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Notice for Investor Presentation

Our presentation and the related webcast contain non-GAAP financial measures, which differ from our
reported results prepared in accordance with U.S. generally accepted accounting principles (GAAP).
These non-GAAP financial measures of operating results, as applicable, exclude the impact of the
following: gain on sales of non-core product lines, costs related to the sale of land in Mexico, charges
related to devaluations in Venezuela, restructuring charges and certain other items. We may also refer
to organic sales growth, which is Net sales growth excluding the impact of foreign exchange,
acquisitions and divestments, or to free cash flow before dividends, which we define as Net cash
provided by operations less Capital expenditures. A complete, guantitative reconciliation between our
reported results and thesenon-GAAP financi al measures is avail abl
our web site at http://www.colgatepalmolive.com.

Our presentation and the related webcast are integrally related and are intended to be presented and
understood together. In addition, they may contain forward-looking statements. These statements are
made on the basis of our views and assumptions as of this time and we undertake no obligation to
update these statements except as required by law. We caution investors that forward-looking
statements are not guarantees of future performance and that actual events or results may differ
materially from those statements. |l nvestors shoul
and Exchange Commission (including the information
Company6s Annual R eKpfor the yearrendEdoDeaemei031, 2014) for information about
certain factors that could cause such differences.
|l nvestorso section of our web site at http:// www. cC



Winning in Latin America



Today

® 2015 Q1 Results

® Looking Ahead



Good results In a
challenging environment



Volume
(excluding
divestitures)

Organic
Sales
Growth

2003-08
CAGR

Topline Growth

2009

+6.2%

+6.9%

+0.5%

+6.5%

2010

+3.0%

+3.0%

2011

+4.0%

+4.0%

2012

+3.5%

+6.0%

2013

+5.0%

+6.0%

2014

+3.0%

+5.0%

+4.0



Gross Margin
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Operating Profit
(SMM)
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After-Tax Return On Capital
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Free Cash Flow Before Dividends
(SMM)
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CAGR: +10.0%
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A year of external challenges



6.0%

4.0%

2.0% -

0.0%

-2.0%

-4.0%

-6.0%

-8.0%

-10.0%

-12.0%

Foreign Exchange

+5.0%
+2.3% +2.9%
+1.7%
: —
-1.7%
-4.0%
-6.7%
2005 2006 2007 2008 2009 2010 2011 2012

-3.7%

-9.2%
-10.1%

2013 2014A 2015E 2015Q1



Foreign Exchange 1 Latin America
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GDP Growth Rates

US

Euro Area
China

India

Russia

Latin America

Vil

Source: IMF

2013
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How will we meet these
challenges?



With a sharp focus on
our proven Strategic Initiatives



Key Strategic Initiatives
® Engage to Build Our Brands
® Innovation for Growth
® Effectiveness and Efficiency

® Leading to Win



In spite of slowdown,
Latin America will remain strong



Col gatedos Latin
Organic Sales Growth

Q1 Q2 Q3 Q4 Q1
2014 2014 2014 2014 2015

+11.0% +8.0% +6.0% +12.0% +9.0%



Market Share

® Strong leadership in Oral Care



Latin America Market Shares (ex. Venezuela)
#1 Toothpaste
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Latin America Market Shares (ex. Venezuela)
#1 Manual Toothbrushes
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Latin America Market Shares (ex. Venezuela)
Strong #2 in Mouthwash
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Market Share

® Strong leadership in Oral Care

® Strength beyond Oral Care



Market Leadership i Latin America

Toothpaste

Manual Toothbrush
Mouthwash

Bar Soap

Hand Dish Liquid

Fabric Conditioner
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Household Cleaner
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Latin America Market Shares (ex. Venezuela)

#1 Bar Soap
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Latin America Market Shares (ex. Venezuela)
#1 Hand Dishwashing
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Latin America Market Shares (ex. Venezuela)
#1 Liquid Fabric Conditioners
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How will we continue our
growth momentum?



Driving Growth in 2015

® Continue to lead in Latin America
® Continue Pricing focus

® Enhance capabilities

® Generate savings for growth

® Robust innovation pipeline across
all categories



Driving Growth in 2015

® Continue to lead in Latin America
® Continue Pricing focus

® Enhance capabilities

® Generate savings for growth

® Robust innovation pipeline across
all categories



Long-Standing Latin America Experience

] over 80 years
B Over 50 years
- Over 30 years
] Over 15 years



Leading in Latin America

® Locally relevant products



Colgate Maximum Cavity Protection plus
Sugar Acid Neutralizer

ADirectly neutralizes sugar
acids in plague before they
can harm teeth

AAbout twice as effective at arresting and
reversing early decay as fluoride alone

A20% fewer cavities than fluoride alone



Suavitel Aroma Intense

S &

'.

More fragrance all day long



Protex Omega 3

. Eliminates 99% o Bactrla

Takes care of the skin
Eliminates 99.9% of bacteria*

* Tested vs. E. coli



Palmolive Caprice Natural Recipes

Inspired by the goodness of Chile, Tomato and Nopal
traditionally known for hair repair and nourishment



At All Price Points

Serrarrive Dro el

LUMINGUS
i i s 4 e ! WH‘TE‘.

$30.30
Price

Benefits

Currency: MX Pesos



Leading in Latin America

® Locally relevant products

® Superior in-store execution



Colombia
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Central America



Central America
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Market Stalls T Peru



