AUGUST 3 / BURBANK, CA



Debbie Hancock

Vice President, Investor Relations



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. ‘@\




- Brian Goldner

1 H'j: Chief Executive Officer and
Chairman of the Board




Year Path

Roll-Out
Hasbro Brand

Blueprint 2016

Global Play & Entertainment Company




Medium-Term

Developed economies are targeted to grow low to mid-single
digits through brand innovation and market share gains*

Target continued double-digit revenue growth in
emerging markets*

We believe operating profit margins are sustainable and
can grow slightly in the near term; focused on improvement
in the next two to three years

We expect to generate operating cash flow in the amount
of $550M to $650M on average

N

*Excluding the impact of foreign exchange
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Franchise Economics
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Franchise economics

® Toys & Games

® Consumer Products
" Digital Gaming

® Film

W Television

Transformers Licensed Model My Little Pony Self Production Model
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Walmart
It’s time to transform
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Creature
Eventide
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Investments for the Future

Executing our Branc

Entertainment in Brand Building

Gaming as a Strategic Differentiator

West Coast Capabilities,
Partner and New Brands

Deb Thomas

John Frascotti

Steve Davis, Meghan McCarthy,
Samantha Lomow, Josh Feldman,
Victor Lee, Finn Arnesen

Jonathan Berkowitz, Todd Heringer,
Chris Cocks, Mark Blecher

Samantha Lomow, Brian Chapman
Gretchen Forrest, Josh Feldman,
Meghan McCarthy, Victor Lee

Senior Management
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Deb Thomas

Chief Financial Officer




2010 Hasbro’s Strateglc Blueprint

$3 9B mnnsrulmms P Toy & Game
Revenues _ | Product Innovation
14%

OP

Re-Imagine Global Markets

Digital b BRAND: Rednvent ) Lifestyle  Mature
sl Re-ignite | Licensing damatos

Immersive Entertainment |m=
Experiences




Brand Blueprint
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2010 Today

Program Production
Expense

Other Content Expenses $12M

$57M $36M



Point of Arrival i1 investments

2012 2013 2014 2015 2016 2017

Content Services Portal
Investment

ec.ommerce Frogram
6 o
y

) Product to Market

CPGITSpend 2.3%
Media & Entertainment

Advanced Analytics Program

Corporate Performance Management
Supply Chain Planning \
\

TsSpend 5.4%
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Ecommerce 2010
o/ *
3%
Ecommerce Today

15%*

Total Industry
Projection by 2020

25%™"




» |Investmentin
Partner Brands

4 People




2016 Entertainment and
Licensing Revenues

= '

CAGR 2010-2016

® Consumer Product Licensing
Digital Gaming
“ Entertainment

Storytelli

Em— " —



Entertainment Drives Merchandise &
Expands Market Opportunity

Entertainment Drives Merchandise

Entertainment Broadens Our Addressable Market

U.S. Traditional Toy & Games §— U.S. Media & Entertainment Revenue

_ —— $742B by 2020
2004 Entertainment @ Worldwide Media &

15% Entertainment Revenue
Entertainment Toy Sales $1.7T to $2.2T 2015-2020

W +172%

3\ Global Box Office 2016-2021
2016 Entertainment
38%

\ 0
< 4% CAGR
Source: The NPD Group/Retail Trackmg Service/Consumer Tracking Service

China Box Office
_
\
Note: Entertainment properties as defined by Hasbro in 2004 & 2016 \
Entertainment Brands: w;[wgm,gnm Movie, VG Source: PWC, "Global Entertainment and Media Outlook, 2015-20217, www. pwe.com/outlook =

e $10B by 2020



Global Omnichannel Opportunity

Value/Discount/
Mass Toy Specialist f Ecommerce Modern Trade
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Retail Channel Strategy

143K Potential Doors Around the World
87% Reached Through Just 27 Retallers

9,700 stores
17 countries
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4,000 stores
5 countries

5 countries

14,059 stores

MATHHTY { counky

g

A101

800 stores
1 country

5,000 stores
1 country

DOLLAR GENERAL 11,400 stores
Sava Hime. Save money l-rl‘llﬂ 1 (‘:Ol..mtl"y

Kantar Global Discounter Ranking

4,000 stores

10,000 stores
28 countries

[ il 850 stores
| .'mf ﬁ cﬂuntrias

o 850 stores
Hlb 6 countries

ot icoet tle e |

‘3 Tlameépouka 8,574 stores

1 country

m 15,000 stores
1 country

: 520 stores
m 1 country

FAMILY B pOLiAn 8,200 stores
1 country

vy | 6,914 stores

D'O /4 7countries

REMA 835 stores
1000

evemvmimss st 2 countries

2,700 stores
1 country

4,000 stores
1 country

600 stores
1 country

1,000 stores

DOLLARAMA |
1 country

L)
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1,119 stores
8 countries

4,502 stores
3 countries

1,521 stores
1 country

4,500 stores
1 country

800 stores
1 country
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Deb Thomas

Chief Financial Officer




Revenue Phasing

Q1 Q2

TRANSFORMIERS
2017 THE LAST KHRHIGHT
N
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2016 B Revenue

W Operating Profit

$831.2M $878.9M

$85.9M $84.9M

5-Year Average Percent of Full Year Revenue and Operating Profit
16% 6% 19% 13% 33% 45% 32% 36%




6 Actual Actual Actual 2017 s
7o of Net Revenues 2013 2014 m 2016 Comments Regarding 2017 Trends

Cost of Sales 40.7% 39.7% 37.7% 38.0% ‘ Rising input costs and less favorable hedging

Royalties 6.7% 7.2% 8.5% 8.2% “ Anticipate similar product mix and royalties for 2017

Product Development 5.0% 9.2% 5.5% 9.3% ” Continue investing in innovation

st omh  ean  9zn 93k W el and clobe reach Inveeing n New Brands
Intangible Amortization 1.4% 1.2% 1.0% 0.7% s Projecting $29M in 2017 as additional assets become amortized
Programming Amortization 1.2% 1.1% 1.0% 0.7% ” $45-$55 Million in cash spend planned for 2017

SD&A 20.6% 20.8% 21.7% 21.5% “ Increasing IT depreciation offset by expense leverage

Interest Expense 2.2% 2.2% 2.2% 1.9% <4mmp  Consistent with historical trends as % of revenues

Unideryirig Tax Rate 25 8% 26.5% 26.4% 24.5% s 2017 underlying tax rate 24.5% to 25.5% including

discrete items 19.5% to 21.5%

Data excludes all charges and benefits during the periods as detailed in Hasbro's year end earnings release.



Non-OP

Other Expense (income), net

1H 2017 | FY 2016

Interest Income $(10.7)

Foreign Currency (Gains) Losses (3.6)

Earnings from Discovery Family

Channel (11.8)

Sale of Manufacturing Facilities

2017 Drivers

Q1 Foreign Currency Gain

Gain on Sale of Certain ; versus loss in 2016 1H 2017
Investments

Other : _ * Higher interest income from
higher cash balances

Gain on Sale of Certain Assets

* Higher earnings from 40%
share of Discovery Family
Channel

*May not total due to rounding for presentation format



Favorable
Impact to EPS

| PrOj eCted Tax Q1 2017 Actual $0.11
= Rate in 201 7 Q2 2017 Actual $0.01

)
) )

R W Q3 2017 Estimate $0.02-$0.05

Q4 2017 Estimate $0.11-$0.13

2017 EPS could be Favorable Impact to i Full Year 2017 Underlying Tax
favorably impacted by Tax Rate from ASU : Rate is expected to be in the
$0.25-$0.30 per share ; 2016-091 : range of 24.5% to 25.5%






AUGUST 3 / BURBANK, CA



i
iy
)
)




Brand Blueprint

Toy & Game
Product Innovation
N
GLOBAL
MARKETS
Developed

HASBRO BRANDS

Developing
Emerging

.

OMNI-CHANNEL RETAIL PARTNERSHIPS | N P



Brand Blueprint

Toy & Game
Product Innovation

GLOBAL
MARKETS

Developed
Developing
Emerging

OMNI-CHANNEL RETAIL PARTNERSHIPS



GLOBAL
MARKETS

Developed
Developing
Emerging

OMNI-CHANNEL RETAIL PARTNERSHIPS | N P






_ FMUI't:I:-.country" -
Longitudinal Studies §



.-iul-dih -

ST

firis sEaly TR Fai

Il‘r‘l‘llr"‘li-'rl‘ lx:l' IF'I i 9‘|'|
4 |

L .

| Gissagaeds sga=

[ FHve] |

| fosvpiasss 2o

g ama pb s &
e
T

e gy -y

TN
el l‘:i.i
|::!:|!|_” "’3-

isjiifatt ot
T —
FrFrrTe Ll “5."5
fhfiiie B8
e g | i gl
i : = |l<!_‘|i!"i ";.'

L l-;;:!

[ g

e
.

Fiieaeaiie Heo i
iy B
L, e

0 |
—




P Media &
Marketing Mix

p Storytelling
Formats
& Platforms

» Price Elasticity







Deepens Brand
Love/Loyalty
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Challenger
Brandsgf

Franchise & Partner Brands

Over 70+ : DUNGEONS mrj
Other RAGOHS PURSUIT

‘Brandt OPERATION
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New Brands \ m anﬁﬁsﬁ“
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Eurumumtnr Annual Tuy Industry Projections |

Global CAGR

+3%

Projected 2021
Toy & Game

Market Size by
Region: CAGR

2017-2021 )
:l' ' . E,-: 3 \I ]
' <A

Tragitional Toys & Games spend by 2021 | USS billions C-_-r;.»:mrﬂa_ma Prices | Fixed 2016 Exchange Rates. Source! Euromenitor Inte ional

+4%
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Retop

shapeileapy,

STEAM-based
learning experiences
for all kids age 2-6
years old

\ "









Toy & Game ‘
Product Innovation .1 .

e ol
*f)? 'e,'t 1,._,
L epemm Consumer
Products

¢

i - : ENTERTANVMENT Bk

VICTORY HILI =
EXHIBITIONS Immersive Entertainment ENTERTAINMENT
Experiences




THE PREMIER HASBRO FANmily" EVENT







2018

Theatrical
Releases

Movie

Feb 16 May 4 May 25 June 1
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OUR PURPOSE IS TO

Make the World a Better Place
for Children d 3|r Families.
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Passion

Driven, Focused
and Courageous

Cummunity

Dedicated, Inclusive
and Giving










