through monatarizaton of sranded assels

Portiolio optimization and focused busingss model wil
yield $trong results for cone

Aclively seeking opporiunities 1o engage wilh condumers
in M channels and new ways

Actively looking to enter new adjacencies and calagornes
ta increase market share and improve margin and growth
praofile

Anticipate that LT Eurtpe restructurs will maaningfully
imprewvi growih and profitability of this Business entity

Expact that International sales affom will Bring growth from
corng in new gecgraghes

Beligve that Food Service launch will bring gromth and
market diversification

Value Realization

Increasing float and instittional
sharehaldings

Expanding irvedtor relations plalform
Foocused on increasing shanaholdar
value through debl reduction,
praviding a cash fow retum on assats

Growth initiatives yielding additional
cash flows






'Summary of Recent Operating Results

Three Months Ended Nimne Months Ended
Seplamber 30 September 30

Pro forma 20189

{5 in millions, excepd per share amounts)

Met sales $2155 $209.4 $508.0 $4T6.3 $502.1
Income (loss) from operations before charges 17.0 1561 30 {0.8) 28
Restructuring expenses (0.3) (0.B) {1.1) {1.4) {1.4)
Impairment of goodwill 8.7 2.2) (2.7) (2.2] (22)
Income (loss) from operations 69 123 (7.9) (4.3 (0.8)
Interest expense and loss on early refirement of debt (5.2) (5.6) (14.8) (12.5) (14.6)
;;ms:POH} before income taxes and equity in 18 57 (22.7) (16.8) (15.4)
Incama tax (pravision) benefit {15.1) (0.9) (5.8) 47 4.3
Equity in (losses) earnings, net of taxes (0.2) 0.2 {0.4) 0.4 0.4
et (loss) income (135 S60 S0 S01.0 S10.7)
Diluted (loss) income per common share S(0.66) S0.28 S(1.46) S0.61) S0.52)
Adjusted diluted {loss) income per common share (1) S013) S0.41 S(0.55) S(0.30)
Adjusted EBITDA (1) 5258 s227
13 At St (K88 ol (6 DOMPTeen Shind and Sdpsted EBITIA i et man-GARF ancisl reaiurnis Thiss iof GAAF Srarcdl Meddures B8 prowdded Dosiukd e COMary s M b
L‘jw wvnbmbng 4 Snancal results and lrends and 4 80 rccsts of buaresa perrmance See apgeedis cages b a8 seconokalion ¥ The moal deectly companatie GAAF memares

(2 Prodowne 20HE aoiudes Flarrent. pogured on Macn 2 2018, o # § wes soquered on Jaruary 8, 2018



Adjusted Net Income — U.S. GAAP Reconciliation

Adusted net income (Ioss) and adjusted diluted (Jo34) incorme per common shane (in thousands, except per share amounts):
Nina Months Ended

September 30,
2019 2018 2019 208
Met (loss) income as reported §(13.519) 55,548 % (29.899) $(11,707)
Adjustmenis:
Acquisition related expenses — 43 151 1.243
Restructuring expenses 338 552 1,118 1,353
integration charges 235 103 1,104 245
Warehouse relocation a8 55 1,086 2,807
Loss on early retirement of debt -_— -_— _— 66
Other permitted non-cash charges — 307 — 1,510
Unrealized gain on foreign currency contracts — {180) _— (1,909)
Impairment of goodwill 9,748 2,205 9,748 2,205
Deferred tax for foreign currency translation for Grupo Vasconia -_— (581) _— (275)
SKU Rationalization — — 8500 -
Income tax effect on adjustiments (422) 9 (3.027) (1.080)
Adjusted net {loss) income §[2,738] §8.451 §(11,208) §(5.738)
Adjusted diluted {loss) income per common share §(0.13) 5041 £(0.55) £0.20

() ifetireeands



Adjusted Net Income — US GAAP Reconciliation
2019 Outlook

(In millions — except per share data)

Net loss outlook $(8.8) to $(5.8)
Adjustments:
Acquistion related expenses 02
Restructuring, warehouse relocation and integration expenses 4.4
SKU Ratienalization &5
Goodwill Impairment a7
Income tax effect on adjustments (4.4)
Adjusted net income outlook m
Adjusted diluted income per commen share cutlook £0.4T 10 5061

L) Lifetimenands



Adjusted EBITDA — US GAAP Reconciliation 2019
Outlook

{In millions)

Met loss outloak $(8.8) 1o 35.8)
Add back:

Income tax expense 2t03
Interest expense 20
Depreciation and amortization 4.6
Stock compensation expense 50
Acquisition related expenses 02
Goodwill Impainment aT
Undistributed aquity eamings 0.4
Restructuring. warehouse relocation and integration expenses 4.4
SKU Rationalization 85

Adjusted EBITDA outlook, before limitation 566 1o §T0

L) Lifetimenands



Adjusted EBITDA — U.S. GAAP Reconciliation LTM
September 2019

Three Months Ended
Sapiember 30,2010
(in thousands)

Ned income (fo5s) as reporied $9.987 $(4,867) §(11,513) $11175 34,782
Undistributed equity (earmings) losses. net (128) 16 L] 210 267
Income tax provision (benefit) 7.558 (2,458) (5,795) 121 (574)
Interest expense 5,591 4822 4,604 5172 20,378
Depraciation and amortization 6,522 6,359 6.290 6,122 25293
Impairrment of goodwill - _ - — —
Stock compensation expense 1,108 |07 1,193 1,505 4,713
Contingent consideration fair value
adjustmen (1,774) — — — {1,774)
Unrealized gain on forgign currency contracls (33) -_ — -_ (33)
COther permitted non-cash charges — — — — —
SHU Raticnalization — — B.500 — 8,500
Acquisition related expenses 523 151 _— -_ G674
Restructuring expenses a7 608 173 337 2,089
Integration charges 433 174 605 235 1,537
Warehouse relocation 118 215 — B81 1,214
Progected synergies -_— _— _— -_ 2,523

Adjusted EBITDA, before limitation $ 30,878 58,127 $4,306 $25,758 $60.500
Parmitted non-recurring charge limitation (8,471)

Adjusted EBITDA 61,119

c'-' LiftimeBinandy  “\dusted EBITEA i 8 ron-GAAR fnancial reicrs which i defred in Bhe Company's dett agreements. Adussed EBITEA & debred sa. et income (oas), sdusbed 1o aciude undatriuted squty in (sarmiegs)
Iopaas, oo I8 provasn [tenell | sbaeal depracahon bnd BTAniabon, wck COMEIton EpEd | B TRLL ieGraiaaon aenss.



Adjusted EBITDA — U.S. GAAP Reconciliation LTM
June 2019

Met income (loss) as reportied
Undisbributed equity (eamings) losses, net

Income tax provision (Denefit)
Intaras! expansa ;
Impairment of goodwill !
Stock compensation expanss 1,268 1,108 907 1,193 4,476
Contingent consideration fair value adustmeant - (1,774) — — (1,774)
u zad gain on foreign o y contracts (180) (33) — — (223)
Oitver permitted non-cash charges 307 _ - —_ 307
SKL Rationalization — = 8.500 8,500
Acquisition related expanses 43 523 151 — T
Restnuctuning expenses 552 a7 608 173 2,304
Integration charges 103 433 174 695 1,406
‘Warahouse relocation 55 1é 215 -_ 388
Projectad synergies — — - -_— 4 TEE
Adjusted EBITDA, befors limitation 522722 $30.876 56,127 54,306 68,784
Parmitted non-recurmng charga bmitation (8,008)
Adjusted EBITDA, $80.,786

GW MEBHEA.--rli-mlm-M-Mn -tnmpm.-a-u-gc—m«-mim D08 b darirsd am: ref ircora (loas), sdpibed b anciude undislriuted quly in (Baminga)
ey, imosimay la provatnion [banell]. mleret. o iz e pasisaton, maperas . wnc SHLI tesnadaanon siperss. 113




Adjusted EBITDA — U.S. GAAP Reconciliation LTM
March 2019

March 3

Met income (loss) as reported S(6.057) %5948 59 587 54 BET) £5011
Sulbiract out,
Undistributed aquity (eamings) lossas, net (155) {185) {128) 116 1352)
Add back:
Income tax provision {Demnedit) (1,765) ] 7.558 (2,458) 4.241
Interest axpense 4 BT6 5634 5,551 4522 20,823
Depreciation and amonization 5422 6078 6522 5359 25379
Impairmeant of goodwill — 2205 — — 2205
Stock compensation expense 21 1268 1,108 a0y 4204
Contingent consideration fair value adjustrment — — {1.774) — {1.774)
Unrealized gain on foresgn currency contracts. (212 {150} (33) — {2 335)
Other parmitted non-cash changes 816 307 — — 1.223
Acquigition relded expenses esh| 43 523 151 1.108
Restructuring expanses. 385 GEZ 71 &08 2526
Integration charges 10 103 433 174 B20
Warehouse relocation 168 55 118 215 356
Projected synargies — B.063
Adjusted EBITDA 53310 S0 S30876 S6.121 563,658
Acpaied [BITOA i 8 non-GRAF financial msasuns which i defines] in the Company s et agreements. Aq\.ue B TEUA iy v raf imooma (loea), sdjusted i enciucs undisirbeted squly in (samings)

ppa, 00Tt proresseon [Daneli]. irterest apenes GRpeCton Snd SToraaion, e it of goadwel, EI00k COMETARTOn SDETaE . LRI g 0N fonen GUnency [orteacte B et ron-cah

GW Wuhnhnmmmmcwwwmwwmmwnmmmh-mﬂmmﬂw Fursant 12 the Corpany's Debd Agreerercs sdusied
EBITIMA iise inchudes cfuntsients, b i Soguiniion of FLafent, selructinng xsarel. megraton thises, wanthouss felooaBen epafms i ooel iring §y7arges propeciid by the Comparny i & il of
aciors taken Prough March 31, 201 Duwluhlmaﬂ'ﬂ-:ﬂﬂl 210 et of T berefits cealoed



Adjusted EBITDA — U.S. GAAP Reconciliation LTM
December 2018

Thoausand s}
Hat {loss) incomae as repared S[11,558) 56548 $9.967 S(1,7a0
Subsract out:
Lindistributed equity (eamings) losses, net ( (185 128) {545
Add back:
Income tax prowision (bensfit) (3,810} , 006 7,558 2,888
Intenes! expenss 2103 5,634 5,581 168,004
Loas on early retinement of dabl &3 — — - 86
Deprecsation and amorization 4,308 6,422 6,078 6,522 23329
Impairment of godwil — — 2205 — 25
Stock compensation expansa 838 521 1,268 1,108 4135
‘Contingent consideration far value adustmant — — — (1,774) (1.774)
Unmealized loss (gain) on foreign cumency contracts 343 2,112) (190} (33 (1.542)
Cahr permitied non-cash charges 247 216 w0y = 1,510
Acquisition related expenses ana | 43 5231 1.766
Regiructuning axpanset 408 335 E52 a7 2,324
Integeaticn charges 35 110 108 433 BE1
Warahousa relocation 2,364 168 55 118 2725
Fra forma Filamen! adgustmeant 3,328 = = = 3,326
Frojecied synergies — — — —
Adyusted EBITDA, bators kmitation S50 S350 22722 530876 565 525
Pormitied non-recurming charge lmitabon {B05)
Adjusted EBITDA £ 64920

Adpsted EBITDA i 8 NoreGAAR RNancial mMassing sich i orbnsd in he Company's 060 sgresments Adpasted EBITIA i deBnad i nal incomes (0841, S0180 10 S5Thas UnahrBatid Sty 0 8Tengs (o)
DD L [Orveale JRenill | eeetedl. e O ebrly elrement OF debt Sepiecuitan BRd BVRIThIB0N v et O QEDleil SO0k OO DRtRAT Sagebiae LIRS (300 | i O RNt SuTTency CORLORCES.
= e PTG Ch i s i wlse R EOCAEN GO, RSB Pt e PO S, B @ AO-GiEh Shiges S B8 @ W vk Bdhabnent o Sonngen conaxkeabon ind
c'_l LifetimeBnands prcrue sccouning sduatment 1o steg-up the tar vaius of scgured imventory Adunded EEITA rchdes pes forma acpnirenty, parm S nder e deld agresments, for the scgumiion of Filament and proscied
oMb LRGR, SpATELI @D TRdUCEONE, METUCHLING ChaIQEE S avpanes Snd ooul RAng Kyrapa. prpcied by B Company se 8 ress of soione bscen Frough Decerrbar 11, 7018 or sxpacied 1o ba aken
o of December 37, 2018, net of e beredis ealied



Adjusted EBITDA — U.S. GAAP Reconciliation LTM

September 2018

Septemberd0, 2018 June30, 2018 March 31,2018

el incorme (loss) 85 reporied 55,948

Subtract out
Undistributed equity in (earmings) lases, nat (185)

Add back:
Income tax provision (banefit) 905
Inbireest dxpanse 5,634
Less on early retirement of dabt —_
Deprecistion and amortization B,07E
Siock compensation expanse 1,268
Impaiment of goodwill 2,206
Unrealized (gain) loss on foreign curmency contracts (190)
Other parmitted non-cash charges o7
Pemmitied acquisition related expenseas 43
Pamitied non-resurring charges. 0
Pre ferma Filament adjusiment —

Twele Menths ended September 30, 2018, Pro forma

prejectad synergies —
Adjusted EBITDA, before limitations 22702

Peammitiad non-recurring charge limiations
Adjusted EBITDA

in thousands)
$[5,057) £(11,558)
{155) {77}
(1,785) (3,210)
4578 2,102
— B
6422 4,308
a1 838
2.112) 393
916 287
381 808
873 2,828
- 3,328
2510 §(520)

Twehve months ended

December 31, 2017 Seplember 30, 2018

1,251
265

B 163
1477

3,468

169

2,424
1331
10,605

$29, 767

$(10,456)
(152)

3,500
13,590
=]
20278
3,835
2,206
{1.740)
1,510
3667
5,638
13,931

5423
5253
__(508)

EE64.788

Aiustied EBSTDA i @ ForGUAAP fndncial Maasing shech B orbned in i Compsey's oebl Sonesments Adhsted EBITIW i dafned i il oo (06), S5Usied 12 sxche Undirbulid s4ulty i S8Tengs
iirases) reome lames rteresl | lodaes o early refrererd of Aot decrecabon and anortiation imparrrert of goodall stk comperndlen eTperia  Lrreaiied | s on eege cunency corbrects
L’jw peemited nor-eecLITIng Charpe. tuch S0 MVECENGE EIPENE, WrsFouRe IHoCalion conts, baneton penes and resinachuring spemes, and 8 non-cash puchase scoounting adpnment 10 sep-cp e far valos

of acapared vy, Adpated £ TOA ncludes pro fonma SdussTsnts, parmitted under the debt Sgnesments. 1or the SCOusSon of FASTIE 3 CIOiected COR BIMIGE, Sperang

EEPANISE ICCONE, IEETUChIg

charges B exparass 3 CoE BN BTWIDEE ORoled by the Company ae 8 result of pihone taken thiouph Seplember X0 2018 of especied %0 be taien os of September 30, 2018, nit of re baaredite reskred



International Adjusted Income from Operations —
U.S. GAAP Reconciliation 2018 Full Year and 2019

Outlook

Year Ended December 31, 2019 Outlook
2018
(in milions)
U.S. GAAP Income From Operations 3(5.40) $(15.5)
Add back:
Restruciuring expenses and integration charges 0,20 220
Impairment of goodwill 2.20 980
Depreciation and amortization 4.50 4.30
Unrealized loss (gain) on foreign currency contracts (1.50) -
Adjusted Income from Operations E(0.40] £0.80

() Uifetimeands



