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June 2016

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:

a charge resulting from the deconsolidation of the Companyd
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, divestments and the

deconsolidation of the Companyds Venezuel an operations, or
define as Net cash provided by operations less Capital expenditures. A complete, quantitative reconciliation
between our reported results and these non-GAAP f i nanci al measures i s avail abl e i

section of our website 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

statement s. |l nvestors should consult the Companyo6s filings
(including the information set forth under the caption fARI S
Form 10-K for the year ended December 31, 2015) for information about certain factors that could cause

suchdi f ferences. Copies of these filings are available in t|

http://www.colgatepalmolive.com.
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Today

® Consistent Results

® Focusing on Global Growth



Continued strong performance
In 2015



Organic Sales Growth

+6.0%
+5.0% +5.0%

2013 2014 2015
" Compl mMComp 2 EmColgate

Calendar year basis



Foreign Exchange Volatile
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Net Sales
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Compound Growth +3.4%



Gross Margin
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2004-2008, 2010-2016 exclude restructuring charges and/or other items



Operating Profit
<$M M 2 53,706 $3.058 $4,024 341405421 $3.988
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Compound Growth +6.8%

2004-2008, 2010-2016 exclude restructuring charges and/or other items



Shareholder value
IS Increasing



Total Return

20 Years
12/31/95 i 12/31/15

+1021%

+383%

S&P Peer Group Colgate



Total Return
10 Years

+206%

+125%
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S&P Peer Group Colgate



Total Return
5 Years

+80.8% o

+63.8%

S&P Peer Group Colgate



Total Return
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Total Return

2016 YTD
6/9/16

+9.8%

+6.7%

as% S

S&P Peer Group Colgate
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Dividends Paid

Per Common Share

Uninterrupted for 122 consecutive years

$1.14

Increased for 54 consecutive years $1.02 |
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Results supported
by consistent strategy



Key Strategic Initiatives

® Engage to Build Our Brands
® |Innovation for Growth
® Effectiveness and Efficiency

® Leading to Win



Sustained Financial Strategy

Gross Margin }
Overhead \
Advertising/
New Products ’
Operating Profit ,

Cash Flow



Today

® Consistent Results

® Focusing on Global Growth



Focusing on Global Growth

® Strengthening consumer engagement

® Innovating across all categories

® Leading in emerging markets

® Implementing powerful commercial strategies
® Generating funds for growth

® Leading to win



Focusing on Global Growth

® Strengthening consumer engagement

® Innovating across all categories

® Leading in emerging markets

® Implementing powerful commercial strategies
® Generating funds for growth

® Leading to win



Strengthening Consumer Engagement

Extending reach through
digital media



Investment in Digital
Digital % of Working Media

2006 2016-17 Target

2.5% 20.01 25.0%



Exam%igjtgl Media in Latin America



% of Latin American Households Using Internet

2016
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Source: EMarketer



Co/gate

Everyone deserves a future they can smile about




On Facebook




On Facebook

. Colgate Brasil

Your smiles have the power to guide her to a brighter future.
Our products have the technology to give her a brighter smile.
What a team. :) #ColgateSmile




On Facebook

In the Tuture your haie raght get whil and

you Keeping your s




On Facebook

= Colgate Brasil

In the future your hair might get whiter and your knees weaker,

but Colgate will be with you keeping your smile as bright as
always. #ColgateSmile




Strengthening Consumer Engagement

® Connecting where they live
® Connecting online

® Connecting emotionally



Colgate
All You Need Is a Smile



India: Scholarship Program
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In India
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Reaching consumers
worldwide



Kantar WorldPanel T 2015

Col/gate

Brand purchased by nearly two thirds
of households in the world



Worldwide Toothpaste Shares
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Worldwide Manual Toothbrush Shares
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Focusing on Global Growth

® Strengthening consumer engagement

® Innovating across all categories

® Leading in emerging markets

® Implementing powerful commercial strategies
® Generating funds for growth

® Leading to win



Pet Nutrition Home Care




3 times more powerful
Instantly whiter teeth



See and feel it cleaning




'RA STRENGTH &

Extra protection for
your sensitive teeth




Repairs sensitive areas of
teeth and prevents further
sensitivity



Breakthrough new device + ch ormat

"




4-zone bacteria-remoyv

for a whole mout
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24/7 bad breath control
with 100% natural extracts







