


Forward-Looking Statements

I n this presentation, the use of the words fAbel i eve, rove,icc ofmitn tneured ,00 Afcraiil Mt, ai
Apositioned, 06 Aproject, o0 Aprojected, 06 Areduce, 0 s h dtoliddnfifpfornfiavdilobking atefents.u | d, o
Such statements include all statements regarding the growth of the Company, our financial guidance, our ability to navigate the current environment and

advance our strategy, our commitment to increasing investments in future growth initiatives, our initiatives to create value, our efforts to mitigate geopolitical

factors and tariffs, our current and projected financial and operating performance, results, and profitability and all guidance related thereto, including

forecasted exchange rates and effective tax rates, as well as our continued growth and success, future plans and intentions regarding the Company and its

consolidated subsidiaries. Such statements represent the ClefojraevgnésstThecur r ent
Company believes these judgments, estimates, and assumptions are reasonable, but these statements 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,a mong ot her s, t he C:
ability to comply with the requirements of its credit agreements; the availability of funding under such credit agreements;theCompany 6s abi |l ity t

adequate liquidity and financing sources and an appropriate level of debt, as well as to deleverage its balance sheet; the possibility of impairments to the
Companydés goodwill; the possibility of i mpairments to t kkawadpuogygchgndesini nt ang
general economic conditions that could affect customer purchasing practices or consumer spending; the impact of changes in general economic conditions

on the Companyds customers; customer ordering behavior; t heelapng tofheintegatior e o f
of any future acquisitions; changes in demand for the CompCompyadrsy gsr ondaunca gse me
team; the significant influence of the Companyds | ar ge s tradspolecyokthedrade poticies f | u c
of nations in which we or our suppliers do business; uncertainty regardingthelong-t er m r ami f i cat i ons heBuropeaAndJnidh; skortagss ofe x i t
and price volatility for certain commaodities; global health epidemics, such as the COVID-19 pandemic; social unrest, including related protests and

disturbances; conflict or war, including the conflict in Ukraine; macro-economic challenges, including inflationary impacts and disruptions to the global supply

chain, resulting in high inventory levels at retail; increase in supply chain costs; point-of-sales outpacing shipments; the impaosition of tariffs and other trade

policies and/or economic sanctions implemented by the U.S. and other governments; our ability to successfully integrate acquired businesses, including our

recent acquisition of S'well; our ability to achieve projected synergies with respect to the S'well business; our expectations regarding the future level of

demand for our products; our ability to execute on the goals and strategies set forth in our five-year plan; and significant changes in the competitive
environment and the effect of competition on the Company arsesandabkitgtb smaintainnc | ud
an appropriate level of debt. 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 contains non-GAAP financial measures, including adjusted net income, adjusted diluted income per common share,
adjusted income from operations, adjusted EBITDA, before limitation, pro forma adjusted EBITDA, before limitation, pro forma adjusted
EBITDA, adjusted leverage ratio, and free cash flow. 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 most directly comparable measure calculated and presented in accordance with GAAP in the statements of
Income, balance sheets, or statements 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 so calculated and presented. These non-GAAP financial
measures are provided because management of the Company uses these financial measures in evaluating the Company's on-going financial
results and trends, and management believes that exclusion of certain items allows for more accurate period-to-period comparison of the
Companyb6s operating performance by i nves t-@GAARfinanciatimeasnreslayirsdicadorsofMa na g e m
business performance. These non-GAAP financial measures should be viewed as a supplement to, and not a substitute for, GAAP financial
measures of performance. As required by the rules of the Securities and Exchange Commission (the "SEC"), the Company has provided
reconciliations of the non-GAAP financial measures to the most directly comparable GAAP financial measures in the Appendix attached
hereto.

Use of Projections

Thispresentation contains projections with respect to the Company. T
compiled, or performed any procedures with respect to the projections for the purpose of their inclusion in this presentation, and accordingly,

did not express an opinion or provide any other form of assurance with respect thereto for the purpose of this presentation. These projections

should not be relied upon as being necessarily indicative of future results.
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Lifetime Brands: Who We Are

Leading durables consumer products company with a focus on
home products

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

A Core market is U.S (92%)

A #1 positions in Kitchen Tools & Gadgets*, Cutlery,*
Barware Accessories, Bath Scales*; #2 position across
Tabletop categories

A Award-winning product design and development team

A 2 million ft2 of warehouse and manufacturing space
across United States, Europe, China and Puerto Rico
distribution network

A Best-in-class execution and operational capabilities

(J LifetimeBrands * Per NPD Group as of April 2022




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

Efficient global platform
with industry-leading
scale and operational
effectiveness
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Significant opportunities
in adjacent durables
categories for growth
above end market growth
rates

Dependable cash generation

in all macro-economic
environments
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Best-in-class innovation
engine to strategically
drive growth and
maintain industry
leadership

Proven track record:
management has
consistently demonstrated
financial success across
various end-market and
external environments



Li feti meodos Strong, Recogni

Portfolio of brands with targeted brand equity

FARBERWARE @ SABATIER ¥ TAYLOR éabbit chicago metallic

MIKASA. Pfaltzgraff ~ WALLACE YEAR&DAY WILroN TOWLE

ARMETALE

Swell @ «ihencatt [ kemenstchn
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Diversified Channel Strategy

Revenues by Channel Mass Market Off-Price Department Specialty WAIEROUSE
Stores Stores Clubs

Channels Walmart * rngcys WILLIAMS-SONOMA
ROSS Dillard’s Crate&Barrel BE
TARGET .
© BIGLOTS! K:’b;:s Sl Lafehle -
FredMeyer . | @
Ourlington blamingooles

Independent

E-commerce/TV | Supermarkets Commercial

Retailers

| amazon.com meijer
m Mass Market Specialty/Independent Over 7.000 Ecommerce
m Warehouse Clubs m E-Commerce/TV cwayfair I.I %q; indeper;dent s_ites for
m Off-Price m Department Stores P L retailers US @ (?(;rnescut;;c;
m Commercial m LTB Europe @ QVC SAFEWAY Y FOODS sales.
= Grocery mDTC i Bl-L0O
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Leading Positions Across Product Categories

Kitchenware

Cutlery

Kitchen & Bath
Measurement

Barware / Pantryware

Tabletop

#1 U.S. category supplier*
Leading national brands at key
price points, including
Farberware and KitchenAid

Core category with
complementary licensed
and private label brands

KitchenAid FARBERWARE
SABATIER 3 chicago metalic

Swell chef iy

KitchenCraft @ PLANETBOX-
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#1 U.S. provider*:

Open-stock cutlery
Cutting boards
Knife blocks

Farberware is the #1
selling cutlery brand in
the U.S.

FARBERWARE
KitchenAid

SASAKT
SABATIER 3

#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 market

TAYLOR SF\%’%

#1 U.S. wine/bar opener supplier*;
leading global barware supplier

Price points across a broad range

Spices are approved by the ASTA
and bottled in our own FDA
certified facility

Over 700,000 registrations for our
free spice refill program

Crabbic RET

b(:trggrcff kamenstein.

Leader in bridal, upstairs, and
housewares dinnerware

Top provider of flatware and
serveware with top brands in
each category

Cheers by Mikasa is one of the
most successful glassware
franchises

MIKASA. Pfaltzgraff
TOWLE WALLACE

SILVERSMITHS

Gorhary., W ILTON
—sn~Co ARMETALE

* NPD Group as of April 2022



Licensed Brands & Private Label Provide
Additional Growth Stream

Enable retailers to develop their own brands, aiming to KitchenAid'
minimize their start-up costs

allrecipes!

Broaden revenue stream to capture incremental market share
through supplemental brands 00¢ WILLIAMS-SONOMA

Capture opportunistic trends

Support retailers with market analysis, product assortments, — : -
promotional and merchandising solutions PRI BeaUtlfUI

By Drew Barrymore
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E-Commerce

Growth Across Three Distinct Categories

Pure Play Omni Channel Direct to Consumer
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swayfair amazoncom €OSTCO (9 TARGET Walmart I MIKASA.
€2 RJ8 THALLCOM WILLIAMS-SONOMA, INC. éabbit YEAR&DAY PLANETEOX:

Alibaba.com
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2018 Acquisition of Filament Brands Led to
Strategic Transformation

j/n: Merged two industry leaders
*  to create a powerhouse in

P
consumer durable products Post transformation i meaningfully increased market share in
core markets
rd-‘\ 2018 successfully focused on
k ,  Integration of one unified Transformation enabled Lifetime to execute on an
LB [HER D) E administrative cost-effectiveness campaign which noticeably
achievement of a leaner cost _ S
ST T increased profitability
O S . Combination of successful strategies and cost-effectiveness
SHaiedy ToCtsed on program allowed company to grow EBITDA from $65.5M in

E— optimization _
2018 to $95.1M in 2021

@(b 2020 executed on strategy
< and accomplished goals
established for Lifetime 2.0
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2022 17 Business Declined
Due to Macro Factors

Across the board, companiesdo shi &
Over-inventory positions at retail created by global supply
chain impacts left retailers with too high levels of inventory

Second half of 2022 showed an overall market decline driven by
inflationary and recessionary impacts

International business experienced meaningful market declines,
particularly in the UK as a result of economic impacts of Brexit.
War in Ukraine and its impact on inflationary and recessionary
Inputs impacted demand in Europe.

Throughout 2022, company didnodot [
in Europe although overall market decline offset the financial :
Impact of growth

Companyo6s Mi kasa Hospitality Food
due to macro impacts of inflation and other disruptions
() LifetimeBrands

*Management estimate



