\

Al _-r
W

\

N

e Ny -

v J
N
"

A ¥ - { g
{ < — N
AR = RS
- i
3 el K E
4 e g # 2 :
] "
y = Ay 3
I - \
I ViE »
. .
" ”.
f
- .
N
P
|

toyfa

-
~

FEBRUARY 16




9
In
o
O

n
i
i
\"4







Safe Harbor

This presentation contains forward-looking statements concerning management's
expectations, goals, objectives and similar matters, which are subject to risks and
uncertainties. These forward-looking statements may include comments concerning our future
product, marketing and entertainment plans, financial goals, costs and expectations for our
future product and financial performance. There are many factors that could cause actual
results and experience to differ materially from the anticipated results or other expectations
expressed in these forward-looking statements, including consumer and retailer interest in our
products and product lines, changes in marketing, entertainment and business plans and
strategies and future global economic conditions, including foreign exchange rates. Some of
those factors are set forth in the Company's Annual Reports on Form 10-K, in the Company's
Quarterly Reports on Form 10-Q, in the Company's Current Reports on Form 8-K and in the
Company's other public disclosures. The Company undertakes no obligation to make any
revisions to the forward-looking statements contained in this presentation to reflect events
or circumstances occurring after the date of this presentation.
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BRAND BLUEPRINT

Toy & Game
Product Innovation

o |!"f‘ % |

HASBRO BRANDS

Consumer & . '
Products
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MEDIUM-TERM OBJECTIVES!

g
& §\

Developed Emerging Market Operating Profit Average ROIC
Economy Revenue Growth, Margin Growth Operating o
Revenue Growth Absent FX Cash Flow 10.7 /0
~100 2012
5°/O 1 50/0 Basis Point $5 84 17 40/
5% Improvement” 2012-2017 261 o -

Revenue

DELIVERING TARGETS: 2012 to 2017

*Adjusted Operating Profit; **Adjusted for U.S. tax reform




Medium-Term

OBJECTIVES

We are targeting developed economies to grow low- to mid-single
digits through brand innovation and market share gains*

Return emerging markets revenue to growth, targeting high-
single digit growth*

Gaming across formats including Wizards and digital
projected to deliver above-trend revenue growth

We believe we canreturn to a 15% and higher operating
profit margin overthe nextfew years as we return to revenue
growth with a right-sized expense base

We expect to generate operating cash flowin the amount
of $600M to $700M on average

\lx *Excluding the impact of foreign exchange







Europe Stabilizes

& Grows

Hriengll | e, MARKETS

HIG H_Singie e ) .I _rj‘_:-"';r-'jl:-"'.ii'-'l.: /S LT ,’})/} LOW to MID-sin gl e

digitgrowth | & digitgrowth _g§

DEVELOPED AND
EMERGING MARKETS




Craate X 1/1 white Soidier creature
( tokens with lifelink.
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Invest in the long-term profitable growth
of Hasbro

? ~ Return excess cash to shareholders through
d o . dividend and stock repurchase program

Committed to goal of maintaining an
- 7 investmentgrade rating and access to
- ‘commercial paper market

<



EXCLUSIVITE

Walmart
EXCLUSIVE

Diverse Channel
Footprint

N (T1x- )
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GROWING

IN NEW RETAIL CHANNELS

‘191

Prime 4.4,

Prime «..

ADD T cpy

Toy & Game
Companyon

amazon

*Source: Edge Market Share data
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HASBRO'S CONTENT

% EXPERTISE




TRANSFORMERS

Global Box Office ' MBLEBEE




THE INTERACTIVE EXHIBITION

TRANSFORMERS
FULL BLUEPRINT

ACTIVATION




| TRANSFORMERS | e
RESCUE BOTS -\ RVER

)
~ AGADEMY ~ X




R WAR:CYBERTRON
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AT Spany

A HASBRO COMPANY

AVIACOM COMPARY

All dates subject to change
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ACROSS ALL FORMATS

Search... o SO E C‘X@O - ‘g Forest's Might
»AK

v v v v v v v v v 'I"‘"

DECK  (60/80)
| 3x|

(1

[l Verdant Rebirth i1
kg e | [ Blanchwood Armor ¥
Legendary Creature - Eider Dinasaur - - |I3 f c“‘; Col g 2
SRR halta, Primal Hunger (0@ 8 ol SR 4

- .

g P el | |

Trample AL Elvish Rejuvenator 2084
A creature with trample can deal excess (el =
combat damage to the player or LN Bristling Boar 3

planeswalker It's attacking.

~

| '_'2::, Vigilant Baloth S

@ ssressive vomm... 5 2l

Ghalta, Prirmal Hunger cests & less to
cast, where X Is the total power of
creatures you control,

Trample
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HASBRO BRANDS  John Frascotti Presidentand Chief Operating Officer

BRAND PANEL Jonathan Berkowitz Samantha Lomow Simon Waters " \o‘-FDO}I
President, Hasbro Brands President, Hasbro SVP & GM
Nerf & Play-Doh Entertainment Brands Power Rangers

Disney Portfolio

7 3

MAGIC GAMING Chris Cocks President, Wizards of the Coast

COMMERCIAL Wiebe Tinga Eric Nyman Jeff Jackson Jenn Bizeur
PANEL Chief Commercial Officer President, North America SVP. Global Director Marketing and
Sales & Marketing Ecommerce Merchandising, Global

Ecommerce

FINANCIAL UPDATE Deb Thomas EVP and Chief Financial Officer
Q&A




John
Frascotti

President and
Chief Operating Officer




" HASBRO BRAND
PﬂRTFﬂI Iﬂ

Toy & Game
Product Innovation

EXPANDING THE AUDIENCE




Vv Action Figures
 Dolls

v Arts & Crafts

v/ Games & Puzzles

< Outdoor/
v Sports Toys

& Infant/Toddler/

Preschool

& Vehicles
v Plush

\/ Youth Electronics
v All OtherToys
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AM

MO NOPOLY

| }"DAWIZJ\RD

Destroy target non-
’ Merfolk creature.

“"

K A
tnmcmml

o
THE #1 DICE GAME s

ALL NEWJ |
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TRANSFORMERS :
CYRERVERSE,

" FRANCHISE
2% BRANDS




POWER
HANGERS
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B | Media & Socialll i
Impressions B










65%

Use orOwn
a Tablet

3 YouTube

#1

Online Video

Use or Owna

KID CULTURE 15
SGREEN CULTURE &g

e Global Kids Tech Panel, 3-12yo | Oct’'2018




owie S () RYTELLIN

Lifetime Views |

> ) Y
YouTube L= )

L2 10M+

: - o —'-i- -'.' - : ‘ - -. - I e :
-l e N : : - Subscribers

MILLIONS EXcacements




FIRST CURRENT

YOU GOT THE

A. TOUCH C. HEART

B. POWER D. MOTION
Liked by smadey3 and 7,524 others

' Q V transformersofficial E. All of the above &2

© 2018 HASBRO

Qv A

Liked by jadononthego and 24,592 others

oot Kl ki ook ik ity the: Showmani Liked by sweenz79 and 2,662 others Liked by anorm6 and 6,360 others
hasbropulse “The Force will be with you, always". playdoh Some things are just too good to change
#10YearChallenge

#10YearChallenge

REAL-TIME

©Qv R

Liked by corey_on_earth and 7,952 others

mylittlepony #FestivalSeason is upon us, everypony!
Who's ready (besides these besties...) « JN @
#getponified

Liked by sweenz79 and 1,34°

hasbropulse 'Tis the -
side &2



USER-GENERATED
VIEWS IN

INSPIRING




A Toy Called "Yellies!" Moves Faster
When Kids Yell At It. Parents Are In

' ASr Bl Love With It!

) A 1

¥
ot

]
1
e
) \.é_'.-_: Sgd
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Frrres
"
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> i 1 4
\ Nerf Zombie
Strike Survi...
$19.99.;

IMPRESSIONS AN WRpe.

in2018

0 GG

16:06

Photo

& mylittlepony

- EJ . J ' I :
' 4" My Little Pony
b ] 4" Equestria
dy Little Poi Glrl..- $19.99,

iquestria

sirl... $19.99, b Equestria

Girl... $19.99;

N
4,322 likes

mylittlepony Twilight Sparkle, Pinkie
Pie, or Rarity: who's serving looks?

~

my Little Pony |

320

SHOPPABLE
Social Postsin
2018

TRANSFORMERS S... |« °

o rJ .
\ § 0

s W
= L ]
TRANSFORMERS

BUMBLEBE

5 TRANSFORMERS
i/ BEE something special in the New Year &,







+ Back to search results for “Monopoly Cheaters”

Game Ages 8 and Up

by Hasbro

List Price: $35.80
Price: $15.88 vprime
You Save: $4.11 (21%)

of consumers A - SR Sl menia iy

view ALL images B) T Emme SR e
an d V|d epsa bove | & _ . . . ‘ * Follow, bend or break the rules ta
th e .FO |d* - C O z < —— ? : game. Cheating is part of the gam

« Don't get caught! This Monopoly «
cheating players to Jail space

+ Cheat cards encourage players to
cheat to get a reward; fail a cheat

= Get family and friends together t4
lots of laughs, as players are enca

= The suggestions on the board, cat
all. The player with the most mon

Compare with similar items
Used & new (89) from $11.57 VPt

CJ Report incorrect product informal

CHEATING'S OFFICIALLY -

PART OF THE GAME GOKDOX s ony s ot g0t b
delivers editorially ha
Roll over image to zoom in — at 40% off List Pris

HOPPER FED

¥/ INCLUDES W0 BTVAL ROUNDS

57) FULLY MOTORIZED

~=xEER
*Edge Market Share data N

Hasbro Monopoly Game: Cheaters Edition Board

397 customer reviews

PRODUCT DISPLAY PAGES

THALES 0™ LN

507+

of purchases

happen on
hfopbile*

X & Sn o



With Consumers



ULTIMATE FAN DESTINATION







POWER
Rmvﬁfﬂz NERF

Pre-orders & “See Now Buy Now”
Reveals this Weekend

SR MARVEL

EEEEEEEEEEEEEE




1,827 likes

- [
.ﬁ v
iy
£ 2
1

Post

Following

g1 M Nl M

hasbropulse "l allowed anything t

yday object if it mad

Haslab Campaigns

CROWDFUND
EXCLUSIVE HASBRO
PRODUCTS

Back This Project —»

Free U.S. shipping on ALL orders through 2/23/1%.
Click here for terms.

Free U.5. shipping on ALL orders through 2/23/1%.
Click here for terms.

Lo
LEGENDS

Transformers Studio Series Marvel Legends Captain

03 Deluxe Class Movie 3

Crowbar




1 Year Membership to Collect
Them All: Star Wars The Black
Series

AddtoCart -

FREE U.5. SHIPPING ON ORDERS OVER $50

Introducing Pulse VIP

Sign-up today to receive $5 credit on your
birthday. And rewards for every purchase
you make,

. —

FREE V.5. SHIPPING ON ORDERS OVER $50

i)

Vintage Decepticon
Transformers T-Shirt







OPERATIONAL

REDUCE

China Sourcingto

60%

by 2020
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MARCH 8

-_ N THEATERS

2019 FRANCHISE PRIORITIES

-

-

%@ ‘ k HONG KONG

IS EF’LﬂND

NETFLIX ORIGINAL

PUNHER

SPIDER-NYAIN F
f“;y- ﬁ-om 717{9"75 ]

ONLY IN THEATERS

WAL AREAL O 3D M DOLDYTINEMA ase IMAX

- IN THEATERS
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ON-SHELF _'  ON-SHELF ~ ON-SHELF
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*Source: The NPD Group / Retail Tracking Service
**Edge Market Share data (formerly One Click Retail)

NERF OWNS

18

s OF THE TOP 20

BLASTERS

NPD, US, Full Year 2018*

STRONGARM

UNIT
# DRIVER

IN ALL TOY &
GAME CATEGORY
IN 2018**
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DVERWATCH
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Piier ®RANGERS _

W, PRESCHOOL
.. %KIbS




PRaNGERS

POWER




Piiier ®RANGERS
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CHANNEL FIRST




Piiiier ®RANGERS

| —
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LOCATION-BASED
ENTERTAINMENT
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Piiier ®RANGERS

o b :

GAMING AND
PUBLISHING




®RaNGERS

POWER
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© & ™ Lucasfilm Ltd
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STAR.

WARS

Engagm

NEW RECRUITS

© & ™ ycasfilmlad



N :

1 Ny
App and product not final, still in development. . ' |
k .

© &M Adscastilmilid
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DEEPENING

CONTINUOUS BEHIND-THE SCENES
HASLAB UPDATES

r_ |
JABBA'S SAIL BARGE

e
I“‘ j‘

ESTABLISHED 2018

JE &'T‘T“".!_"u_c‘a_s_ﬁlm'Ltd-' :









ADIGITAL FIRST:

Content Strategy




YOUTUBE
VIEWS
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A Killer ar

| for Wizards!

Recor:

MAG IC forM

THE GATHERING

MAGIC THE GATHERING

ARENA
 BETA

&DRAGONS - pil



arc Wth Engine

WIZARDS PLAY
NETWORK

" ah . )‘. N A\
e T
j .' -.r_ - . “I. : ‘
: F "A'. '{! #
L1 Tk
T - = i s
Ij_.'-._ - .’/
= ESPORTS
i
- - — i
= - T —

DIGITAL GAMES




GIC

THE GATHERING

Tabletop

w NEW PRODUCT INNOVATION

New booster products for social fans, collectors
and competitive players

Rﬁmmlﬂ“
PACK

L ECTOR BOOSTER

"

ENHANCING PLAY & PURCHASE
EXPERIENCES

1M+ play events, deep digital integration,
omni-channel expansion

AMAZING STORIES

War of the Spark brings epic conclusion to
the Ravnica story



MAGIC THE GATHERING

ARENA
BETA

_ Off to a
Great Start!

A\ Half a Billion Games Played in Open Beta |

A 8+ Hours a Week Average Playing Time
/A Average Player Spend is Up
A New Player Acquisition is Fast-Growing

A Top 10 Twitch Esports*

(*) SOURCE: NEWZOO OCTOBER, NOVEMBER, DECEMBER 2018 ESPORTS LIST
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A New Player Friendliness

W25

A Extended Social Features

A More Esports & Events
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10 M in Player Cash Prizes Across
$ + Digital and Tabletop

NEW MAGIC PRO Featuring 32 Best Magic
LEAGUE Players |

nnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnn

NEW MYTHIC Tabletop and Digital Open

Qualifiers with Season
sebae Abaloln Championship on MTG: Arena

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

LUCRATIVE For Pros, Teams, Sponsors
OPPORTUNITIES and Partners

nnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnn
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Y
Fveryone is
Playing D&

¢ Over 40M Players to Date
& 5" Year of Double Digit Growth
# 57% Growth of Viewership
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&9

; Polsed for

Digital Growth

'0 Warrlors of Waterdeep in
| Soft launch with Ludla

  0 2 New DlgltaI.Games to be < #
~ Announced Later in 2019

€ More to Come...

WARRIORS
e Jf——

WATERDEEP




@ Exciting Ta O\

K 4 Arena _aunch __

¢ Magic

@ And Moral












CONSTANTLY

Qbal Channels EVOLVING

DIGITALLY INTEGRATED COMMERCE SHAPED BY CONSUMER CHANGES

PURE PLAY
ECOMMERCE

DEPARTMENT
STORES

MASS & HYPER TOY SPECIALIST SPECIALTY

Caly i matyeh |
#2  latiada E.LECLERC Ruch_an g0t GALERIA
e MyT0YS] ASDA reaL—Mléth’s yoier e 5 Liveroool
bol.com Taysﬁus 26 Miiller bR

\/JD COM Walmart meijer b JOhn Lewis

FredMeyer tarcer &9 Soriana o S TCKMI | e (j?/(?(?/ &, ﬂ g

amazon [ Q oo BEDNY qvvgy o 9985 Wicones I T

R s TESCO LA
I' PLANIT' ETP}{ S8 @fﬂw‘{"‘
ERGAMES MenKind

) W U farmacity ACTION
_\:’F [Ilamnnd StopaShop ...............
(%) Wa@w@m Jbarcol @

MICROMAMIA L] i @ I 4
BIGBADTOYSTORE _ clen po@ ROSS Erdoc: WMl s B

- s Wope. BN D am 4 five
m - YCVS FAMILY 55 BEEW

pharmacy ===23 pOLLAR TREE

lllll,l”li'

*ECOMM IS PURE PLAY ONLY; ONLINE SALES OF OMNI-CHANNEL INCLUDED IN THOSE CATEGORIES (IE: WALMART.COM INCLUDED WITH WALMART IN MASS & HYPER)



ciﬁc DEVELOPMENT

Channel Spe

DELIVERING CONSUMER INSIGHT-DRIVEN PRODUCT FOR THE RIGHT CHANNEL

VALUE ECOMMERCE
CONVENIENCE




Right
Product
Right Channel

Convenience
Grab 'n Go Pack

Mass and Hyper
Classic 4-Pack

Toy Specialist
Super Color 20-Pack

Ecommerce
Mega 36-Pack

Specialty

50 Can Pack Classic Colors Tub



PANEL DISCUSSION
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Inventory
Management

P TIIIITIIILITETILI T T TEITIT T ITET T E TSI TS E LTRSS T TS
A A "?'«:"'.'?’:(:r:fi"'a?;drtf{"':?’Sir:?'{""‘.-?"‘:&f.-é"ib’".-?"\f:7.-é’{:‘:',.-%’:ﬁfﬁ"c-.:‘:?.-e’{?ﬁ’@;:‘f‘.%’i‘:_"ﬁifl_‘"ﬁ:'j?.i

TSI ETTTETES

2018 Ending Retail Inventory: -24% vs. 2017
* Excluding TRU Overall Inventory -6%

» Consistent with Longer-term Trend

* Increased Use of Machine Driven Replenishment

Planning by Our Customers

e Ecommerce Shift will Continue to Lower
Total Inventory
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North America
amazon

* W
Sirrpiriga
***********
***********

2018 SHARE
RANK (1P)
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Business Outlook

DRIVE EMERGING

GROW MASS ACCELERATE ECOMM CHANNELS
» Grow Franchise Brands « Driving Differentiation * 11K+ New Doors Added
» Leverage Entertainment Slate * Predictive Analytics Since 2017
« Differentiate with Exclusives * Doubling Down on Digital * Broadening of Assortment
s Marketing and Search » Reaching New Consumers

am azo N FAMILY D

er GameSiop
Walmart.com DOLLAR GENERAL  [:13-9)
@ CANADIAN () TARGET BUYa
TARGET x@ P ' ' I s_- \



14
=,
O
P
2]
LU
=
o
0
2
U
O
=
&
a
<

£
S
C
O
2
Q.
Q.
>
N




* L
P asns® gt

N R

*+% s 0?2y
‘o ‘.c
2 Rt .
o * PO
*

*

-

-

* e
s s 4
.

.
*

*

*

-







L
*
» *
0.. e g * @
- L3 *
. ® + % 0 Tar.
*
* Tretat, v e
& * & * *
* - .0
- i
PR * . +
*
. » . L
s o + + P
.. * * @ *
* * * » * -
.o * ok b
+ % * » »
o e Y .vb‘
. * - .
+ s e .
* . +* s a*"*
" * st
- * L
e .
* gt g g
* ot » .
* * . L™
-
e . LR e s ®
ev st ? " . *-a
.

B




Inventory
Management

A SIS SIS IS A S A S A S S A S I S A S A I A A o A o A o A o o A o o o o o o A o o 0 o o o o o A o o o 0 o o o 0 o o A o o A o A o o 0 o o o o o A o o o o

2018 Ending Retail Inventory:
-27% vs. 2017

* Excluding TRU Overall Inventory -25%
« Added 45K New Doors to Showcase Hasbro Brands

* Retail Partners Confident in Our 2019 Strategy

* Supply Chain Investments Reduced Lead Times,
and will Help “Just in Time” Delivery

SIS SIS SSSS SIS S LA SIS SIS IS SIS SIS SIS SIS SIS SIS SIS SIS SIS SIS IS IS SIS SIS A SIS SIS SIS IS S SIS SIS A A S SIS S S SIS
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HASBRO EUROPE

Business Outlook

INVENTORY REDUCTION STABILIZE MASS & HYPER

ACCELERATE
ECOMMERCE

%uchan (9 TESCO

E.LECLERC ASDA

vente-privee.com A,

Sainsbury’s amazon e
BREXIT IN UK SOLIDIFY NEW TOY DRIVE EMERGING
YELLOW VEST IN FRANCE SPECIALIST STRUCTURE CHANNELS
BRI AddedAImost45K Doors in 2018
SWThs Tovs§ius B D

m @ ACTON

GameStop 4
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VISBILITY OF

= amazon

SEE SOMETHING NEW, EVERY DAY, m “

DRIVING

Al DepaEmens -

mekding clay

124 of 618 results for Toys & Games ; “play-dah™

[ #wriome | REE 0oLy

Gt FRAL Ona-Day Shapping on
ualifging raers ever $35
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Pzt
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Party Favors
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Deet Up & Presend sy
Leaming & [ducation
See more

Refine by
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F9994
44999
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Shop Play-Doh Compound,
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{Amazon Exclusive]

$23% §2499 e
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[y Te—

S21.42 S used ofer]

T e o b LT

Play-Doh Sweet Shoppe Cookle Creations
107 _pime
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 Play-Doi e
=100
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e e
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Ages 2 and up, (Amazon Exclusive)
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FREE Detteey b Pl el 15

Ages 2 and up (Amazon Exclusive)

£G4 $20.00 prims | FREE Orie-Day
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415 v s N e}
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SIR05 2 et i)
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EECEEE
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Global

OFF-PLATFORM

Digital First Approach
Media Investments
Content to Commerce

ON-PLATFORM

Cyber Monday, Singles Day,
6/18, Three Kings Day, Buen Fin

Prime Day, Holiday Toy List

MARKETING
APPROACH
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MARKETPLACES

AlIExpress
£2 €ebay

Alibaba GrOUp

amazon mercado

libre
Walmart.com PRIVATE LABELS
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Shifting
Channels

DIVERSIFIED RETAIL DOORS
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Modem Go—to-Market

Strategy

Impact On 2018 - Impact On 2019

« Higher Selling and Distribution Costs « Adding New Warehouse in U.S.
for Shorter Lead Times

 Shifting Mix of Profits
* Inventory Balances Remain at
Higher Levels

« After Q1, TRU Inventory Liquidation
No Longer a Significant Impact

* More Inventory On Hand at Hasbro



Emerging % Emerging

Brands
. 8%

/ : {;/ ninc
4
/ / Franchise
/Z Brands

Brands
\ 10%

Hasbro Gaming
16%

Franchise
Brands

51% 53%

Partner Brands

22%

5-Year Historical Average 2018 Mix

at ConstantDollars



2018 Net Revenues
by Currency

Canadian

British ~ Mexican ROl 2%

. . d.3% Peso, 5% Australian
Euro, 14% oun °_\__\ - Dollar, 2%

All
Other,
7%

Chinese
Yuan, 1%

| USD, 62%
Russian

Ruble, 2%__§

Brazil
Real, 2%



Easter Shift
Q1 2018 > Q2 2019
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This improvement will be driven by growth
in our Franchise Brands, growth in our
Gaming portfolio, executing on full year

revenue opportunities from our 2018
acquisition of Power Rangers,
continued revenue growth from our higher
margin Entertainment and Licensing
segment, operating profit expansion in
emerging markets as we continue to
grow revenues and generate cost savings.




Cost of Sales as a % of Revenue

Input Cost of Sales

Revenue 100%

Components
Gross Margin 59.6%

Board/Paper/Print 7.0%  Labor 8.1%

Resins 4.8% Factory Overhead 7.0%

Electronics/Metals 2.2%  Freight/Import Costs 2.5%

All Other 41%  Tooling 1.9%

Inventory Variances 2.8%

| Total 18.1% Total

= Cost of Sales 40.4% <€




Su
learl,rlly

Planning

2012 86%
CHINA 2018 69%
2020 60%

SUPPLY CHAIN SHIFTS

TARIFFS




Cost of Sales
Royalties

Product Development

Advertising

Intangible Amortization

Programming
Amortization

SD&A

Interest Expense

Underlying Tax Rate

Data excludes Non-GAAP charges and benefits during the periods as detailed in Hasbro’s year-end eamings releases.

72017 Cost and Expense Trends
E

39.7%

7.2%

5.2%

9.8%

1.2%

1.1%

20.8%

2.2%

26.5%

37.7% 38.0%

85% 8.2%

55% 5.3%

9.2% 9.3%

1.0% 0.7%

1.0% 0.7%

21.7% 21.5%

22% 1.9%

26.4% 24.5%

39.0%

7.8%

5.2%

9.6%

0.6%

0.7%

21.6%

1.9%

19.9%

40.3%

7.5% <mmp

5.4%

9.6%

0.6%

1.0%

22.5%

2.0%

18.3%

-

>

]
=

=

Expect cost of sales to improve as percentage of revenue based on
anticipated mix of revenues

Partner Brand revenues planned to be 20-25% of total 2019 revenues

Investment in innovation with our brands, invest in digital gaming and
develop new brands

Advertising should increase as percentage of revenues as we launch
Magic: The Gathering Arena and support our planned product mix

Projecting $18M increase to $47M in 2019, including $21M associated
with the Power Rangers acquisition

2018 cash spend of $132M on film and TV; forecasting $65-$85M in 2019

Begin to achieve our cost savings from 2018 organizational actions

Consistent with historical trends as % of revenues

2019 underlying tax rate forecasted in the range of 17.5-19%,
excluding discrete tax events




Intangible |
Amortization \ B

$49,000

$50,000 $47, 000

$45,000
$40,000 $36, 000 $36, 000
$35,000
oo $29,000 $27 000
$25,000
$20,000
$15,000
$10,000
$5,000
$0

$ Thousands

2018 2019 2020 202 2022
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Underlying Tax Rate

Data excludes Non-GAAP charges and benefits during the periods as detailed in Hasbro’s year-end eamings releases.
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Depreciation Increases Behind
Gaming Investments -

DEPRECIATION*

oooooooooooooooooooooooooooooooo

$ Millions

2018 2020

Actual Estimate g < N
- > =

*Depreciation excludes tooling
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Invest in the long-term profitable growth
of Hasbro

? ~ Return excess cash to shareholders through
d o . dividend and stock repurchase program

Committed to goal of maintaining an
- 7 investmentgrade rating and access to
5. ‘commercial paper market

<



Consistently 22N\

Cash Flow Target: Forecast
Strong Cash Flow OON | $155-165M

S700M o N

$817*

$724

$646
$593 $572*

$535
54
5368 $396 $401 $4

$266

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

*2015-2016 Operating Cash Flows have been restated to reflect the adoption of ASU 2016-09
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$637
$423

$91
$111 $133 $154

2009 2010 2011

®m Dividend Payment

$151

$85

$103
s156 W $217 [ $226 [ $249

2013 2014 2015 2016

i Share Repurchase

id & Share Repurchase

$250
$150

$277 $309

2017 2018

80/0 Dividend +13% 10 Years
2019 Quarte on Average
Dividend Incr:yase Over 10 Years $4-5B

*2012 and 2013 annual dividend rates have been adjusted to move accelerated payment paid in 2012 to 2013




Medium-Term

OBJECTIVES

We are targeting developed economies to grow low- to mid-single
digits through brand innovation and market share gains*

Return emerging markets revenue to growth, targeting high-
single digit growth*

Gaming across formats including Wizards and digital
projected to deliver above-trend revenue growth

We believe we canreturn to a 15% and higher operating
profit margin overthe nextfew years as we return to revenue
growth with a right-sized expense base

We expect to generate operating cash flowin the amount
of $600M to $700M on average

\lx *Excluding the impact of foreign exchange
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