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Agenda for the Day

2020 Strategy presentation and Q&A
Lunch

Regroup for R&D interactive session
R&D interactive session
Transportation back to hotels

Dinner Social

Work-rooms and wifi code noted on your handout

Morning Agenda

Centennial performance
Changing environment

Introduction of 2020 Strategy
— Increase our brand investment behind superior products and
more targeted 3D plans

Keep the base healthy and grow into profitable new categories,

channels and countries
Fund growth by reducing waste in our work, products
and supply chain

Break

Cascading the new strategy into key businesses
— US Retail — Cleaning
— US Retail — Specialty
)
— International
Financial Update

Innovation remains the lifeblood of Clorox
Closing

9am to Noon
Noon to 12:45pm
12:45pm sharp
1:00 to 3:30pm
3:30pm

6:00 to 8:30pm

Don Knauss
Don Knauss

Benno Dorer

George Roeth

George Roeth

Dawn Willoughby
Jon Balousek
Grant LaMontagne
Benno Dorer

Steve Robb
Wayne Delker

Don Knauss

9/30/2013
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Other Clorox Attendees

Frank Tataseo
Tom Britanik
Michael Costello
James Foster
Jackie Kane
Laura Stein

Nick Vlahos
Heidi Dorosin

Ed Huber
Douglas MacFarlane
Craig Stevenson
Steve Austenfeld
Kathryn Caulfield
Tom Johnson
Chip Conradi

EVP — Professional Products Division, Mergers & Acquisitions, Partnerships and IT
SVP — Chief Marketing Officer
SVP — International

SVP — Chief Product Supply Officer
SVP — Human Resources

SVP — General Counsel

SVP — Chief Customer Officer

VP / GM — Laundry

VP / GM - Glad and Brita

VP / GM - Litter, Food and Charcoal
VP / GM — Burt’s Bees

VP — Investor Relations

P
THE CLOROX COMPANY
<

VP — Corporate Communications ROADMAP TO

2020

VP — Chief Accounting Officer
VP — Tax & Treasury

Safe Harbor

Except for historical information, matters discussed in this presentation, including statements about the success of the Company’s
strategy and acquisitions as well as future volume, sales and earnings growth, profitability, costs, cost savings, innovation or
expectations, are forward-looking statements based on management’s estimates, assumptions and projections. Important factors
that could cause results to differ materially from management’s expectations are described in the Company’s most recent Form
10-K filed with the SEC, as updated from time to time in the Company's SEC filings. Those factors include, but are not limited to,
the Company's costs, including volatility and increases in commodity and energy costs; unfavorable general economic and
marketplace conditions and events, including consumer confidence and consumer spending levels, the rate of economic growth,
the rate of inflation and the financial condition of our customers and suppliers; the ability of the Company to implement and
generate expected savings from its programs to reduce costs; interest rate and foreign currency exchange rate fluctuations;
consumer and customer reaction to price increases; the success of the Company’s strategies; risks relating to acquisitions,
mergers and divestitures and the costs associated therewith; and the Company’s actual cost performance and the success of new
products. The Company undertakes no obligation to publicly update or revise any forward-looking statements.

The Company may also use non-GAAP financial measures, which could differ from reported results using Generally Accepted
Accounting Principles (GAAP). The most directly comparable GAAP financial measures and reconciliation to non-GAAP financial
measures are set forth in the Appendix hereto, the Supplemental Schedules of the Company’s quarterly financial results and in the
Company’s SEC filings, including its Form 10-K and its exhibits furnished to the SEC, which are posted at
www.TheCloroxCompany.com in the Investors/Financial Information/Financial Results and SEC Filings sections, respectively.
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Clorox Centennial

Key Messages

» Centennial Strategy was successful in a very difficult
environment

» Strategy 2020 positions us to continue delivering top-
tertile TSR by evolving our Centennial Strategy and
focusing on 3 new enterprise choices

* Innovation will continue to be a key driver for growth

I THE CLOROX COMPANY
V'
ROADMAP 7O
2020
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Centennial Strategy

>

Objectives « Be best at building big-share brands in economically-attractive mid-
sized categories

“We make everyday life better, everyday”

* Maximize economic profit across categories, customers and countries

Be a high-performance organization of enthusiastic owners

Win with superior capabilities in Desire, Decide and Delight

Strategy
* Accelerate growth both in and beyond the core
« Relentlessly drive out waste | e G comemwy
2020

Centennial Strategy Choices

Goals & Aspirations |

Where to Play |

How to Win
How to Configure
.I . THE CLORDX COMPANY
~
2R06MIF T
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Centennial Strategy Choices

Goals & Aspirations

Economic Profit

$320M

6%

CAGR

$426M

FYO8

FY13

Maximize economic profit (EP) across categories, channels and
countries

Best correlation to stock price
v P&L component - net earnings

v' Balance Sheet component - capital deployment

v' Capital market component - cost of capital

EP drives management focus & decision making

v' Determines short-term and long-term compensation

EP drives our strategy & choices A
THE CLOROX COMPANY

ROADMAP TO

Economic profit (EP), a non-GAAP measure, is defined by the company as earnings from continuing operations before income taxes, noncash restructuring-related and asset impairment costs, noncash goodwill and intangibles impairment

and interest expense; less an amount of tax based on the effective tax rate before any noncash goodwill and intangibles impairment charge, and less a
capital. Results for all fiscal years reflect the reclassification of the Auto business to discontinued operations. S¢ iliati

ended June 30, 2013, 2012 and 2011.

rage-capital employed multiplied by the weighted-average cost of
the company’s website (Www.thecloroxcompany.com) for the fiscal years

Centennial Strategy Choices

Where to Play

Acquisitions & Divestitures
= Acquired Burt's Bees
= Divested Auto Care
= Acquired Cal Tech, Aplicare and HealthLink

Aggressively built professional business in health care channels

THE CLOROX COMPANY
N

ROADMAP TO

2020
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Centennial Strategy Choices

3D Capabilities anchored in product superiority:

= DESIRE: Traditional to non-traditional media split is now 60:40 (vs. 80:20 in FY04)
+ 3 ptS = DECIDE: Winning in AMPS (Assortment, Merchandising, Pricing & Shelving)

from innovation as well as category captaincies

. . THE CLOROX COMPANY
= DELIGHT: 60/40 wins on over 50% of the portfolio N

ROADMAP TO

Superior cost reduction (150+bps annually)

——__—_— 2

Centennial Strategy Choices

How to Configure B Created SBU structure (EP and P&L ownership)

Invest in infrastructure to improve performance
(SAP and Innovation Center)
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And the Strategy Was Successful
Solid Top-Line Growth

Annual Sales

(s in Billions)
$6
0
vc9% +3%
+4% +2% Flat
$5 ] I I I
$4 _
FYo8 FYO9 FY1o0 FY1a1 FY12 FY13 mzc@xcommm
And the Strategy Was Successful
Double-Digit EPS Growth
Diluted Earnings Per Share (EPS) from Continuing Operations
$5 $4.31
o $3.93 %420
$3.33
$3 $2.68
$1
FYo8 FYog FY1o0 FYa11 FY12  FY13 g
o

ROADMAP TO

2020

Earnings from continuing operations and diluted net earnings per share from continuing operations in ﬂscal year 2011 were $287 million and.S2. 07, respectively. Fiscal year 2011 adjusted non-GAAP
earnings from continuing operations and adjusted non-GAAP diluted net earnings per shar: .he $258 mllllpn noncash goodwill impairment charge
(-51.86 per share) related to the Burt’s Bees business. -
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And the Strategy Was Successful
Top-Tier ROIC

40% Return on Invested Capital as of June 30, 2013

30%

20%
Peer Average: 15%

10%

0%

CL HSY CLX EL KMB CPB PEP KRFT CHD GIS KO PG ENR K RB  TAP AVP

Return on invested capital (ROIC), a non-GAAP measure, is calculated as earnings from continuing operations before income taxes, excluding restructuring and asset impairment costs, noncash
goodwill impairment and interest expense, computed on an after-tax basis as a percentage of adjusted average invested capital. ROIC is a measure of how effectively the company allocates capital.
Information on the Peer ROIC is based on publicg available data (FactSet) as of 6/30/2013. For the ROIC calculation, please refer to the link on the financial results section g; the company’s website

http://files.shareholder.com/downloads/CLX/19 8723170x0x587915/3c405454—049f-47c3-ac7e-i8ca746fiii1/08% ROIC%20Reconciliation%20Information%208-1-12.p

And the Strategy Was Successful
Strong Shareholder Return

5-Year
(7/2/08 — 6/30/13)

82%

75% 29% 22%

100% 88%

50%

25%

0%

Clorox Peers S&P
M Share Price Appreciation Dividends Paid

-H- — ~
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Cascading 2020 Strategy into the Major Businesses

U.S. Retail Professional International

Top & Bottom Line Engine Fast Growing Adjacency Top-Line Growth Driver
Margin Opportunity

75% of Clorox Sales 5% of Clorox Sales 20% of Clorox Sales

+2-3% compound annual growth +10-15% annual growth +5-7% annual growth

1.5 — 2.5 pts company growth 0.5+ pts growth 1.0 - 1.5 pts growth

i
Drive Annual EBIT Margin Improvement of 25-50 bps T"Ei‘ﬁ%ﬁfi‘mm
2020

Environment We Operate In

CONSUMERS

e Stabilizing categories, expecting slow recovery

e Technology empowers consumers

e Fragmented, multi-cultural consumer base

10
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Consumer Megatrends

\I;Iveea“mi Sustainability
Fragmentation Affordability

Consumer Megatrends

Greater demographic clusters

. Greater economic bifurcation Sustainability

Retail fragmentation

@mentatiov Affordability

11
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Environment We Operate In

CONSUMERS

e Stabilizing categories, expecting slow recovery
e Technology empowers consumers

e Fragmented, multi-cultural consumer base

CUSTOMERS

Customer consolidation continues

Emerging e-commerce channels

COST

e Commodities remain volatile

e Other inflation (wages/benefits) increasing

-H- — ~

COUNTRIES

BRIC costly to enter
Challenging environment in key LatAm markets

FX headwinds

Benno Dorer

EVP and Chief Operating Officer

THE CLOROX COMPANY
"

ROADMAP TO

2020

12
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2020 Strategy Choices

Goals & Aspirations . Deliver Top-Tertile TSR by driving EP growth

3% to 5% Sales Growth

+25 to +50bps EBIT Margin Growth

Maximize EP across customers, channels and categories

Support healthy dividend growth

Grow Market Share

2020 Strategy Choices

)l Keep the base healthy and grow into profitable new categories,
Where to Play | channels and countries

Strong focus on U.S. Retail

International: Focus on markets where we have
scale and strong brands

Continue to drive growth on Professional Healthcare and Burt's Bees;
expand into additional Health and Wellness opportunities

— —

13
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2020 Strategy Choices

. ' Increase our brand investment behind superior products
and more targeted 3D plans

Increase 3D brand investment by +1pt. of Sales over time

Continue to invest behind 60/40 wins and drive
3+pts of annual incremental sales from innovation

Multi-target demand plans enabled by insights, technology
and flexible supply chain

h' R

2020 Strategy Choices

Fund growth by reducing waste in our work, products and
How to Configure supply chain

Agile Enterprise: Simplify work and eliminate low value activity
Reduce exposure to energy-driven inflation in products and supply chain
Lower S&A to 14% of Sales or below

h' R

14
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2020 Strategy

>

Objective

Strategy

“We make everyday life better, everyday”

Be a top-performing CPG company by being the best at building big-share
brands in economically-attractive mid-sized categories and countries

Engage our people as business owners

Increase our brand investment behind superior products and
more targeted 3D plans

Keep the base healthy and grow into profitable new categories,

channels and countries E

P
Fund growth by reducing waste in our work, products and o

supply chain

ROADMAP TO

2020 Strategy

>

Objective

)

“We make everyday life better, everyday”

Be a top-performing CPG company by being the best at building big-share
brands in economically-attractive mid-sized categories and countries

Engage our people as business owners

Increase our brand investment behind superior products
and more targeted 3D plans

Keep the base healthy and grow into profitable new

categories, channels and countries B ot
e
Fund growth by reducing waste in our work, 26‘50

products and supply chain

15
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2020 Strategy

>

Objective

)

*  “We make everyday life better, everyday”

e Be atop-performing CPG company by being the best at building big-share
brands in economically-attractive mid-sized categories and countries

-

Engage our people as business owners

Increase our brand investment behind superior

| products and more targeted 3D glani ‘
Keep the base healthy and grow into |¥ofitable new categories, channels

and countries THE CLOROX COMPANY
g

L]

.

ROADMAP TO

e Fund growth by reducing waste in our work,
products and supply chain

Key Messages

* Our 3D capabilities will evolve to address increasing consumer and

customer fragmentation
— More targeted 3D plans, enabled by more customized insights, digital technology and a more

flexible supply chain

* Our total demand spending will increase by +1pt of sales over time

— With investment behind adjacent growth

» Continue to focus on 60/40 product superiority, but invest
disproportionately behind higher return opportunities . msc@xwmw

B 3

16
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3D: Significant Progress During Centennial

DESIRE

* Digital Capability + Category captaincies

* Non-traditional spend up * Value added services

* Multiple industry awards * e-commerce growth

DELIGHT
* 60/40 Wins

msc@o‘xcnmmm
S
2020

e Growth from Innovation

Traditional Loyalty Journey

SIGN UP
RECEIVE A VISIT A FOR
SEE AN AD MAILER FSI STORE $ CALL 1-800 L%XA[‘{LSY

linear | predictable | brand-controlled
“—h

17
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The New Path to Loyalty

PERUSE
FAV USE
BLOGGERS  _ COMPARISON £
POSTS — TOOLS SNAP FOR
SEARCH — SSRCI%EE RESALES
FORA -
T+ WATCH
PRODUCT  vOUTUBE ~ < SIGN UP
VIDEO o RECEIVE A Ne—— FOR EMAIL
MAILER
SIGN UP
SEE AN AD RECEIVE A FsSI VISIT A \  CALL 1-800 FOR
MAILER STORE \ LOYALTY
| POST, . CARD
READ | REVIEW
“ ,, REVIEWS—~" UPLOAD
BRAND'SN VISIT A .~ LINK FROM” FS
: FRIEND'S
FACEBOOK ™ STORE
S LINK FROM FACEBOOK
' FRIEND'S  REVIEW TRACK
FACEBOOK  FAQS PURCHASE
CREATE e-commerce Behaviors
eE Social Web Behaviors
non-linear | multi-channel | digital influence

Strategy 2020 Builds on Centennial

' Goals/ Metrics | .

Where to Play | -

How to Win °

From

Separate Advertising & Sales
Promotion and Trade ROI

Single consumer target
Retail channel focus

Proven demand spend levels
60/40 product superiority
Single-target 3D plans

-““ -

To

Total Demand Creation ROI

Multiple consumer targets
Retailer-specific focus

Increase demand spend by

+1pt over time
60/40 product superiority

Multi-target 3D plans

18
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Strategy 2020 Builds on Centennial

From To

Goals/ Metrics e Separate Advertising & Sales e Total Demand Creation ROI
' Promotion and Trade ROI

Single consumer target e Multiple consumer targets
Retail channel focus e Retailer-specific focus

1. Increase demand spend by
+1pt over time

2. 60/40 product superiority

3. Multi-tar

Where to Play :

e Proven demand spend levels
How to Win e 60/40 product superiority
e Single-target 3D plans

1. Increase Demand Spending Over Time

ﬁ * With investments in
Sales

Advertising Promotion adjacent growth

« Total demand spending

. :Jl,_u ‘_I ()[ increase

Innovati ' Trade : .
" Promotion  * Fund via cost savings and
margin-accretive
. . / innovation macﬁ%x COMPANY
w ::f;u”o
Pricing 2020

19
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2. Superior Products:

Disproportionately Invest Behind Higher Return Opportunities

Cash Generator Growth Drivers

60:40 wins

Market Economics

ROADMAP TO

Growth Potential

EHE c‘m: commw‘
il

2. Superior Products:
Disproportionately Invest Behind Higher Return Opportunities

Home Care Example

Cash Generator Growth Drivers

D|S|nfectlng

Market Economics

ROADMAP TO

2020

Growth Potential

K’HE @WMW‘

= =

20
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3. More Targeted 3D Plans:

Key Enablers

Digital
Technology
Flexible
Supp|y r ‘I'HE(@XCBMPANY
Chain 3650
3. More Targeted 3D Plans:
Key Enablers
IrT‘I'Il'ilflf%lﬂCGMP}\IW
2020

21
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3. More Targeted 3D Plans:
Clorox Liquid Bleach

eow oo | [ fpor®s | e |

Osective  Choose Clorox Choose Clorox Spark interest in
over Private Label over Private Label category via Clorox

MEDIA Package label Word-of-mouth On-line
SELECTION In-aisle On-line TV
TV TV In-aisle
- & - ;

3D Plan for Millennials:

P
THE CLOROX COMPANY.
~z

22
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3D Plan for Millennials:

Spark Interest in Clorox Liquid Bleach

e 232 P
Clorea Blosc

IT ANAY Y &

Wil Watch Us

abc Sweepstakes
A
THE CLOROX COMPANY

g

ROADMAP TO

2020

3. More Targeted 3D Plans:
Digital Technology

iy
THE CLOROX COMPANY

L
e

23
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3. More Targeted 3D Plans:

Digital Technology - “Always On”

Deliver HER PATH IS ©)U3¢ Havr;
custom ad

Engage her, link
her to Clorox.com

Video response
sent to phone.
Buys product

Mobile phone alert: Link her to
Send her an offer Amazon

f P,
THE CLOROX COMPANY
V

ROADMAP TO

3. More Targeted 3D Plans:

Digital Technology - Geo-targeting

Geo targeting Interactive Coupon Offer
via Google Touch Point Encountered

VER VRGN
ALTA RESOLUC

24
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3. More Targeted 3D Plans:

e-commerce is The Fastest Growing Channel

CHANNEL 5-YEAR GROWTH RATE

Source: 4i Consulting Group, Inc. a Nielsen Partner; CAGR 2009-2015 m o

12%

THE CLOROX COMPANY
v’

ROADMAP TO

Focus on Burt’s Bees, Brita, Wipes and Glad

HIGHEST PRIORITY

THE CLOROX COMPANY
Y

ROADMAP TO

2020

25
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>$200M Sales Opportunity by 2020

CLOROX ONLINE RETAIL SALES

>$200M
FY11 FY12 FY13 FY20(E)

IS ——

3. More Targeted 3D Plans:
Flexible Supply Chain

Flexible

Supply e G conpmny

Chain 3650

26
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More Flexible Supply Chain

v “Real Time” Demand Planning

v" More Manufacturing Flexibility

v’ Faster Response Time
“ v" Lower Inventory “

v’ 31 Party Partnership

MORE CUSTOMIZATION,

L caeasesne

. SUPPLIERS
CUSTOMERS

More Flexible Supply Chain

Enables “Yes” to Fast Customization at a Reasonable Cost

{ Better Service to Y“’ More Customization
Customers &

Consumers

27
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Key Messages

* Our 3D capabilities will evolve to address increasing consumer and
customer fragmentation

— More targeted 3D plans, enabled by more customized insights, digital technology and a more
flexible supply chain

* Our total demand spending will increase by +1pt of sales over time

— With investment behind adjacent growth

 Continue to focus on 60/40 product superiority, but invest
disproportionately behind higher return opportunities mfc@mmw

ROADMAP TO

George Roeth

EVP and Chief Operating Officer

THE CLOROX COMPANY
"

ROADMAP TO

2020

28
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2020 Strategy

Mission > + “We make everyday life better, everyday”

Be a top-performing CPG company by being the best at building big-share
brands in economically-attractive mid-sized categories and countries

Objective

e Engage our people as business owners

Increase our brand investment behind superior products and more
Strategy targeted 3D plans

Keep the base healthy and grow into profitable new
cateqgories, channels and countri

e Fund growth by reducing waste in ouriwork, products and supply chain

Key Messages

» Grow into profitable new categories, channels and countries

» Adjacency criteria includes a strong right to win, leveraging the

core, consumer tailwinds, as well as being margin-accretive

» Key areas of focus are on Stop the Spread of Infection (SSI)

tailwind and Burt’s Bees International ! e D commy

29
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Sluggish US Retail Category Growth

Category Dollar Growth (IRI Multi-Outlet , 52 Weeks Basis)
3%

2%

|||||
;I il

-1%

Dec1io Mara1 Junii Sepii Decii Mari2 Juni2 Sepi2 Deci2 Mari13 Juni3 Juli3 Augi3

-2%

_3%

Expand Clorox Where to Play Choices

Example : Stop the Spread of Infection
Channels Categories

Business Core

Models Capabilities Geographies

ROADMAP TO

Technologies Consumers 2020

THE CLOROX COMPANY ‘
g

30
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Clorox Adjacency Criteria

Strong right to win

Leverage the core

Consumer tailwind (megatrend)

Margin accretive

oy
THE CLORDX COMPANY
V
ROADMAP TO
2020

Adjacency Entry Vehicles

™ x

ealthLink

A Family of Medical Products

M&A
Partnership Organic
PooliSpa
Partnership with KIK
B S

31
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Adjacency Priorities

C1L0R0

HEALTHCARE

—— \D
! | oo
ek ®
Stop the Spread Healthy Home Burt’s Bees
of Infection International

Burt's Bees:
Significant Global Growth Opportunity

>$25B global natural personal care category®

Margin-accretive

Strong right to win

(1) Source: 2012 Kline study on global natural personal care categori. 1 —

Expected continued double-digit annual growth rate(®

THE CLOROX COMPANY
V'

2020

32
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Burt's Bees:

Strong Fan Base in Asia

1=
.

Note: Clip from the independent documentary created about Burt’s Bees co-founder Burt Shavitz, recently premiered at the Toronto
International Film Festival (provided by filmmaker Jody Shapiro)

Burt’'s Bees:
South Korea Go-To-Market Vehicles

Stand Alone Stores . .

s
THE CLOROX COMPANY
V

ROADMAP TO

2020

33
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Burt's Bees:
South Korea Go-To-Market Vehicles

Store Within a Store

ROADMAP TO

Burt’'s Bees
South
Korea Chile
FY12 Sales Growth : +54% +92%
FY13 Sales Growth : +48% +72%

... and this platform is scalable! Fre ecomme
/ 3030

34
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Key Messages

» Grow into profitable new categories, channels and countries

» Adjacency criteria includes a strong right to win, leveraging the

core, consumer tailwinds, as well as being margin-accretive

» Key areas of focus are on Stop the Spread of Infection (SSI)

I3

tailwind and Burt's Bees International mft@m’m

ROADMAP TO

2020 Strategy

“We make everyday life better, everyday”

>

Objective

Be a top-performing CPG company by being the best at building big-share
brands in economically-attractive mid-sized categories and countries

Engage our people as business owners

Increase our brand investment behind superior products and more
targeted 3D plans

Strategy

Keep the base healthy and grow into profitable new categories, channels
and countries

* Fund growth by reducing waste in our work,

products and supply chain

35
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Key Messages

* Margin expansion is necessary to achieve our
aspiration of top-tertile TSR

» Growth will be funded by cost savings and operating
efficiencies

» Cost savings pipeline remains robust

» Agile enterprise is a key enabler to our financial goals,

oy

and employee engagement el

Py gag 2020
Cost Headwinds

Last 5 Years:
Higher
Commodities:
~ -100bps
Higher Double-digit inflation in Venezuela

VERNETRA  and Argentina a major factor
Logistics Costs:

~ -100bps

THE CLOROX COMPANY
g

ROADMAP TO

2020

36
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Cost Savings is a Clorox Strength

Margin Benefit from Cost Savings
300 bps
250 bps
o Ba B0 B
|| || -,
150 bps
100 bps

50 bps

o bps
FYo3 FYo4 FYos FYo6 FYo7 FYo8 FYog FYio FYi1 FYi2 FYa3 FY14+ |

Py
THE CLOROX COMPANY
w

ROADMAP TO

Significant Opportunities Ahead

Buy, Make & ' Selling & Cost-o-vation
Ship Admin |

&0

37
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Clorox Bleach Compaction Benefits

- e +5oobps in margin improvement
* 25% more units on shelf

e 23% GHG footprint reduction

(an amount equal to 4M gallons of gasoline)

« Better consumer experience ! e G commwy

ROADMAP TO

Robust Cost-o-vation Pipeline

Resin ' . . ' .

P
THE CLOROX COMPANY RQG
Ny
NEW SHAPE FOR MORE
GRILLI

NG POWERI®

¥ Ready Faster
121 andBurns \ )
4 even Longer. !
s brovkd v sl o
[ N

38
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More S&A Opportunities

Selling & Admin as a % of Sales

40%
>50%
35%
30%
25%
20%
15%

10%
CHD KRFT TAP CLX GIS KMB CLX K RB-GB PG HSY ENR CL KO PEP EL AVP
Historical Current

Note: Selling & Admin as a percentage of Sales based on infurmaﬂm . —

Agile Enterprise

A business organization that delivers value to its
stakeholders, with little or no unnecessary

consumption of resources or time

I THE CLOROX COMPANY
V"
ROADMAP 7O
2020

S

39
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Lean Methodology

Reduced | ' Continuous

Waste
Elimination

Variation | Improvement

oy
THE CLOROX COMPANY
V

ROADMAP TO

Lean Methodology in Product Supply

Cumulative Savings ($ in Millions)
$200
$160
$120
$80

$40

' THE CLOROX COMPANY
$0 N

ROADMAP TO

FY04 - 09 FY10 FY11 FY12 FY13 2020

initiatives that aim at: empowering

Note: The above numbers are savings related to Clorox World Class Operations program in the
il ance, among others.

employees, gaining better understanding of losses and ho!

40
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Agile Enterprise — Three Key Questions

What is the consumer willing to pay for?

Agile Enterprise - Beyond Product Supply

Order to Cash Process

Since 2009:
» Perfect Order from 12% to 70%

» Days Sales Outstanding reduced by 34%

« Deductions as a % of Sales reduced by 68%

THE CLOROX COMPANY
g
ROADMAP 7O
2020

e Headcount reduction of 26%

41
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Agile Enterprise - Opportunity Areas

SALES & OPERATIONS PLANNING

Collect Data Plan Demand &
Supply

e Effectiveness e Efficiency e Lower working capital e Increased in-stocks

NEW ITEM SETUP

Develop Recipe Create Item

e Speed * Innovation enabler e Accelerate top-line

CATEGORY ADVISORY SERVICES

Monitor Generate Insights
Performance

e Speed e Customer responsiveness
H—-—_‘ .= -

Agile Enterprise — Unleash Our People’s Potential

« Streamline and simplify the work
* Fix the problem right the first time
* Increased speed

 Focus on what the consumer and customer value

THE CLOROX COMPANY
N

ROADMAP TO

2020

B

42
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Driving Agile Enterprise Broadly & Systematically

Proactive
Mandatory
Holistic & Cross-functional

Institutionalized

Py
THE CLOROX COMPANY
Ty

ooooooooo

Key Messages

Margin expansion is necessary to achieve our aspiration of
top-tertile TSR

Growth will be funded by cost savings and operating
efficiencies

Cost savings pipeline remains robust
Agile enterprise is a key enabler to our financial goals and

employee engagement

RN

43
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2020 Strategy

Mission }
Be a top-performing CPG company by being the best at building big-share

Objective ) . |~ it ) :
brands in economically-attractive mid-sized categories and countries

}

“We make everyday life better, everyday”

e Engage our people as business owners

Increase our brand investment behind superior products and more
targeted 3D plans

Keep the base healthy and grow into profitable new
categories, channels and countri

e Fund growth by reducing waste in ouriwork, products and supply chain

IS ——

Cascading 2020 Strategy into the Major Businesses

U.S. Retail Professional International

Top & Bottom Line Engine Fast Growing Adjacency Top-Line Growth Driver
Margin Opportunity

75% of Clorox Sales 5% of Clorox Sales 20% of Clorox Sales

+2-3% compound annual growth +10-15% annual growth +5-7% annual growth

1.5 — 2.5 pts company growth 0.5+ pts growth 1.0 - 1.5 pts growth

P
Drive Annual EBIT Margin Improvement of 25-50 bps T"EC_‘LE%%_TPW
2020
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Dawn Willoughby

SVP and General Manager of Cleaning
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2020 Strategy

Mission }
Be a top-performing CPG company by being the best at building big-share

Objective ) . |~ it ) :
brands in economically-attractive mid-sized categories and countries

}

“We make everyday life better, everyday”

e Engage our people as business owners

Increase our brand investment behind superior products and more
targeted 3D plans

Keep the base healthy and grow into profitable new
categories, channels and countri

e Fund growth by reducing waste in ouriwork, products and supply chain

L NN

Cascading 2020 Strategy into the Major Businesses

U.S. Retail Professional International

Top & Bottom Line Engine Fast Growing Adjacency Top-Line Growth Driver
Margin Opportunity

75% of Clorox Sales 5% of Clorox Sales 20% of Clorox Sales

+2-3% compound annual growth +10-15% annual growth +5-7% annual growth

1.5 — 2.5 pts company growth 0.5+ pts growth 1.0 - 1.5 pts growth

P
Drive Annual EBIT Margin Improvement of 25-50 bps T"Eiﬁ%ﬁf?rpm
2020
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Key Messages

e The Cleaning Division has delivered strong EP growth over
the Centennial period...

» ...but share growth has been challenged recently

» Looking forward, we will leverage our enhanced 3D capability

to drive category growth and share
— examples: Clorox Liquid Bleach and Clorox Disinfecting Wipes

oy
THE CLOROX COMPANY
v

ROADMAP TO

Clorox: 100 Years of Leadership and Innovation

LAUNDRY HOME CARE
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Cry el

FLL W iTEs HENERICMT
W Lstugs /’\:1 LA

* CLOROX

lu(,“.:"-._‘ Tpmerii i
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Significant Economic Profit Growth...

Laundry & Home Care Economic Profit Growth

9% cacr

Py
THE CLOROX COMPANY
Ty

ROADMAP TO

FYo8 FY13

Note: The above bars represent dollar economic profit of the combined businesses of Laundry and Home Care (excluding PPD). Economic
earnings from continuing operations before income taxes, noncash restructuring-related and i i
based on the effective tax rate before any noncash goodwill and intapgi i

EP), a-non-GAAP measure, is defined by the company as
ingibles impairment and interest expense; less an amount of tax
iplied by the weighted-average cost of capital.

Clorox Liquid Bleach

¢ FY13 Results

¥~ +500bps Margin
. } | | Improvement

¥~ +5% Sales Growth

THE CLOROX COMPANY
N

ROADMAP TO

2020
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... But Share Growth Has Been A Challenge

Bleach Category and Clorox Share

(IRl Multi-Outlet on 52 Week Basis)
Dollar Category
Share Growth

70 % 10 %

5%
60 %
55% 0%
0%
5 =%
45 %
40 % -10 %

Dec 10 Mar 11 Jun1l Sep 11 Dec1l Mar12 Jun12 Sep 12 Dec12 Mar 13 Jun13 Jull3 Augl3

= Dollar Share ——Category Dollar
Source: IR Infoscan Data - Total U.S. Multi-Outlet (Food/DrMeCA.) for 52 weeks ended 8/18/2013.

Key Learnings and Growth Plan

e Must drive a strong and targeted 3D plan

e Value remains “key” in this environment

» Our robust innovation platform paves the way for a bright
future
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More Targeted 3D Plans:

Clorox Liquid Bleach

[Doooptees | T Oepor | CDEGHED |

OBJECTIVE Choose Clorox Choose Clorox Spark interest in
over Private Label over Private Label bleach via CLB
MEDIA Package label Word-of-mouth On-line
SELECTION  In-aisle On-line TV
TV TV In-aisle

_ _

More Targeted 3D Plans:

Choose Clorox Over Private Label

DECIDE

* Value Copy * Get back in National * Superiority

' merchandising cadence * New and targeted
Stronger Disinfecting
Messaging

innovations
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More Targeted 3D Plans:

Choose Clorox Over Private Label

P
THE CLOROX COMPANY
~z

ROADMAP TO

2020

More Targeted 3D Plans:

Choose Clorox Over Private Label

Radio DJ Piolin
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More Targeted 3D Plans:

Choose Clorox Over Private Label

FY13

SMART \\

BLEACH

FY13 Results
¥~ +7% Sales Growth
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Increased Competitive Intensity

Disinfecting Wipes Category and Clorox Share

L/ I (IRl Multi-Outlet on 52 Week Basis) I
Share Growth
60 % 10 %

55 % o
6 %
50 % 4%
45 % 2
0%
40 % 2%

Dec 10 Mar 11 Jun1l Sep 11 Dec1l Mar12 Junl12 Sep 12 Dec12 Mar13 Jun13 Jull3 Augl3

= Dollar Share ——Category Dollar
Source: IRI Infoscan Data - Total U.S. Multi-Outlet (Food/DrwéCA.) for 52 weeks ended 8/18/2013.

Key Learnings and Growth Plan

e Must drive a strong and targeted 3D plan

e Value remains “key” in this environment

» Our robust innovation platform paves the way for a bright
future
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More Targeted 3D Plans:

Clorox Disinfecting Wipes

Existing ‘ _
Users _

-

OBJECTIVE LUse Clorox wipes Use Clorox wipes J
for more occasions for more occasions
MEDIA TV TV
SELECTION  On-line On-line
Package label Radio
In-aisle
e

Disinfect to prevent
the spread of germs

TV
On-line
Print
In-aisle

Clorox Disinfecting Wipes

P
THE CLOROX COMPANY
g
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More Targeted 3D Plans:

Geo-targeting

UsSA

WEEKLY LISTENING TRACKER
FOR COLD & FLU

A SOCIAL & SEARCH PULSE ON COLD & FLU
WITH GEOGRAPHIC OVERLAYS

REP
— al fair @Rumpy1987 @coll baby87 or ates has
dreaded East Coast Stomach Flu but theyre all sick. | need some Clorox
wipes!
22 Jan 2013 15:18:34 EST = s

More Targeted 3D Plans:

Clorox Disinfecting Wipes Value Campaign

e Value Copy e |nvestin increased e Superiority
merchandising ¢ New and targeted
; frequency innovations
e Stronger Disinfecting
Messaging
: [ cerces ron rovmoner |
F i : <
r ' Disinfect
F i - 2 X the
\ - J 0 surface area

o o o
eSS
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Clorox Disinfecting Wipes

P
THE CLOROX COMPANY
N

More Targeted 3D Plans:

Clorox Disinfecting Wipes Value Campaign 7

Corence R o
?Eng\'.

GET MORE FOR YOUR MONEY

N | cooD . 0RO
TODAY ,nicRicA = Disinfect
o X e
= ; 37::2:::&1’:;2 surface area
% as the other brand. L
amazon
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More Targeted 3D Plans:
Clorox Disinfecting Wipes Innovation %
FY14 - First Half FY14 - Second Halfv

]
30

Disinfecting

Wi_p_gs. *

.|"I . @ :--I
» -

Key Messages

* The Cleaning Division has delivered strong EP growth over
the Centennial period...

e ...but share growth has been challenged recently

» Looking forward, we will leverage our enhanced 3D capability
to drive category growth and share

[ P
THE CLOROX COMPANY

ROADMAP TO
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Jon Balousek

SVP and General Manager of

Lifestyle and Household

AN
THE CLOROX COMPANY
Y

ROADMAP TO

2020

9/30/2013

Key Messages

» Lifestyle and Household businesses have performed well during the
Centennial period

* Glad has been a strong contributor to Clorox’s economic profit
growth (despite significant commodities inflation)

» Success Drivers:
v Superior products and innovation enabled by proprietary JV technology
v Driving a more targeted 3D plan
v Disciplined pricing and input cost management

» Future looks bright as we continue to focus on product superiority
and enhanced 3D plan

-H- — ~
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Lifestyle & Household Businesses

Strong Position in Key Categories

. Market Share in Key Lifestyle and Household Categories
80% (IRl Multi-Outlet Data on Past 52 Weeks Basis)

60%
=
4,0% S
%)
o
= 0
x )
20% 8
<)
_I - —
o =
0% T
Trash Charcoal Salad Dressing Litter Water Filtration

Source: IRI Infoscan Data - Total U.S. Multi-Outlet (Food/Drug/Mass + Walmart + Sam's + BJ's + Family Dollar + Dollar General + Fred's + DeCA.) for 52 weeks ended 8/18/2013.

N

Pre-Clorox Ownership

Glad Trash Market Share in Long-Term Decline

34%
32%
30%
28%
26%
1992 1993 1994 1995 1996 1997 1998 1999
B —
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Strong Turnaround
Glad Trash Market Share Gain

34% +0.7pts

(P52 Weeks
as of 8/18/13)

32%

30%

28%

26%
A price Increase

W Price Roll Back

24%
1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013

m._ . -

Glad - A Strong Economic Profit Contributor

e Drivers of EP growth include:

— Driving trade-up through product differentiation enabled by
proprietary JV technology

— Strong discipline in pricing and input cost management

— Exiting unprofitable business

THE CLOROX COMPANY
g

ROADMAP TO

2020
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Strong Turnaround
US Glad Business More Than Doubled Its EP Margin

-

i\
_—

FYO8 Glad Average: +3% FY13 Glad Average:

10%

) Containers
Containers

Clorox : 8%
Clorox : 7%

5%

0%

-5% Food
Bags

Height of Bar = EP Margin

-109
10% ';‘;‘;‘: Custom Width of Bar = Net Sales
| Brands -27%
— .

Glad Trash Relaunch

New strategy put in place in 2004
v’ Leverages sustainability megatrend

1. Increased Demand
Building Investment

2. Product Superiority & DISCIp'|II:1ed
: Cost/Pricing
and Innovation

(More Targeted 3D Plans) Management

Glad JV (C'OFOX + P&G) —formed in 2003

Exit custom brands business (2009)

-H- — ~
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1. Increased Demand Building Investment
Stronger Stance Against Waste

BDECIDE

0I0NES
STRONG

- # Grips the Can
| ® Tear Resistant
[ * Leak Protection

g &

#1 Share of Voice

DESIRE

General Market Q

P
THE CLOROX COMPANY
g
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DESIRE

Stronger Stance Against Waste

Glad branded take-over announcing
launch of NEW OdorShield & driving
trial via sampling

Animated mobile banners driving

Facebook exclusive posts &
to mobile branded site

sponsored search to drive purchase

. Trash tough odors contimuously
" with Febrese’ Freshness

DECIDE

Stronger Stance Against Waste

| Dual-Facings

» Higher shelf efficiency

e Lower out-of-stocks

ey 0 = L R — Y
(\: Q /)
@ i @, " s @ o .
ODORSHIELDM - ODORSHIELD: —@gp@u_@r};
Lall Kil(lllen .
e RIS AN LR ST 2 a1 kit

k)
&
Q
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2. DELIGHT: Focus on Superior Products & Innovation &#p

m

Goal: Better bag with same or less resin V

2005 2006 2009 2012
Force Flex Force Flex with Febreze Base “Stronger with
Odor Shield Partnership Less Plastic”
[ﬁﬁ = Em ~ WGER L.
b gl § Pl
Results:

— Premium trash now nearly 70% of total trash portfolio sales
— Superior innovation (leveraging JV technology) a competitive advantage

3. Disciplined Cost/Pricing Management

‘. Ler SO i s ‘ | Cost Savings |
Manufacturing | | _ s )

Invest in modern Disciplined pricing World-class operating
platform to lower cost approach to recover and cost savings
input cost increases process
quickly
BERSCE S
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Successful Trade Up Strateqgy

Healthier Glad Trash Business

Strong (mid-single digit) sales growth in the last two fiscal years
~33% current market share (~26% when first acquired)
Double-digit profit growth in the last two fiscal years
Premium segment now nearly 70% of sales

e

+0.7pts share growth (P52 weeks) | = “** '@-—

Note: statistics above are for US Glad trash bags portfolio. Market share growth based on IRl Multi- —

Looking Ahead

Strengthen Odor Platform

Fresh ; I d R
AL ) Lavender .*

Breeze
G L Fresh

Lightly :
Scented Y 4 Lemor! Hawaiian

— Aloha

Fresh

Vanilla

Just a Hint of Scent
i N
Manage Cost Inflation The QRO company
— Maintain discipline in pricing to recover inflation 2020

65



9/30/2013

Key Messages

» Lifestyle and Household businesses have performed well during the
Centennial period

» Glad has been a strong contributor to Clorox’s economic profit
growth (despite significant commodities inflation)

* Success Drivers:
v Superior products and innovation enabled by proprietary JV technology
v Driving a more targeted 3D plan
v Disciplined pricing and input cost management

» Future looks bright as we continue to focus on product superiority
and enhanced 3D plan

-H- — ~

Grant LaMontagne

SVP and General Manager of
Clorox Professional Division

THE CLOROX COMPANY
"

ROADMAP TO

2020
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Cascading 2020 Strategy into the Major Businesses

U.S. Retail Professional International

Top & Bottom Line Engine Fast Growing Adjacency Top-Line Growth Driver
Margin Opportunity

75% of Clorox Sales 5% of Clorox Sales 20% of Clorox Sales

+2-3% compound annual growth +10-15% annual growth +5-7% annual growth

1.5 — 2.5 pts company growth 0.5+ pts growth 1.0 - 1.5 pts growth

2
Drive Annual EBIT Margin Improvement of 25-50 bps i i

Key Messages

HEALTHCARE

» Clorox Mission: Save lives by preventing healthcare-
acquired infections (HAIS)

« Heathcare represents an attractive business with strong
tailwinds

» We have differentiated right to win in Healthcare

* Our technology is unsurpassed within the spaces we
compete e G conme

ROADMAP TO

2020
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Clorox Professional Products @
$500M Sales Goal (FY17) HEALTHCARE
2007 2013
2%

Healthcare

45%

Healthcare
(+98% CAGR)

oA N

THE CLOROX COMPANY
Ny

uuuuuu

O

Strong Tailwinds

HEALTHCARE"

HAIs continue to be a major and costly problem in healthcare

Aging population driving demand for healthcare services

Increased regulatory pressures to reduce HAIs and costs

A,

THE CLOROX COMPANY

uuuuuu
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Differentiated Right to Win

HEALTHCARE

The right The right

EQUITIES

———————————————

ECHNOLOGIES
| ————

The right
CAPABILITIES

————————

Bleach e Century Old Heritage e Superior 3D capabilities
Non-bleach, soft surfaces e Synonymous with - Demand Creation and Influence
Skin Sterility disinfection - Direct Healthcare Selling capabilities

- Insights and Product innovation
g
THE CLOROX COMPANY
v’

ROADMAP TO

Clorox Healthcare Expansion Map

HEALTHCARE

Acute Care
Physician Offices

Surface Disinfection
Skin Antisepsis

» Hand Care Dental Offices

» Microbiology/ Diagnostics Categories Channels Long Term Care
e Wound Care Ambulatory Care
» Barriers

Healthcare

e Direct Selllng Business . . .
+ Distributors Vodels —— WRLL LI - Geographies | &> .
» Partnerships Prevention

//
+ Bleach Technologies Customers * Infection Preventionists
e Quaternary Ammonium * Environmental Services
* Hydrogen Peroxide e Nursing
e Povidone lodine ¢ Materials Management
* Isopropyl Alcohol

69
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Clorox Healthcare Expansion Priorities '@‘

HEALTHCARE"

1. Lead Bleach by owning C. diff

2. Penetrate non-bleach -Clorox
Hydrogen Peroxide

3. Soft Surfaces —new usage occasion

4. Skin Sterility — differentiate
Aplicare

Clorox Technology vs. C. Difficile _@

HEALTHCARE"

CIorox leading the fight against C.diff
Trusted by more hospitals than any other bleach
wipe to kill C. diff spores
e First to obtain EPA registration to kill C.diff
, e Fastest C.diff kill times**

h
"5 i e

i | |
II— '
*.‘.
3

THETRUTHIS,

C.DIFFICILE

HAS BEEN ADMITTED TO
ALL THESE ROOMS.

-

‘When the problem is facility-wide,
th |l

A Y
“THE CLOROX COMPANY

ROADMAP TO

2020

** Based on EPA master labels for wipes 7/1, 20_1_2__‘_:,__7
d ... ~ - T
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Clorox Peroxide Technology vs. Soft Surface Pathogens

Clorox technology leading soft

surface sanitization

» Soft surfaces contribute to transmission of pathogens
*  50% of hospital surfaces are “soft”

e Fast - 30 second kill-time

92% of privacy curtains have been found contaminated one week after laundering”
Fortunately, you can kill 99.9% of bacteria on soft surfaces in 30 seconds.

Disinfectinghard surfacesis only half the battle.
In healthe are environments, soft surfaces —like prhvacy curtains, chairs and
ok H o

sunvive 1p 1o 90 da) 5 00 b, putting po tierts, farvlles and staffat risk.
Now, 2 solution for soft surfaces.
Clorox Heslthes
5. Finally, r . -
wherever they maybe. THE CLOROX COMPANY
F S —————— e
ROADMAP TO

* Based on 30-second bacteria and virus contact times for disinfecting on Federal master labels.
Use as directed on hard, nonporous su -

L

HEALTHCARE"

Clorox Sterility Technology in Skin Antisepsis

Clorox technology leading Sterility

in skin antisepsis
e Aplicare delivers the only sterile preoperative
patient skin antiseptics

All Skin Antiseptics Are
Sterile, Right?
(Wrong).

71
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Clorox Healthcare Expansion Priorities

L

HEALTHCARE"

1. C. Difficile —grow bleach sales 1. Dental Offices — channel
expansion
2. Clorox Hydrogen Peroxide
disinfectants — build penetration 2. Long Term Care — channel
expansion

3. Soft Surfaces — drive new usage
3. Enter Product Adjacenci

4. Sterility campaign —
differentiate Aplicare

es

Clorox Healthcare in Dental Offices

HEALTHCARE"

High Importance of Infect
Control

capabilities

Large and profitable channel

ion

Strong fit with Clorox Healthcare

72
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Path to $300M in Healthcare Sales

HEALTHCARE"

Grow base in surface and skin disinfection
Organically expand through product and channel adjacencies

Pursue complementary bolt-on acquisitions

P -

I
: $60M :} Inorganic
L

$50M | = Organic Product/Channel Adjacencies

m Build Base with Current Portfolio

$2M $7M THE c@x COMPANY
FYO07 FYO09 FY1l1 FY13 FY17 E 2020

BRSNS —

Key Messages

HEALTHCARE"

* Clorox Mission: Save lives by delivering comprehensive
solutions that help eliminate healthcare-acquired infections

e Strong tailwinds, product and channel expansion
opportunities will fuel growth

* We have a differentiated right to win in Healthcare

e Clorox has world-class technologies and capabilities  m:gxcowm

in Healthcare 2020

B
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Benno Dorer

EVP and Chief Operating Officer

AN
THE CLOROX COMPANY
Y

ROADMAP TO

2020

Cascading 2020 Strategy into the Major Businesses

U.S. Retail Professional International

Top & Bottom Line Engine Fast Growing Adjacency Top-Line Growth Driver
Margin Opportunity

75% of Clorox Sales 5% of Clorox Sales 20% of Clorox Sales

+2-3% compound annual growth +10-15% annual growth +5-7% annual growth

1.5 — 2.5 pts company growth 0.5+ pts growth 1.0 - 1.5 pts growth

P
Drive Annual EBIT Margin Improvement of 25-50 bps N

9/30/2013
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Key Messages

» International has been a strong contributor to Company sales growth

» Expecting sales to continue to be accretive in future

— Challenging environment in Venezuela and Argentina will continue in the near-term

* Rebuilding margin is a key focus

— Build a more efficient and global operating model

« Disciplined international portfolio management A, .
g
— Focus on growing existing countries and categories 202(¢

International Business Overview

Examples:
Canada, Australia,

New Zealand Examples:

Fast Chile, Peru, Colombia
Growth

Challenging

THE CLOROX COMPANY
N

ROADMAP TO

2020

Venezuela & Argentina
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Recent Business Trends

Sales A Strong Category Growth

>

Country Expansion (Burt’'s platform)

V¥  FX headwinds

PI’Ofit V¥ FX headwinds

w Venezuela & Argentina

W SAP & Other Investments ' e (EDxcompany
2020

International Roadmap to 2020

1. Grow sales at accretive rate to company at 5-7% CAGR

2. Rebuild Margin

3. Disciplined international portfolio management

THE CLOROX COMPANY
N

ooooooooo
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Grow Sales at 5 to 7%

» [Focus on Core Categories: Cleaning, laundry, bags and wraps

and natural personal care.

 Focus on Core Markets: Latin America, Australia/New Zealand

and Middle East. BRIC not strategic.

* Fewer, bigger innovation

Py
THE CLOROX COMPANY
V’

ROADMAP TO

— Scalable and customizable platform

Fewer, Bigger Innovation

Clorox Power Gel

Clorox Bleach

Trusted
strength

Thicker
formula

cleaning

Added
ingredients - '.“_.

Single marketing template

Global formula in 4 months

Local adaptation and trade execution
2-3x premium pricing

Results exceeding expectations
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Fewer, Bigger Innovation
Enabled by More Agile Global Processes

Core 4
Processes
ENSURE
SUPPLY
Enabling
Processes Bi?;:ﬂ-gss
THROUGH PEOPLE THE cﬁ%{)‘x COMPANY
g
1" t 30620
Rebuild Margin
e Drive Cost-0-vation
* Lower indirect spend
e Price to offset cost inflation
* Maximize value capture from SAP investment
e o
2020
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Rebuild Margin

Target >150bps of margin improvement from savings in FY14 — 16

to help offset headwinds

SAP Value
Creation

Cost Savings

Cost-o- THE cﬁ%x COMPANY
vation il
2020
Disciplined Portfolio Management
Challenging
THECE%XCOMPANY
2020
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Stable Cluster:
Modest Sales Growth, Expand Margin

CLOROX MARKET SHARES

CANADA

Clorox Bleach 41%, #1

Greenworks 40%, #1 E)::: dpa:?,:«ustralia,
Brita 95%, #1 New Zealand
Pine Sol 22%, #2

Glad 39%, #2

Clorox Disinfecting Wipes  13%, #2

Fast
Growth

Challenging

AUSTRALIA & NEW ZEALAND

Glad — Australia 26%, #1 THE CLOROX COMPANY
V
ROADMAP TO

Glad — New Zealand 25%, #1 202

Note: Market share data are as of June 30, 2013 based on Nielsen, IRI, Aztec, Kantar, IDRetail E —

Stable Cluster:
Modest Sales Growth, Expand Margin

Environment:
» Highly concentrated retail environment
» Slow category growth Example:

 Strong and growing margins Canada, Australia,
New Zealand

Fast
Growth

2020 Choices:

* Focus on Right To Win segments where
we can win

» Margin-accretive product and channel
innovation THE c@x ComPANY

ROADMAP TO

e Build a more variable cost structure
2020

,"’:

Challenging

80
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High Growth Cluster:

Aggressively Drive Sales Growth

CLOROX MARKET SHARES

LATAM (ex. Venezuela & Argentina)

Example:
Chile, Pervy,

Clorox — Panama 34%, #1 Colombia
Poett — Costa Rica 31%, #1
Poett — Chile 45%, #1 Stable
Poett — Peru 64%, #1
Clorox — Colombia 22% #2
Clorox — Chile 28%, #2 Challenging
Clorox — Mexico 14%, #2
rmtc@cnmmw
2020
Note: Market share data are as of June 30, 2013 based on Nielsen, IRI, Aztec, Kantar, IDRetail " ——
High Growth Cluster:
Aggressively Drive Sales Growth
Environment: STABLE ECONOMY & GROWING
* Robust category growth Example:
« Significant sales and profit growth Chile, Peru,
opportunities Colombia
Stable
2020 Choices:
» Disproportionate resource allocation
to maximize growth Challenging
» Focus on big, existing categories
« Continue to build 3D capability to grow B o
categories and gain share RoADMA? T0
2020
I =4

81



9/30/2013

Challenging Cluster:

Preserve for Better Future

CLOROX MARKET SHARES

VENEZUELA & ARGENTINA

Nevex — Venezuela 42%, #1

Mistolin — Venezuela 30%, #1

Ayudin — Argentina 67% #1 Stable Fast
Growth

Poett — Argentina 31% #2

Challenging
A
THE CLOROX COMPANY
Venezuela & Argentina m” -
2020
Note: Market share data are as of June 30, 2013 based on Nielsen, IRI, Aztec, Kantar, IDRetail Z —
Challenging Cluster:
Preserve for Better Future
Environment:
» Strong brands
» High inflation and controlled prices
» Declining top and bottom lines
Stable Fast
2020 Choices: Srown
* Optimize cash flow
* Minimize demand building spend .
. g k Challenging
* Innovate to enable price increases
» Drive mix into more profitable categories, 2 oty
channels and regions Venezuela & Argentina i
 Structural cost savings 2020

——
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Key Messages

» International has been a strong contributor to Company sales growth

» Expecting sales to continue to be accretive in future

— Challenging environment in Venezuela and Argentina will continue in the near-term

* Rebuilding margin is a key focus

— Build a more efficient and global operating model

» Disciplined international portfolio management:

Py
THE CLOROX COMPANY
V’

ROADMAP TO

— Focus on growing existing countries and categories

Steve Robb

SVP and Chief Financial Officer

THE CLOROX COMPANY
"

ROADMAP TO

2020
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2020 Strategy Choices

Goals & Aspirations

Deliver Top-Tertile TSR by driving EP growth

3% to 5% Sales Growth
+25to +50bps EBIT Margin Growth
Maximize EP across customers, channels and categories

Support healthy dividend growth

Py
THE CLOROX COMPANY
V’

Grow Market Share

ROADMAP TO

3% to 5% Sales Growth

LONG-TERM

Category US Retail +1% to +2%

(Higher in International & Professional)
Innovation +3pts incremental
Other (Price/Mix/FX) +/- 1%

+3% to +5%

'rHEc@xcommv
2020

Note: The above algorithm includes adjacency expansion but excludes acquisitions.

——
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+25 to +50bps EBIT Margin Expansion

» Strong cost savings
* Assumes moderate commodity and inflationary increases
» Requires pricing to offset inflation

» Selling & Admin reduction (to 14% of Sales or less)

EBIT Margin
20%

+2c¢ to +5obps
% 5 50bp

15% 15%
10%

5%

0%

FYo8 FYog FY10 FY11 FY12 FY13 FY14+

18% 18% 17% 17%

Earnings Before Interest and Taxes (EBIT), a non-GAAP measure, represents earnings from continuing operations before income taxes, interest income and interest expense. EBIT margin is the ratio of EBIT to net sales. Fiscal year
2011 EBIT margin was 13 percent. Excluding the fiscal year 2011 noncash goodwill impairment charge of $258 million for the Burt’s Bees business, adjusted EBIT margin was 18 percent. See reconciliation of EBIT and the

calculation of EBIT margin in the financial results section of the company’s website (www.theclor fiscal years endec e 30, 2013 and 2012.

10% to 12% Free Cash Flow (as % Sales)

Free Cash Flow as % of Sales

15%
o 10to 12%
10% 117 10%
10% 9%
5% l
0%
FYo8 FYog FY10 FY11 FY12 FY13 FY14+

Free cash flow is a non-GAAP measure defined by the company as net cash provided by continuing operations less capital expenditures. See reconciliation of free cash flow in the financial results section of the company's

website (www.thecloroxcompany.com) for the fiscal years ended June 30, 2013 and 2012. - i -
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Long Track Record of Share Repurchases ...

$90 -

$80

$70

Stock Price

$60

$50

$40

Repurchased Nearly 40% of Shares Outstanding Over the Last 10 Years

FYos FYos FYo6 FYo7 FYo8 FYog FY10 FY11 FY12 FY13

Shares Outstanding@ @

B

... and Healthy Dividend Growth

Dividends have increased each year since 1977

Current Yield

e Recentincrease of nearly 11% announced in May 2013

4% A

3%

2%

1%

0%

3.4%

Dividend Yield as of June 2013
3.1%

Peer Average: 2.5%

RB-GB  KMB CLX PG K GIS KRFT  TAP KO PEP CPB AVP CL HSY CHD EL ENR

NOTE: Clorox dividend yield of 3.1% is calculated using $2.56 dividend per share (trailing twelve months) and closing stock price as of June 30, 2013.

Current yield calculated using dividend per share of $2.84/year (after May 2013 increase oi HM ick irice (6/30/13) .
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Use of Cash Remains Shareholder Friendly

* Business growth
e Support dividend
» Maintain debt leverage (2.0 to 2.5x Debt/EBITDA)

* Repurchase shares

r
THE CLOROX COMPANY
v’

ROADMAP TO

FY14 Outlook (2"d Half > 1st Half)

Based on Aug 1st Earnings Release

e Categories: Flat to up slightly
Sales Growth e Innovation: About +3 pts
2% to 4% * Modest benefit from pricing
e FX headwind of about -1pt (worse in 15t Half)

e Flat Gross Margin ( { in 15t Half, 1 in 2" Half)
EBIT Margin * Selling & Admin about 14% of Sales
+25 to +50bps  Advertising & Sales Promotion about 9% of Sales
e 5to0 10¢ assumed impact from challenges in Venezuela & Argentina

Diluted EPS e Higher tax rate of 34% to 35% (vs. 32.7% in FY13) v B conrmny

$4.55 to $4.70 2020
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Near-Term Risks

 FX headwinds
* Rising energy prices

» Sluggish category growth

P
THE CLOROX COMPANY
V

ooooooooo

Near-Term Priorities

» Defend market share

» Execute new product launches with excellence (+3pts incremental)
* Maintain financial discipline on pricing and cost savings

* Rebuild margin of International business

» Continue to drive operating leverage (S&A 14% of Sales or lower)

THE CLOROX COMPANY
N

ooooooooo
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Long-Term Investment Case

Solid performance track record
Leading brands, well-positioned to succeed in any environment
Margin improvement opportunity

Committed to creating long-term shareholder value

oy
THE CLORDX COMPANY
V
ROADMAP TO
2020

Wayne Delker

SVP and Chief Innovation Officer

THE CLOROX COMPANY
"
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Key Messages

* Innovation is the lifeblood of Clorox
« Balance is critical for consistency

e Our people, process and capabilities continue
to improve to enable increased output

Py
THE CLOROX COMPANY
Ty

ooooooooo

A Long History of Consistently Exceeding
Innovation Targets was at Risk in FY10

INCREMENTAL SALES GROWTH FROM PRODUCT INNOVATION: 12 MONTHS

5%
4%

3%

2%
) ‘||||| “llll
0%

FYos FYo9 FY10 Fy11 FY12 FY13 FY14
Outlook

& Goal: +2%0
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Made Improvements in Key Areas

rmtciﬁ“oxcnmm
2020
Made Improvements in Key Areas
‘ Our Portfolio
1
/
r‘l‘HEC%XCOMPANY_\
e e .
2020
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Our Portfolio: Balanced and Robust

KEep THE CORE HEALTHY GROW MARKET SHARE

Product
Superiority

Core 3D News

EXPAND MARGIN ACCELERATE GROWTH

New Product
Platforms &
Adjacency
Expansion

Cost-o-vation

THE CLOROX COMPANY
v’

ROADMAP TO

-

Core 3D News
Role: Keep the Core Healthy

* Focus on existing categories
e Consistent stream of innovation across all business units

» |deas that grow the categories, not just our share

F A
THE CLOROX COMPANY

ROADMAP TO

2020

e —— 3
‘ . \ ~4
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Core 3D News
Role: Keep the Core Healthy

Blueberry & Dark
Chocolate Lip Balm

Hard-sided Kids Filtering Bottle
with licensed characters

Sprays relaunch with
“Smart Tube” technology

“Calming” Baby
Shampoo & Wash

Brita pitchers =
(new colors & designs)

Hair Clog Eliminator™ Cleaner
e 0dors. Fresn ~8
E"'""‘”n- 5tep &
TrerLs ACTION

Hidden Valley Ranch
Dip Cups (New Portable Size)

Glad OdorShield with Febreeze

Fragranzia Dilutable
Hawaiian Aloha Scent

e o -
Liquid-Plumr®

Glad Matchware m.rmsncnm r_ JNE.' E'x ]"t'NSrON

Product Superiority

Role: Grow Market Share

PERCENTAGE OF PORTFOLIO WITH 60:40 CONSUMER PREFERENCE

50%
GOAL

60%
’ ACHIEVED

48%

48% 4895~

50%
4,0%
30%
20%

10%

THE CLOROX COMPANY
0% L

ROADMAP TO

2020

FYO4 FYO05 FYO06 FYO7 FYO8 FY09 FY10 FY11 FY12 FY13

‘_— S

93



9/30/2013

2020 Product Superiority Goal

Cash Generator Growth Drivers

60:40 wins

Market Economics

THE CLOROX COMPANY
¥

ROADMAP TO

Growth Potential

Cost-o-vation
Role: Expand Margin

» Achieve improved performance AND cost reduction
» Drive profitable growth / improve mix
* Creates a competitive advantage

 Examples: Glad, Charcoal, Bleach

94



9/30/2013

New Platforms & Adjacency Expansion

Role: Accelerate Growth

Channels Categories
HEALTHCARE"
< Ro_ynll. |
Business CoRE BUSINESS . # -
amazon & Geographies =#&% O
o Models CAPABILITIES e e _sree
i’;ﬁﬂ.i’lai Wik B‘NEIEIQI'W
pramt [rtract ‘\
- iminate 0dors. E
‘ Naturally’ - 4 P> OMPANY.
. Technologies Consumers % TR M
- 2020

 ——

Made Improvements in Key Areas

\
‘ Our People
/
rT‘HEC%XCGMPANY
e
2020
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Our People: A Culture

of Inclusion

P DIVERSITY CREATES
DIFFERENT IDEAS
'l

P
g

P INVERTED PYRAMID
“IDEAS FROM EVERYBODY”

Traditional

3 Clorox
Companies

Associates

Sr.
Leader-

ship Leadership

Leadership Sr.
Leader-
ship
Associates

Made Improvements in Key Areas

\

r

ROADMAP TO

A
THE CLOROX COMPANY
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Our Process: Insights Driven

Advantaged
Technology

A solution that
Delights
the consumer

What Problem :
are we solving? I :

Deep consumer

& customer THE c@x COMPANY
|n5ights ioauiloo

Made Improvements in Key Areas

\

‘ Our Capabilities ——
macgg;gxcommw

2020
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Our Capabilities: Advanced Technology

Science Pillars

Il Microbiology

Oxidation Chemistry
I Colloidal Chemistry
Material Science

Design

Our Capabilities: Advanced Technology
Science Pillars Technology Platforms
I Microbiology ] ] Anti-microbial
Oxidation Chemistry ] ] Odor Elimination
I Colloidal Chemistry [ Emulsification
Material Science Plastic Processing
Design
— n—
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Our Capabilities: Networks

Opinion Leaders

MARKETING PRODUCT Fragrance

SALES Competitors Houses

i SUPPLY
-
!

sEEls 20+ "
ge=— et PARTNERS
e I/ R&D Internet
Feeds Contract
o GLoBAL Researchers
INSIGHTS
External
Researchers

Our Capabilities: Infrastructure - End to End

Inevitab

Foods Pilot Plant Brita Test Lab The Throne Room
L eSS
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Our Capabilities: Infrastructure

Open and Mobile Environment to Connect People

Innovation on Track at Higher Level

INCREMENTAL SALES GROWTH FROM PRODUCT INNOVATION: 12 MONTHS
% . . -
S +3% Average during Centennial Period

4%
3.3% 3.3% 3.4%

2.8% 2.8% .

. o I
|
FYos FYo9 FY10 Fy11 FY12 FY13 FY14
Outlook

Raised Annual

Target to +3%

3%

2%

1%

0%

IS ——
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Key Messages

* |nnovation is the lifeblood of Clorox
e Balance is critical for consistency

 QOur people, process and capabilities continue
to improve to enable increased output

THE (ﬁ%)( COMPANY
S
2020
R&D Tour Stations
U.S. Retail Professional International
* Pilot Plant e Hospital Room » Burt's Bees Store

» Kingsford Burn Room
e Laundry lab
o Litter lab

> BURTS
HEALTHCARE BEES

» Please gather at 12:45 in the courtyard, where lunch is served

 Please remain in your pre-aSS|gned group R QR COMPRSS

ooooooooo

* NO Photography or Video Allowed
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Don Knauss

Chairman of the Board and

Chief Executive Officer

AN
THE CLOROX COMPANY

ROADMAP TO

2020

9/30/2013

2020 Strategy

}

Objective

“We make everyday life better, everyday”

Be a top-performing CPG company by being the best at building big-share
brands in economically-attractive mid-sized categories and countries

Strategy

Engage our people as business owners

Increase our brand investment bMd superior products and more
targeted 3D plans

Keep the base healthy and grow into profitable new categories, channels

and countries THE CLORDX COMPANY
V
Fund growth by reducing waste in our work, NOALMAR IO
2020

products and supply chain

‘_J -
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World-Class Engagement Scores

Top 2 Box Score

100%

90% 87%

80%

80%

71%

70%

60%

50% :
2013 o,

2007 2013 THE CLOROX COMPANY
(Clorox) (Global Benchmark) Bl

R
Note: Each year we conduct a survey through a third party to measure our performance. In fiscal 2013, more than 2,400 employees globally completed the survey, 2 o 2 0
representing 73% of the total number of employees invited to participate. Top 2 Box Score are for employees who are "leaning" towards engagement or highly engaged.
Global benchmark group includes representation from the global workforce in all industries and types of employers. For 201 i al-target at meeting or

exceeding the 75th percentile of this benchmark (80%).

Key Messages

* Centennial Strategy was successful in a very difficult
environment

« Strategy 2020 positions us to continue delivering top-
tertile TSR by evolving our Centennial Strategy and
focusing on 3 new enterprise choices

* Innovation will continue to be a key driver for growth
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