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February 2016
Notice for Investor Presentation

Our presentation contains 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 a change in
accounting for the Company’s Venezuelan operations, 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, quantitative reconciliation between our reported results and
these non-GAAP financial measures is available in the “For Investors” section of our web site at
http://www.colgatepalmolive.com.

In addition, our presentation 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. Investors should consult the
Company’s filings with the Securities and Exchange Commission (including the information set forth under the
caption “Risk Factors” in the Company’s Annual Report on Form 10-K for the year ended December 31, 2015)

for information about certain factors that could cause such differences. Copies of these filings are available

in the “For Investors” section of our web site at http://www.colgatepalmolive.com.
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2015

® Macroeconomic challenges

® Commodity pricing pressures

® Foreign Exchange volatility



Foreign Exchange Volatile
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Despite this environment,
solid results



Volume
(excluding
divestitures)

Organic Sales
Growth

2003-08
CAGR

+6.2%

+6.9%

Topline Growth

2009

+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%

2015

+2.0%

+5.0%



Organic Sales Growth Across All Divisions

2015
Total Company +5.0%
North America +2.0%
Europe / South Pacific +1.0%
Latin America +9.5%
Asia +2.5%
Africa/Eurasia +6.0%

Hill’s +6.0%



Gross Margin
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Gross Margin
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2004-2008, 2010-2015 exclude restructuring charges and/or other items



Operating Profit
($I\/I_M) T $3,858 $4.024 $4,140$4,215 $3,988

$3,615

$3,265
$2,959

$2,567

$2,339
$2,211 $2,239

$2,054

1,875
$1,773 :

$1,597

$1,185
$1,067

‘95 '96 '97 '98 '99 '0O0 'O1 '02 '03 '04 'O5 '0O6 'O7 '0O8 09 '10 '11 '12 '13 '14 '15
Compound Growth +6.8%

2004-2008, 2010-2015 exclude restructuring charges and/or other items



Free Cash Flow Before Dividends
(SMM)

$2,702
L 2,661 $2,632
o $2,534 $2,541

$2,358
$2,258

S0 $1,619

$1,466 $1,440 $1,447

$1,268
$1,170 $1,164

$1,387

$920
$789

$619
$458

‘96 '97 '98 '99 ‘00 '01 '02 'O03 '04 'O5 '06 ‘'O7 '08 '09 '10 '11 '12 '13 '14 '15

CAGR: +8.8%



Dividends Paid

Per Common Share $1.50

. $1.42
$1.33
$1.25 Increased for $1.14$1.22
< 53 consecutive years $1.02
. $0.86
$0.78
N $0.70
$0.63
$0.56

$050 $0.45 $0.48

$0 20 $0.24 $0.27 $0.28 $0.30 $0.32 $0.34 $0.36
$0.25 - l I I I I I

$0.00
95 ‘96 '97 '98 '99 '00 '01 '02 03 04 05 ‘06 '07 '08 '09 '10 '11 "12 '13 '14 '15

Amounts adjusted for two-for-one stock split in 1997, 1999 and 2013
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Driving Growth in 2016

Strategic clarity and consistency
Innovation across all categories
Powerful commercial strategies
Compelling consumer engagement

Simplification and operational efficiencies
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Key Strategic Initiatives

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

® Leading to Win



Sustained Financial Strategy

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

Cash Flow



Strategy
Balance

Agility



Driving Growth in 2016

Strategic clarity and consistency
Innovation across all categories
Powerful commercial strategies
Compelling consumer engagement

Simplification and operational efficiencies



Colgate Total Daily Repair

Helps reverse early damage for
better oral health



Colgate Optic White High Impact White

_
NEW

Colgate”

O, PLTW$C

WHITE

- 4 shades
e Visibly whiter




Colgate Optic White
___ Toothbrush + Whitening Pen

5 shades whiter teeth
Starts working in 1 day
Brush. Whiten. Go.




Colgate 360° Advanced Toothbrush

4-zone bacteria-removing action
for a whole mouth clean

-
T v



Colgate 360°
Charcoal Gold Toothbrush

Charcoal infused, slim tip bristles
100% antibacterial bristles




Colgate Plax — Naturals Line

24/7 bad breath control
with
100% natural extracts







Prescription Diet Derm Defense

First and only nutrition with
Histaguard Complex to reduce
signs of environmental allergies




Science Diet Healthy Cuisine

Loaded with tasty ingredients
and a sauce pets love, to
deliver the perfect balance of
taste and nutrition




Science Diet Sensitive Stomach & Skin

Precisely balanced nutrition
for sensitive digestive systems
and to improve skin & coat
health for Small & Toy breeds

SENSITIVE
STOMACH &
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Sanex

hygiene protect
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Innovation and Growth for Sanex

® Expand to more countries



Sanex Geographic Norway'
Expansion Sa

Denmark
- y 1991

“Netherlands — 1990

)

South Africa
1998

‘ Belgium — 1992

4

Portugal
1991

Greece

1990 N



Sanex: Norway Market Shares

. 2015
6.8
6.0 - 6.0
Underarm
4.0 f
2.0 A
Body Wash
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Innovation and Growth for Sanex

® Expand to more countries

® Enter into Skin Care



Skin Care Strategy

Facial Cleansers Acnhe Hand & Body Lotion

58

‘Sanex Protex

Healthy Skin Antibacterial Healthy Skin

'Sanex


http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&ved=0CAcQjRxqFQoTCMPFrcaP98cCFUxtPgodkNMKKQ&url=http://danschawbel.com/blog/74-of-the-most-interesting-facts-about-the-millennial-generation/&psig=AFQjCNGhTWeVoD-0IRklEBY4dUeraGuHVw&ust=1442340535638723
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRxqFQoTCNuTsZ2N98cCFcKCPgodLNQNZA&url=http://misfitpolitics.co/2014/02/30-best-things-about-being-a-woman-that-arent-hateful-to-men/&psig=AFQjCNH86FUZ855-b7x0pf0-6bI7ryc54w&ust=1442339856745244
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRxqFQoTCLSLo5yR98cCFYjYPgodN_oO5Q&url=http://www.creativestockphoto.com/images-of-man-and-woman.html&psig=AFQjCNFkpcILgpW2YViJBc4IpaG7YUR_Bg&ust=1442341025224147

Sanex Advanced

‘V

Delivering skin expertise for every need



Strategic Objectives for
Sanex Advanced

® Expand into Hand & Body Lotions category

® Further build brand credentials on healthy skin



f




Sanex Advanced Hydrate 24H

Very Dry SKkin 24H Moisturization

® Unable to retain moisture ® Reinforce the hydrolipidic film
to retain water


http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&docid=7LQ0wU1VHpaKtM&tbnid=vrbWdRlPmUHpzM:&ved=0CAUQjRw&url=http://www.effortlessskin.com/blog/2013/06/best-ingredients-for-dry-skin/&ei=ZDukU7e2FJHgsAS_8oC4BQ&bvm=bv.69411363,d.cWc&psig=AFQjCNGWhoQf2HOWxTtSj0gXjcvFKC_-Pg&ust=1403358413591849

Sanex Advanced AtopiDerm

Atopic-prone skin Soothing and Hypoallergenic

® 20% of population ® With skin-identical lipids
and emollients

® Damaged protective barrier ® Soothes itchiness



Sanex Advanced DermoRepalr

Skin with minor damages Helps repair minor skin damages

i

® pH disruption ® Re-establishes natural pH and
skin comfort

® Everyday damage: hot
showers, shaving



Sanex Advanced

Lead market: France



Innovative Launch Plan

’ Dermatologists
& Customer Engagement

PR & Blogs
“Clinically proven
solutions
for your skin”
Sampling &

Consumer Reviews

e-Commerce




Skin Diagnosis In Store




Sampling Through Magazines




Strategic Objectives for
Sanex Advanced

® Expand into Hand & Body Lotions category

® Further build brand credentials on healthy skin

® Engage with dermatologists



Professional Plan
100% reach among dermatologists




Dermatologist Plan Results

#1 Recommended
Body Wash mass market brand

Recommended by 71% of dermatologists



Driving Body Wash and Underarm Protection Market Share

10.0 -

9.5 1

9.0 1

8.5 -

8.1

8.0 -

7.5

France

8.2

Advanced
Launch 9.6 Body
I Wash

8.8 Underarm
Protection

2013

2014

2015
YTD



Sanex Hand & Body Lotion Market Share

France

1.5

: -
0

Hand & Body Lotion Body Lotion Pump




Sanex Share Growth

Europe

10.0 -

9.3

A
> 3.4 8 Body Wash

8.0 -

6.5

% Underarm
6.0
4.0 1
2.0 -
0.0 . . .
2012 2013 2014 2015

YTD



Driving Growth in 2016

Strategic clarity and consistency
Innovation across all categories
Powerful commercial strategies
Compelling consumer engagement

Simplification and operational efficiencies



Powerful Commercial Strategies

® Market share strength around the world



Worldwide Toothpaste Shares

50 1

45 1 A Colgate
1310
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Worldview 360°



Worldwide Manual Toothbrush Shares

35 ~ -
° 34 2Colgate
30 A
26.2
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20 - 18.4 88
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Worldwide Overall Toothbrush Shares

40

35 '/\
34.2
30 - \8‘2 Colgate

25 - 21.1 Comp
20.3
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Worldwide Mouthwash Shares

45 142.2 41.0
40 - Comp. 1
35 -
30 -
25 -
20 - 17.1
51122 Colgate
10 19.1 fﬁ Comp. 2
5 168 Comp. 3
0 : ; ; . . .

'09 '10 11 12 13 14 '15

YTD

Worldview 360°



Powerful Commercial Strategies

® Market share strength around the world

® Strong professional endorsement



Toothpaste Recommended
Most Often by Dentists Worldwide

2014
47%
19%
Colgate Comp. 1 Comp. 2

Source: Annual Dentist Tracking Study
Note: By Corporation



Pet Food Recommended

Most Often by Veterinarians
Sick Pets 2014 — U.S.

58%

25%

Hill's Nearest Competitor

Source: Ipsos, 2014 Veterinary Study



New Partnerships to

Further Drive Recommendation
Hill’s Pet Nutrition

New partnership with AGL (AgLogica), makers
of wearable technology

Will allow veterinarians and pet parents to
monitor pet behavior and progress

Can see benefits of Hill’s therapeutic nutrition
on pet’s health in real time




Powerful Commercial Strategies

® Market share strength around the world
® Strong professional endorsement

® Successful pricing and margin planning



Driving Growth in 2016

Strategic clarity and consistency
Innovation across all categories
Powerful commercial strategies
Compelling consumer engagement

Simplification and operational efficiencies



Compelling Consumer Engagement

® Increase commercial investment



Compelling Consumer Engagement

® Increase commercial investment

® Continue to provide value at all price points



At All Price Points

Sonsireve ProRovey”

Price |
$4.50

IS fresry)

Recommended Retail Price Benefits



Innovation for
Low Income Consumers




Compelling Consumer Engagement

® Increase commercial investment
® Continue to provide value at all price points

® Achieve superior execution in store



In-Store Excellence

France



In-Store Excellence




In-Store Excellence




In-Store Excellence




Compelling Consumer Engagement

® Increase commercial investment
® Continue to provide value at all price points
® Achieve superior execution In store

® Extend reach through Digital



Investment in Digital
Digital % of Working Media

2006 2.5%
2010 6.5%
2014 13.0%

2015-17 Target 20.0 — 25.0%



Example: Latin America
Building Brands in a Digital World



Digital Marketing — Latin America

® Latin America Digital Landscape

® Building Brands in a Digital World
— Colgate
— Protex

— Home Care



2016 Internet Users and Penetration

140 - - 80%
S 12%
0
i - 70%
120 i 62% i
0
iy 58% 57% -
47%
- 50%
80 +
me Internet Users (Millions) L 40%
60 - Penetration
- 30%
9 - 20%
; - o

Brazil Mexico Argentlna Colombla Peru Chile Other



Average Time Spent in Latin America
Daily Minutes per Capita

=TV

® Internet

207 208
206 e 199 198 196

250 -

212

200 -

150 A

100 A

50 1

2011 2012 2013 2014 AONES 2016



Latin America Digital Landscape

Growing rapidly

® Driven by millennials



Millennials Driving Growth

.4‘, ; 'i.,-";.'. S
Numerous | . /%
| "

Parents

Digital




Latin America Digital Landscape

Growing rapidly
® Driven by millennials

® Explosive Mobile growth driving
Internet access



Mobile Driving Access

® Internet Access
= Internet via mobile

s

Argentina Brazil Mexico Colombia

l



Facebook Users

120 -
100 {4 98MM
80 -
60 - 52MM
40 -
25MM 23MM
20 + 10MM 15MM
.. | m B
Brazil Mexico  Argentina Colombia Chile Peru
% of
Total Population  47% 46% 60% 47% 56% 48%



Online Video High Frequency

Share of Internet Users

100.0% -
86% 86% 85% 85% 8204
80.0% -
60.0% -
40.0% -
20.0% -
0.0% -
Brazil Colombia Argentina Chile Mexico
Average Videos 193 139 112 143 162

Per Viewer



Digital Marketing — Latin America

® Latin America Digital Landscape

® Building Brands in a Digital World
— Colgate
— Protex

— Home Care



Brand Strategy

Colgate Brand Belief:
Everyone deserves a future they can smile about




Colgate Smile = Smile of hope in a world
full of opportunities

child's Ide with & loving smile, ¢ your child
ir child's Me the same way 3¢

snsiormabion with &
1 for better?

Colgate % '




= 90 antes ¢

In the future your hair might get whiter and your knees weaker, Some fnends deserve your brightest amites. Why don't you
but Colgate will be with you keeping your smile as bright as share your puppy pecture with us at comments and let's smile
always. #ColgateSmile together? #ColgateSmile




This Christmas, start the gifts with smiles. In the future, that's
what people will remember. Happy holidays! #CoigateSmile




Latin America Market Share
#1 Toothpaste

90 -
80 {74. 5.7
0 Colgate
70 A
60 -
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40 -
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Digital Marketing — Latin America

® Latin America Digital Landscape

® Building Brands in a Digital World
— Colgate
— Protex

— Home Care



Online Video — Protex Example

Protex Brand Belief:

Children flourish when they are safe to
explore the world

Protex Online Video:
® High reach — 70% of Women 18-49 in Brazil
® Lower CPM cost vs. TV (60% cost)

® Strong engagement — 4X higher than average



Latin America Market Share

#1 Bar Soap
40 -
0196 4 29.5 Colgate
/26.4 Comp. 1
20 { 24.4
” 10.3 ..
~ Comp. 2
0 : : : .
2011 2012 2013 2014 2015
YTD



Digital Marketing — Latin America

® Latin America Digital Landscape

® Building Brands in a Digital World
— Colgate
— Protex

— Home Care



Building Brands

“Always On”; build compelling brand content
® Visualize brand — purpose and voice

® User first —insights and data



Tu Hogar — Digital Home Solutions

N

Digital
Home
‘ Solutions



Tu Hogar — Brands at the Center

Mom’s Love Joyful Home Kitchen Expert

JXION




e Cocina en Axion | @ Hogar Fabulosn Maerd




Axion Brand Purpose




New Tu Hogar — User at the Center




COCINA TON LA GHiF GARRITLA RICITAS ALIMENTAOION INTTLIGENTT TRUCDS DF COCINA AXION™

¥
ot LowminsanAVOn * y Gueid st

COMOCE Mds TRUCOS a00w *




Axion Facebook Creative
Axion Axion

cinaEnAxion

» | \ | ‘ "‘
g2 tomate + Amendros \‘ ‘ ¢

E o




Axion Facebook Creative
Axionv v Axion‘ )

¢ Grasa quemada en el horno? En una #CocinaEnAxion esto suele pasar, ¢ Pegotes de leche en la estufa? Pon tu #CocinaEnAxion con las soluciones
pero la #ChefGabriela sabe perfectamente como solucionarlo. de la #ChefGabriela.

R L o : | . M o
¢Grasa en el horno? | ¢ Se reboto la leche?
Chef Gabriela, ./sts Chef Gabriela | /sty

» Comment



Latin America Market Share
#1 Hand Dishwashing

60 -
50.2 51.4
50 Colgate
40 -
31.7
30 A 27.2
Comp.
20 A
10 -
O ) L) 1 1
2011 2012 2013 2014 2015
YTD

Source : Worldview



Digital Media Spend

% Total $M M

Working
Media

20% - 19.1%
15% -

10% -

5% A

O% ) ) 1 1 1 1
2010 2011 2012 2013 2014 2015 LE 2016 B




Colgate Latin America
Building Brands in a Digital World

® One objective: Grow market share

® Core focus: Build our brands



Driving Growth in 2016

Strategic clarity and consistency
Innovation across all categories
Powerful commercial strategies

Compelling consumer engagement



2.3 billion impressions



® 10 million video views on YouTube
and Facebook

® 50 million+ views on Twitter



U.S. Toothpaste Market Shares

(Expanded All-Outlet Combined)

40 -

37.9
36.6 Comp.
35 Colgate
35.0 353 "¢
30 -
25 -
20 1 1 1 1 1
'11 12 '13 '14 '15 '16
YTD

Source: Nielsen



Driving Growth in 2016

Strategic clarity and consistency
Innovation across all categories
Powerful commercial strategies
Compelling consumer engagement

Simplification and operational efficiencies



Simplification

® Increases agility to makes better and
faster decisions

® Enables faster topline growth



Simplification and Operational Efficiencies

® Reducing our in-store spend

® Focus on inventory reduction



Total Inventories
Days Coverage

2010 2011 2012 2013 2014 PAONRS

Base business results



Simplification and Operational Efficiencies

® Reducing our in-store spend
® Focus on inventory reduction

® SKU reduction



Simplification and Operational Efficiencies

® Reducing our in-store spend
® Focus on inventory reduction
® SKU reduction

® Funding the Growth



Funding the Growth

Key component of Colgate’s financial strategy

Sustained global process with systematic tracking
of savings initiatives

Generates funds to reinvest in the business for growth

Deeply ingrained way of working that gives Colgate
a competitive advantage



Simplification and Operational Efficiencies

® Reducing our in-store spend
® Focus on inventory reduction
® SKU reduction

® Funding the Growth

® Standardize and automate business processes



Business Review

of the Futfu re

Automated, real-time reviews



Simplification and Operational Efficiencies
® Reducing our in-store spend
® Focus on inventory reduction
® SKU reduction
® Funding the Growth
® Standardize and automate business processes

® Global Growth and Efficiency Program



Global Growth and
Efficiency Program

Enhance capabilities by:

® Combining country operations to strengthen
ability to win on the ground

® Extending Colgate Business Services and
streamlining global functions

® Continuing to optimize Global Supply Chain
and facilities



Global Growth and
Efficiency Program Is
proceeding smoothly



Program extended in 2014 and 2015
to include additional savings opportunities



Additional Savings Opportunities

® Continued focus on three identified areas
® Relentlessly simplify how we work

® Build on successes to drive greater
efficiency and effectiveness



Driving Growth in 2016

Strategic clarity and consistency
Innovation across all categories
Powerful commercial strategies
Compelling consumer engagement

Simplification and operational efficiencies



2016

We will continue to balance the business to:
— Achieve short-and long-term growth

— Ensure our innovation pipeline remains strong
and we simplify as needed

We have the agility to meet challenges as they occur
and make decisions smarter and faster

We are well-positioned for margin and market share
expansion






