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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, such as gross profit margin
and operating profit, exclude items that, either by their nature or amount, management would not expect to occur as part of the
Company’s normal business on a regular basis, such as restructuring charges, charges for certain litigation and tax matters, gains and
losses from certain acquisitions, divestitures and certain other unusual, non-recurring 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 “Investor Center” section of our website at
www.colgatepalmolive.com.

Our presentation may contain forward-looking statements (as that term is defined in the U.S. Private Securities Litigation Reform Act

of 1995 or by the Securities and Exchange Commission (the SEC) in its rules, regulations and releases) that set forth anticipated results
based on management’s current plans and assumptions. 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 whether as a result of new information, future events or otherwise,
except as required by law or by the rules and regulations of the SEC. Moreover, we do not, nor does any other person, assume
responsibility for the accuracy and completeness of those statements. We caution investors that forward-looking statements are not
guarantees of future performance and actual events or results may differ materially from those statements. For information about factors
that could impact the Company’s business and cause actual results to differ materially from forward-looking statements, refer to the
Company’s filings with the SEC (including, but not limited to, the information set forth under the captions “Risk Factors” and “Cautionary
Statement on Forward-Looking Statements” in the Company’s Annual Report on Form 10-K for the year ended December 31, 2021 and
subsequent Quarterly Reports on Form 10-Q). Copies of these filings are available in the “Investor Center” section of our website at
www.colgatepalmolive.com or may be obtained upon request from the Company’s Investor Relations Department.
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With Me Today

Brigitte King ey
Chief Digital Officer ‘
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Right People

Right Brands

Right Strategies
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Leveraging our portfolio of leading,
global brands to drive growth

Building capabilities across the
organization

Reimagining a healthier,
more sustainable future
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Colgate Driving Net Sales Growth
$17,451

$15,693 $16,500

Home Care

Personal Care

Pet Nutrition

Oral Care

s excluding foreign exchange, acquisitions and divestit



Global Toothpaste
Constant Dollar Share

39.3% 39.4% 39.3%

2019 2020 2021

Worldview



Household Penetration
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Fabuloso Trap Para Trapear

(Trap music for mopping)
Concept-lead innovation

4
“Trap-style” album in Spotify to
engage and show that mopping can be fun!
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Hill’s Organic Sales Growth

+14.4%

+13.4%

2017 2018 2019 2020 2021

Non-GAAP (Net sales excluding foreign exchange, acquisitions and divestitures)

Helped
9 Million
Shelter Pets
Find a Forever
Home

» SCIENCE DIET"

VETERINARIAN RECOMMENDED

ADULT 1-6

ADULTE / ADULTO

Supports healthy immune | Seiest s systeme incunita
system, digestion, lean .
muscle & beautiful coat
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Agenda:
Digital Transformation
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e Digital Landscape: Changes & Evolution
e Digital in All That We Do
e Winning in Digital Commerce & Digital Marketing

e Transforming the Culture
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Behavior Changes Re-shape
Consumer Decision Journeys

“Covid-19 reality accelerates digital consumer behaviors,
in all major regions. Companies will need to adapt fast.”

- McKinsey

Source: McKinsey, How COVID-19 has pushed companies over the technology tipping point and transformed business forever



Consumer Offline & Online
Habits are Sticking

Global, Shopping preference il WARC Data
% of consumers

M In-store ® Both ® Online

Global

Globally, 41% of shoppers said they prefer
a mix of in-store and online shopping

Source: WARC, World Advertising Research Center
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Digital Commerce

Performance
2021 eCommerce 2021 eCommerce 2021 CAGR
% of Net Sales Net Sales Growth vs 2016

+230 bps o 5 year
from 2020 +27 A) +42%
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Sy Top eCommerce Markets

U.S. U.K.

France Germany

India China



«EzE Frictionless Commerce
Opportunities

R

BRICK & MORTAR

[rey]
Q Search Amazon s 9

Cart  BuyAgain  In-Store Code  Amazon Go

© Select a location to see product availability

Subtotal $479%°

Q Your order qualifies for FREE Shipping. Choose
this option at checkout. See details

@ google.com

SHOP
SCIENCE-LED
NUTRITION

| Hill's Pet Nutrition W Like Page
Hills

Science-led nutrition for your kitten’s healthy brain
development & building lean muscle.

Proceed to checkout (1 item)

= Google
D Send as a gift. Easy returns.
Q. Hill's Science Diet Dry Cat Food, Adt

4

Hill's Science Diet Dry Cat Food,
Adult, Multiple Benefit Chicken Re...

$4799

Eligible for FREE Shipping

. P -
h Hills &
SCIENCE DIET

VETERINARIAN RECOMMENDED

Al Shopping Images News Videos

In Stock
Size: 15.5 Pound (Pack of 1)

ags - Shop Hill's Science Diet Dry C...

Delete Save for later

Compare with similar items

Returns are easy .
30-day returns on millions of items

Science Diet Kitten
Nutrition for their best life.

6 & W E-COMMERCE

HillsPet.com ShoP Now.

Hill's Science Hill's - Dry -
Diet - Dry - Adult Science Diet
- Multiple Bene... Adult Multiple...

$28.99 $28.99
Chewy.com Petco.com

Comment

[l | Hill's Pet Nutrition e Like Page
Hills

Science-led nutrition for your kitten’s healthy brain
development & building lean muscle.

— ) SOCIAL

Special offer Special offer

© View more © View more

Ad - https://www.chewy.com/

Hills Cat Food - 35% Off Today & Free | S EA RC H
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Right Place

Are we buying
quality inventory?

Digital Media Capabilities

G C

Right Price Right Person
Are we managing Are we optimizing for
our cost basis well? incremental targets?

Right Delivery
Are we managing
reach & frequency well?
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& Excellence in

Search & Social

Instagram TikTok Influencer

2l

2 @ edumarurip

o' TikTok

@edumarurip /

Engaging new users via social channels and culturally relevant content


https://docs.google.com/file/d/1mKg3OuXzSpZv6keVISQKl1QuqVj3tmxu/preview
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Example: “iaale

Coulgééte responds

Responding on TikTok



https://docs.google.com/file/d/1xdYYzNkppvPTDIqmkUnPaht0fqCNDpqZ/preview

Colgate

— Excellence in
Search & Social

3:40

. < App Store

3 YouTube S a4 Qa e
@) Explore @ Taste ~ Gameshows  Ca

New!

Colgate SlimSoft Charcoal More bacteria fighting

power in every bristle.

»
o
“

- m— 0
\ rnloal® Wi
Colgate responds ™

; ’_‘_,‘n-.

More bacteria fighting
power in every bristle

We Don't Talk About Bruno (From
N Y

A & &= ]

Developing ‘platform-right’ creative and content



https://docs.google.com/file/d/1QiFjJEitWJGvWfu85jd46LfPhltCUwW6/preview
https://docs.google.com/file/d/1xdYYzNkppvPTDIqmkUnPaht0fqCNDpqZ/preview
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Revolutionizing CP Worldwide
Brand Experience Planning

SEPIS STEP 1
ACTIVATE & ANNUAL

A New, End-to-End Process

. . P
De-Siloed Functions ok BRAND

STEP 2
DEVELOPMENT EXPERIENCE BRIEFING
PLANNING

Data-Driven Decision Making

STEP 4 STEP 3
TOUCHPOINT IDEAS &
PLANNING STRATEGY

Audience Led — Data Informed — Performance Focused



Key Opportunities
For Growth

fh ol

more people more dollars more product

Focused Objectives to Deploy Resources



Consumer Journeys
Are Online & Offline

Search Mobile
Digital Billboard "***.g Landing Page '. .--"'S‘ocial Platforms
Online Soclal Posts ¢ @ Blog Website @ @ Mchat
Touchpoints _ : : :
A & - : . | / ConSideration m m
; _ . Interactive Voice . E
Word of Mouth ' Direct Mall . Response . .
Offline :
Touchpoints @ .~ Call Center "°.

..~ Radio, TV,
P Print, OQutdoor

PR

d Promotion on
Order Insert
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Powering Up ROI

ROI: Weighted average
calculated based on media
spend size by markets and
channels for Digital

2019(2020| 2021 2019|2020| 2021
(Q1-Q3) (Q1-Q3)

2019|2020|2021
(Q1-Q3)

Total Media TV Digital

*Digital Channels in this analysis include four core digital areas - Paid Search, Programmatic, Youtube and Facebook - representing majority of CP’s digital investment.
Scope of the analysis : Oral Care (US, France, Germany, UK, Brazil, Russia) and Pet Care (US-Hill's - Science Diet and Prescription Diet)
Net Sales ROI = Incremental Net Sales/ Media Investment
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— Digital @ the Core

AdTech, Martech and New Ways of Working Investing in
eCommerce Stacks Our People
Omnichannel
Media Data Demand Generation Adding Expert
Optimization Tools Resources

Speed & Agility
Consumer Journeys Our Culture
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— Digital IQ Ranking Improving

Colgate.com advanced
from “average’ rank to
‘gifted’ digital IQ

Evaluating websites, path
to purchase, digital
marketing, and social
media capabilities

Source: Gartner, 2021 Digital 1Q

Digital 1Q Distribution, by Multibrand Retail Brand Category
October 2021, Portfolios With Three or More Brands in Index

@ Category Average Digital IQ Score
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What does great look like?

PHYSICAL + DIGITAL = PHYGITAL

PHYGITAL
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Digital Commerce

+27%

Net Sales Growth

13%

Total Sales

16,000

Colgate-Palmolive People
Upskilled in 2021

2021 Results

Digital Media

55%

Media in Digital

80

Markets with Programmatic

Our Culture & Our People

3,000

CP People Completed
Advanced Digital Training

Digital ROI

+25%

Improved vs LY

100%

Supportive Culture of
Continuous Improvement
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Colgate

Anticavity Fluoride Toothpaste

REMOVYES O P T l C*
15 YEARS WHITE.

OF STAIN

PRO SERIES
/‘(5%)

| HYDROGEN REMOVES

\\PHO)TIDL 1S5 YEARS

OF STAINS*

S

HYDROGEN |
PEROXIDE

STAIN PREVENTION

NETWT 3001 (85

When brushing twice daily for two weeks



< Colgate Miracle Repair
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oge China Premiumization

Colgate,

Before 2019 Q4 2019 Q4 2021
Miracle Repair
Amino Acid Amino Acid
360° Toothpaste - eCommerce Toothpaste - B&M
US$/pack $3.1 $7.8 $4.5
Us$/gram $0.02 $0.09 $0.04

Price Index 109 351 245



Market Shares - Turkiye

Pharmacy
Toothpaste Toothbrushes Mouthwash

meridol AL

Colgate

N’

2020 2021 2020 2021

IQVIA - Pharmacy
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Pricing = Capability

Revenue Growth Management



2025 Sustainability and Social Impact

Driving Social Impact

Helping Millions of Homes

Preserving Our Environment




DRIVING SOCIAL IMPACT

Encourage Holistic
Well-being

) Strengthen
Diversity, Equity
And Inclusion

@ Help Young People

=, . InOur

. Communities
Thrive

HELPING MILLIONS OF HOMES

N,

Design
Sustainable
Products

Build Sustainable
Habits for Life

Foster Lifelong
Relationships
between Pets &
People

PRESERVING OUR ENVIRONMENT

Eliminate
Plastic
Waste

Conserve
Water

Drive
Sustainable
Sourcing

Our 11 Sustainability Actions

Accelerate
Action

on Climate
Change

Lead with
Zero
Waste
Facilities



Colgate
Bright Smiles, Bright Futures

Hill's Shelter Program >

()

food shelter \oN®
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Strategies and plans in place
to deliver long-term value creation

Taking steps to deliver in the short-term
and to drive earnings growth
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Global Productivity Initiative

Designed to deliver savings
that can be both reinvested for growth
and applied to the bottom line




