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Prestige Brands Holdings, Inc. markets and sells well recognized, brand name

consumer products in three categories: over-the-counter health care products,

household cleaning products and personal care products. We operate in niche

segments within these categories in which the strength of our brand names,

our established retail distribution network, a low cost operating model, and an

experienced management team are key to our success. Our brands are sold

throughout the United States, Canada, and in certain international markets.
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Fiscal Year Ended March 31, 2007 2006 2005 2004 2003
(Dollars in thousands)

Net Revenue $318,634 $296,668 $289,069 $85,278 $71,734
Income from Continuing Operations $ 36,078 $ 26,277 $ 10,220 $ 4,374 $ 2,533
Operating Cash Flow $ 71,899 $ 53,861 $ 51,042 $ 6,137 $12,519
Capital Expenditures $ 540 $ 519 $ 365 $ 108 $ 421

Free Cash Flow * $ 71,359 $ 53,342 $ 50,677 $ 6,029 $12,098
Free Cash Flow Percent to Net Revenues 22.4% 18% 18% 7% 17%

* Free cash flow, which the Company defines as operating cash flow less capital expenditures, is a non-GAAP financial measure as that term
is defined by the Securities and Exchange Commission in Regulation G. Management believes free cash flow is a commonly used measure
of liquidity, indicative of cash available for debt repayment and acquisitions.
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My decision to join our Company this past January was
founded on several beliefs. Chief among these were
the strength of the many iconic consumer brands in our

portfolio, the quality and potential of our distribution base, the
community of dedicated and talented people behind the
business, and the innovative and entrepreneurial spirit which
had built Prestige Brands. To me, the presence of these elements
represented a strong foundation for delivering consistent
business growth and building stockholder value.

After nearly six months of involvement with all these aspects of our
Company as Chairman and Chief Executive Officer, I am convinced
we have the capabilities and commitment necessary to deliver this
growth on a sustainable basis. It will take time and it will take
change, but I am confident that by focusing on the right priorities
and then executing them with unfailing excellence, we will be
setting the stage for an even brighter future for Prestige Brands.

The journey to sustainable growth begins in fiscal 2008, but first
let us review some performance highlights of the year just
passed, fiscal 2007:

• Total revenues grew 7%, to $318.6 million, with organic
revenues up 1%.

• Reported net income was $36.1 million, or $0.72 per share, a
37% improvement over reported fiscal 2006.

• Free cash flow was $71.4 million, 34% higher than fiscal year
2006. We define free cash flow, a non-GAAP financial
measure, as operating income less capital expenditures, and
believe it is a useful measure of actual cash generated for
use in debt repayment or acquisitions.

• The company expanded its presence in the over-the-counter
wart treatment category with the acquisition of the Wartner®

brand, joining our Compound W® brand on store shelves.

• Debt repayment for fiscal 2007 totaled $35.3 million, reducing
outstanding debt to $463.4 million at March 31, 2007.

• We improved our working capital largely by improved
management of accounts receivable and inventory positions.

• International revenues increased 46%, driven largely by
entries into new markets, and now represent 5% of total
corporate revenues.

• Two significant innovations that build on existing brands
were developed for introduction in fiscal year 2008. Comet®

SprayGel Mildew Stain Remover and Murine® Earigate™
are being accepted by our customers as of this writing and
are expected to enhance fiscal 2008 revenues. In addition,
innovations in our Chloraseptic®, Clear eyes® and Little
Remedies® franchises will also make meaningful
contributions in fiscal 2008.

• And finally, we strengthened our management team with new
appointments in sales and marketing, and the creation of new
positions in Quality/Regulatory Affairs and Human Resources.

As you know, our Company markets consumer products in
three segments: over-the-counter health care products,
household cleaning products and personal care products.

The over-the-counter health care products’ segment of our
business continues to account for more than half of total revenues.
Included in this segment are well known brand names such as
Chloraseptic® sore throat products, Clear eyes® eye care products,
Compound W® and Wartner® wart treatment products, Murine®

eye and ear care products, the Little Remedies® line of pediatric
over-the-counter products, The Doctor’s® line of oral care products,
and others. For fiscal 2007, revenues for this segment were up
9%, with organic growth up 1%.
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O U R I N T E R N AT I O N A L B U S I N E S S P E R F O R M E D V E RY W E L L D U R I N G

F I S C A L 2 0 0 7 , W I T H S A L E S I N C R E A S I N G 4 6 % A N D R E P R E S E N T I N G 5 %

O F C O R P O R AT E R E V E N U E S .

International

Sales

Increased 46%

The major brands in our household cleaning products segment
include Comet® cleansers, Spic and Span® household cleaners
and Chore Boy® household scrubbers. These brands, which
account for approximately 37% of total revenues, reported sales
increases of 3% for fiscal 2007.

Our smallest reporting segment, personal care, now accounts
for less than 8% of corporate revenues. All of the major brands
within this segment, including Cutex® nail polish remover, and
Denorex® and Prell® shampoos, declined in line with
expectations as the company has reduced its support behind
these brands.

Performance Highlights

Now let’s take a deeper look at the performance of some of
our key franchises in fiscal 2007:

Our Clear eyes® line of over-the-counter eye care products
grew 6% in fiscal 2007 with new items such as Triple Action
contributing meaningfully to this growth.

The Doctor’s® line of over-the-counter oral care products
acquired in fiscal 2006 continues to delight us, with sales up
35%. This performance was driven by an effective television
advertising campaign for its largest product, The Doctor’s®

Night Guard™, a dental protector for the treatment of bruxism,
or nighttime teeth grinding.

Our Comet® household cleaners business improved by 4% in
fiscal 2007, led by strong business in both mass merchandising
outlets and warehouse club stores.

In the wart treatment products business, our two brands
performed in line with expectations. Compound W® products,
and Wartner® , our most recent acquisition, each declined slightly,
mirroring consumer trends for the year.

Sales of Chloraseptic® sore throat products were disappointing
during the fiscal year due to a second consecutive slow
cough/cold season brought on by warmer than expected
weather. For the full fiscal year, Chloraseptic® revenues declined
by approximately 5%. The pediatric cough/cold products in our
Little Remedies® line were also negatively impacted by this
factor. However, Little Remedies® revenues were up by 3% as
continued distribution gains helped to offset the negative
cough/cold seasonal influence.

Finally, our international business performed very well during
fiscal 2007, with sales increasing 46% to represent 5% of
corporate revenues. In fiscal 2006, international sales accounted
for 3% of corporate revenues. This success results from solid
performance in established geographies as well as from new
markets in Asia, the Middle East, Mexico and Latin America.

Looking Ahead

As I mentioned earlier, I am confident there is a bright future
ahead for Prestige Brands. We enter fiscal 2008 with a renewed
focus on our current portfolio of brands and a mandate to
improve organic sales growth in a sustainable fashion.

Delivering this growth will not come without a price, but it is one
we must pay to help our brands reach their full potential. This
price comes in the form of increased advertising and promotional
expenditures behind meaningful new product launches and key
brands. It also means investing in better understanding our
consumers, focusing our innovation efforts on fewer, bigger ideas,
and undertaking initiatives to strengthen our distribution base
across all of our key customers and channels. The benefits of
these investments should begin to accrue to our North American
businesses in fiscal 2008 and continue in fiscal 2009 and beyond.



At 5% of total enterprise revenues, we also believe our
international business will be an increasingly important growth
driver. Our plans call for the continued development of high
opportunity geographies such as China, where we currently
have limited store tests of Comet® products in Wal-Mart and
Sam’s, and for the penetration of existing markets with selected
additional brands from our current portfolio.

To augment those steps necessary to drive top line growth, I have
also asked our team to implement a systematic cost reduction
program focused on key elements of our product and distribution
cost structure. This inaugural program is designed to identify
costs that can be removed from our cost of goods sold without
any compromise to the quality or efficacy of our great brands.

Finally, we will also be taking a hard look at our supplier network
with the goal of simplifying our overall supply chain over time. The
driving benefit of this initiative is reduced complexity, although we
expect this effort may also yield cost and quality improvements.

Innovation and New Products

As mentioned earlier, it is our intention to develop a more focused
innovation pipeline, concentrating our resources and energies on
fewer, but bigger, ideas each year. We believe this rebalancing will
result in innovations with the critical mass necessary to give them
an improved chance of contributing to sustainable growth. The
Comet® SprayGel and Murine® Earigate™ products we are
introducing in fiscal 2008 represent two signature examples of more
substantial innovations, and we look forward to the contributions
of each of these new products to our organic growth.

A Note of Thanks

During fiscal 2007 and in the weeks after the close of the fiscal
year, three of our founders, Peter Mann, Chairman and CEO,
Gerard Butler, Chief Sales Officer, and Michael Fink, Senior Vice
President, Marketing, OTC/Personal Care, retired from day-to-
day operations. Each of these executives served the company
with distinction from its very beginning and each leaves a legacy
of accomplishment and growth which continues to serve the
company well. I want to take this opportunity to thank Peter,
Gerry and Mike for their entrepreneurial spirit, which lives on
today within the company in so many ways. The entire
organization joins me in wishing each of them the best for
themselves and their families in the future.

I would also like to thank the entire team at Prestige Brands, a
committed and talented group of fewer than one hundred
people, who do so much every day to make this company a truly
unique organization.

Lastly, the Prestige team and I thank you, our stockholders, for
your continued support in fiscal 2007. Although the road to
sustainable growth will take time to travel, and we will certainly
have our share of challenges along the way, we are truly excited
about our plans and prospects for fiscal 2008 and beyond. Most
importantly, we are glad you are along for the trip.

Sincerely,

Mark Pettie
Chairman of the Board and
Chief Executive Officer

I T I S O U R I N T E N T I O N T O D E V E L O P A M O R E F O C U S E D I N N O VAT I O N

P I P E L I N E , C O N C E N T R AT I N G O U R R E S O U R C E S A N D E N E R G I E S O N F E W E R ,

B U T B I G G E R , I D E A S E A C H Y E A R .
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Directors

Mark Pettie
Chairman of the Board and
Chief Executive Officer

L. Dick Buell
Chief Executive Officer
Catalina Marketing Corporation

John E. Byom
Former Chief Financial Officer
International Multifoods Corporation
and Division President
The JM Smucker Company

Gary E. Costley, Ph.D.
Managing Partner
C&G Capital and Management

David A. Donnini
Principal, GTCR Golder Rauner, LLC

Ronald B. Gordon
President and Chief Operating Officer
Nice-Pak Products, Inc. (Retired)

Vincent J. Hemmer
Principal, GTCR Golder Rauner, LLC

Patrick M. Lonergan
Co-Founder and President
Numark Laboratories

Peter C. Mann
Chairman of the Board, President
and Chief Executive Officer
Prestige Brands, Inc. (Retired)

Raymond P. Silcock
Executive Vice President
and Chief Financial Officer
Swift & Company

Officers

Mark Pettie
Chairman and Chief Executive Officer

Peter J. Anderson
Chief Financial Officer

James E. Kelly
Senior Vice President–Marketing

Charles Schrank
Senior Vice President–
Marketing, Household

Eric M. Millar
Senior Vice President–Operations

Charles N. Jolly
General Counsel and Secretary

John Parkinson
Senior Vice President–International

Jean Boyko, Ph.D
Senior Vice President–
Science and Technology

David Talbert
Senior Vice President–Sales

Stephen O’Brien
Vice President–Human Resources

Stockholder Information

Transfer Agent and Registrar
Registered stockholders with questions
regarding stock holdings, certificate
replacement/transfer and address change
should contact our Transfer Agent:
Computershare, Ltd.
250 Royall Street
Canton, MA 02021
Telephone: (781) 575-3400

Independent Auditor
PricewaterhouseCoopers LLP
201 South Main Street, Suite 900
Salt Lake City, UT 84111

Corporate Counsel
Baker, Donelson, Bearman, Caldwell &
Berkowitz, PC
Commerce Center, Suite 1000
211 Commerce Street
Nashville, TN 37201

Common Stock Listing
New York Stock Exchange
(Symbol–PBH)

New York Stock Exchange Specialist
Bear Wagner Specialists LLC
40 Wall Street
New York, NY 10005

Certification Requirements
The most recent certifications by our Chief
Executive Officer and Chief Financial Officer
pursuant to Section 302 of the Sarbanes-
Oxley Act of 2002 were filed as exhibits to
our Annual Report and Form 10K for the
fiscal year ended March 31, 2007, which
has been filed with the Securities and
Exchange Commission. We have also filed
with the New York Stock Exchange the
most recent Annual Chief Executive
Officer Certification as required by Section
303A.12(a) of the New York Stock Exchange
Listed Company Manual.

Investor Inquiries
Attn: Investor Relations
Prestige Brands Holdings, Inc.
90 North Broadway
Irvington, NY 10533

www.prestigebrandsinc.com
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