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Key Messages

« Staying on Strategy 2020 as it is producing strong shareholder returns

* Investments in profitable growth are beginning to show positive
results

» Strategy 2020 Accelerators and continued strong execution to
make accelerated growth sustainable
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Agenda for the Day

Strategy 2020 Update & Accelerators....................... 9:00am - 10:30am
Break. ..., 10:30am - 10:50am
Profitable Growth Execution........................ool, 10:50am - Noon
LUNCh/Q&A. ... e, Noon - 1:00pm
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Clorox Presenters

« Strategy 2020 Update

Benno Dorer

Acceleration

Execut

» Portfolio Momentum
* 3D Innovation
« 3D Technology Transformation

e  Growth Culture

Nick VIahos
Denise Garner
Eric Reynolds

Benno Dorer

*  Winning With Retailers
* Innovation Behind Value

* Creating Value in International

Matt Laszlo
Dawn Willoughby & Nick Vlahos
Dawn Willoughby

* Financial Update

Steve Robb

« Closing

Benno Dorer
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Other Clorox Management in Attendance

James Foster
Jacqueline Kane
Laura Stein

Jon Balousek

Manjit Singh

EVP — Product Supply, Enterprise Performance, & IT
EVP — Human Resources & Corporate Affairs

EVP — General Counsel

SVP & General Manager — Household & Lifestyle
SVP — Chief Information Officer
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Other Clorox Management in Attendance

Kathryn Caulfield
Chip Conradi
Kevin Jacobsen
Steve Austenfeld

Landon Dunn

VP — Corporate Communications & Responsibility
VP — Tax & Treasury

VP — Financial Planning and Analysis

VP — Investor Relations

Sr. Manager — Investor Relations
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Clorox Board of Directors Iin Attendance

Dr. Richard Carmona

Jeffrey Noddle

Pamela Thomas-Graham

Vice Chairman, Canyon Ranch and 17th Surgeon
General of the United States

Retired Executive Chairman, SuperValu Inc.

Chief Marketing & Talent Officer — Head of Banking
and Wealth Management New Markets, Credit Suisse
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Safe Harbor

Except for historical information, matters discussed in this presentation, including statements about the success of the Company’s future
volume, sales, costs, cost savings, earnings, foreign currencies, and foreign currency exchange rates, cash flows, plans, objectives, expectations,
growth or profitability, are forward-looking statements based on management’s estimates, assumptions and projections. Important factors
that could affect performance and 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,
risks related to competition in the Company’s markets; economic conditions and financial market volatility; the Company’s ability to drive sales
growth and increase market share; international operations, including price controls, foreign currency fluctuations, labor claims and labor
unrest, potential harm and liabilities from use, storage and transportation of chlorine in certain markets and discontinuation of operations in
Venezuela; volatility and increases in commodity, energy and other costs; supply disruptions; dependence on key customers; government
regulations; political, legal and tax risks; information technology security breaches or cyber attacks; risks relating to acquisitions, new ventures
and divestitures; the success of the Company’s business strategies and products; product liability claims, labor claims and other legal
proceedings; the Company’s business reputation; environmental matters; the Company’s ability to assert and defend its intellectual property
rights; and the impacts of potential stockholder activism.

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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Over 80% of Sales Are Generated From Brands
With a #1 or #2 Share Position (FY15 Sales: $5.7B)

Cleaning: 32%

International 19%

— T
BURT'S BEES o\ i1c Boas 490

Brita 4%

*BRITA

uuuuuuuuuu

HiddenValley

Charcoal 11% Glad 15%

Litter 6%

Lifestyle: 17%

(KINGSFORD
Fresh
Step



http://www.cloroxcsr.com/category-detail.php?catName=commercialsolutions

Advantaged Portfolio

Big Share Brands in Mid-Sized Categories

Clorox
Smaller 2300
Players :
350% Clor;)(( IS
Private -
| L abel the size of next
Competitor E .
3% 20% branded competitor

Competitor D
4%
Competitor C
5%

Competitor B - Competitor A e
5% 8%
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Portfolio with Significant Synergies

7

BURT'S BEES

Customer Supply Chain Brand Building
Scaled teams, Common consumer
Scale across Buy, o
capabilities, and Make, Ship trends, insights, 3D
broker network demand creation

v" Over 80% of our portfolio has #1 or #2 share v" Top tertile ROIC
v Lower SG&A as a % of Sales vs. Peers( v' Strong cash flow

ANALYST DAY 2015 THE CLOROX COMPANY
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Portfolio Supported by Consumer Megatrends

Health & Wellness Sustainability

Fragmentation Affordability

THE CLOROX COMPANY
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#1 Share of Voice Across Most Categories

100% 100% 100%
100% -
81%
80% -
60% - 51% 53%
40% - 24%
20% -
0% .
Bleach Wipes Bottled Salad Trash Charcoal Brita Pour- Cat Litter
Dressing Thru

M Clorox i Competitor #1 & Competitor #2
A
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Strong Shareholder Return

TSR % : |
1,000 Total Shareholder Return ' gyer 2x the | rosaw
20 Year Ending 6/30/2015 . S&P 500!
800 ( ¥734%
600

+451%
400

200

0 T T T T 1
Jun Jun Jun Jun Jun Jun Jun Jun Jun Jun Jun
95 97 99 01 03 05 07 09 11 13 5
—CLX —S&P 500 —Peer Companies Average
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We Have Delivered a Strong FY15

+3% Sales Growth
(+5% Currency Neutral)

+4% EPS Growth

$5,655 $4.57

$5,533 $5,514

$4.39

$4.31
FY13 FY14

FY14

OROX COMPANY




FY15 Success Factors

v4 Sales

Advertising Promotion

|

Trade
Promotion
Focus on Core Increased Investments in
Demand Innovation
Investment

ANALYST DAY Z201¢ THE CLOROX COMPANY
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Market Share is Responding

‘ Last 3
O Months
Last 12
Months  tO-3pts
; Last 24 Flat
Months

-0.4pts

115  THE CLOROX COMPANY
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Strong Results Are Recognized by Shareholders

Total Shareholder Return
1 Year Ending 6/30/15

20% -

° 17%
15% -

0 _
10% 20,
5% - 4%
0% - . Wi .

Clorox Peers S&P 500

M Share Price Appreciation u Dividend Paid
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Leading Through Strateglc Change In CPG

.1‘

Digital Consumer Challenging International
Revolution Focus on Value Retall Headwinds
Environment

ANALYST DAY 2015 THE CLOROX COMPANY
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2020 Strategy

We make everyday life better, every day

-

« Maximize economic profit

Objectives
J « Big-share brands in midsized categories and countries

-

» Engage our people as business owners

* Increase brand investment behind superior value and more targeted
3D plans

» Keep the core healthy and grow into new categories, channels, and
existing countries

* Reduce waste in work, products, and supply chain to fund growth j

ANALYST DAY 2015 THE CLOROX COMPANY
N



Long-Term Growth Algorithm Remains Unchanged

U.S. Domestic International

~80% of Clorox Sales ~20% of Clorox Sales

+2-4% annual growth +5-7% annual growth

1.5 - 3.0 pts 1.0 - 1.5 pts =3-5 pts

company growth company growth company growth

Annual EBIT Margin Improvement: +25 to 50 bps
Annual Free Cash Flow: 10% - 12% of Sales ;’7

:
zi

9 ~ s
CANALYST DAY 2015  THECLOROX COMPANY




Strategy Accelerators - Drive Profitable Growth

3D Technology

Transformation 3D Innovation

Portfolio _-
Momentum

THE CLOROX COMPANY



Accelerators In Action

Accelerate Investment Consumer Value
Behind Digital Measure

3D Technology

Transformation 3D Innovation

~Innovation:
Bigger, Faster, Longer

Growth & Fuel Brands

3D Innovation @@ % { :gorg:”n‘t’um

THE CLOROX COMPANY
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Investing Behind Growth Tailwinds

 Engage our people as business owners \

* Increase brand investment behind superior value and more targeted
3D plans

» Keep the core healthy and grow into new categories, channels, and
existing countries

* Reduce waste in work, products, and supply chain to fund growth ]

* Portfolio Momentum k
e 3D Innovation

« 3D Technology Transformation

« Growth Culture y

DAY 2015 THE CLOROX COMPANY
N



Key Messages

« Clorox will invest differentially behind our Growth Brands
e Fuel Brands will grow more profitably to support growth

* Increase demand investment to grow Household Penetration

Portfolio %
- Momentum

THE CLOROX COMPANY
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1 point of Household Penetration = $50M+ Sales

Cleaning Household Lifestyle
Segment Segment Segment




New Usage Occasions Drives Penetration

New Faces New Places
New Demographic or New Channel or
Behavioral Group Location in Store

" ,.
| , o
: o 3 B ¢ YOS
CLOR

New Spaces
Consumes Product in
New Way

- . '
KILLSES 9 il £ R . =
p N > -

ORIGINAL ;
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Portfolio Segmentation

High Fuel

KINGSFORD
-

Sales Gro

o High

THE CLOROX COMPANY
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Fuel Brand: Kingsford Charcoal

International : 19%

Cleaning : 32%

BURT'S BEES

Lifestyle : 17% b e 5 Household : 32%

THE CLOROX COMPANY
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Kingsford Drives Charcoal Category Growth

80% 1

60% -

40% -

20% A

0% -

74%

Kingsford

$ Market Share

Private Label

7 out of 10
Consumers
choose Kingsford

All Other

1.0% -

0.5% -

0.0%

-0.5% A

-1.0%

-1.5% -

Market Share Change vs YA

QL Q2 Q3 Q4 QI Q2 Q3 Q4
O e P 20 7 0 = 241 = 0 = 0 = L = 7 5
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Profitable Growth With New Faces, Spaces & Places

THE OFFICIAL
SPONSOR OF ++.
YOUR FANTASY
DRAFT

SPORTING GOODS.

GETGRILLIN'TIPS ¢ - - v EASY L";"T ..:
DA e ¥ - 7y J
O \PPLEWOOD

ORIGINAL }'

o -

— — ===

Targeted Drive New Expand Retail
Demand Spend Usage Occasions Distribution

A
<\l Margin Enhancement through Operational Excellence

DAY 2015  THE CLOROX COMPANY
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Digital Execution Behind Seasonal Grilling Occasions

STAOK.YOUR ¢
PLATE M N L

YOUR WEEKEND FORECAST
(CFRIDAY ) SATURDAY) SUNDAY )

- 85° @ 85° . 84°

_ SAN FRANCISCO

- WEEKEND FORECAST THE.OFFICIAL
SPONSOR OF + .

. SUNNY WITH A 95% YOUR FANTASY
~ CHANCE OF STEAKS DRAFT

poN'TLET GRILLING GETGRILLIN'TIPS 7 - X ﬂHESFURD
B ORIGINAL |
- WEATHER co 1o waste = ’/’ o |
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http://samples.eyeviewads.com/prod/65175961/2881/9a081999.html

Growth Brand: Burt's Bees

International : 19% | Cleaning : 32%

— Fe
BURT'S BEES Burt's Bees 4

HiddenTalley

Lifestyle : 17%

J— GLeS Household : 32%
Cangsurn)

o Fresh
Step

THE CLOROX COMPANY
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http://www.cloroxcsr.com/category-detail.php?catName=commercialsolutions

Strong Foundation of Leadership

MARKET GROWTH
LEADER LEADER
#1 +8%
Natural brand 5 Year
CAGR
26% 20%
NPC Market of NPC
Share Category
Growth

INNOVATION

LEADER

120+

Items launched
over past 3 yrs

Nearly 1/2

of new NPC
sales over last
3 yrs

ANALYST DAY 2015
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Growth With New Faces, Spaces & Places

Drive Expand into International
Trial & Awareness Adjacencies Expansion
on Core

DAY 2015 THE CLOROX COMPANY
N



Focus on Core - Fastest Growing Lip Balm

Retail Dollars vs Year Ago
Latest 6 months

S 17%
10% - 7%
3%
0% - — T
-2%
-10% -
Burt's Bees Chapstick Blistex Qs

THE CLOROX COMPANY
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Expanding Into Lip Color & Face Care

| NEW J B
BURT’S
BEES

T BURT’S
&% BEES

l"' BB CREAM vtk Nani Fatrace
/ v Neow Eues

,‘ll‘lm:
N

CLIMICALLY AROWH
AENEFITS IN
ONE BANY STHP

¢ Lverns Tomn:
-

I M
(ATl 52T 5

o~
~——
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https://team.clorox.com/sites/SalesWeb/Category Images/Lip Crayons (beauty shot).jpg
https://team.clorox.com/sites/SalesWeb/Category Images/Tinted Lip Balm (beauty shot).jpg
https://team.clorox.com/sites/SalesWeb/Category Images/Lip Color (beauty shot).jpg

International Expansion

Retailer

: mmer ' :
Partnership eCommerce Asia Expansion

2 N efmvmy O
R
BUEES hEes

e s wen ['] ona = e —_—
L
- UNCAP FLAVOUR
= = =il 5
=2 —— -S4
) 1 — ) o
7t

[1 -] : :

* .h’! 2% & S5
P Qe o :
i IR~
! T e
S o
% > o : - ";l-"-.
e o USSP
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Growth Brand: Food

International : 19% gﬁ“d/" BinesSall Cleaning : 32%

BURT'S BELS

=pRITA

Cormmercial
FER

Hidden Valley,

—

Lifestyle : 17%

Fik GLag
Household : 32%

Fresh
Step

THE CLOROX COMPANY
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http://www.cloroxcsr.com/category-detail.php?catName=commercialsolutions

Hidden Valley Is the #1 Salad Dressing and Growing...

$ Market Share Share Change vs YA
i 1.0% -
22%
5006 - 0.5% -
15%
’ 13% A
10% - 0.0% : :
0% | -0.5% -

QL Q2 Q3 Q4 Q1 Q2 Q3 Q4

Hidden Valley Kraft Private Label FY'14 FY'14 FY'14 FY'14 FY'15 FY'15 FY'15 FY'15

THE CLOROX COMPANY



Growth With New Faces, Spaces & Places

Accelerate Dry Better for You Ethnic
Ranch Expansion Enhancers

THE CLOROX COMPANY
N



Food Innovation Pillars

"-“,”",‘,_.
I

B Raik

Accelerate
Ranch Expansion Enhancers

ANALYST DAY Z01°¢ THE CLOROX COMPANY
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Accelerate Ranch

« Strong early results: Hidden Valley +1pt of Market Share in Q4 FY15

« Hidden Valley Share of “Ranch Flavors" increased +11 share points

Shipped: Feb 2015 Shipped: Sept 2015 Early 2016

mdd
\Vallpy
—

m

(UCuMBT
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Food Innovation Pillars

Expansion Enhancers

ANALYS JAY 7201 THE CLOROX COMPANY
V.



Expanding Dry into High Margin Adjacencies

Rahch ; Share Change vs YA

4.0% -

2.0% A

| ,. 0.0% : m '
Ranch. \/

-2.0% -

QL Q2 Q3 Q4 QI Q2 Q3 Q4
FY'14 FY'14 FY'14 FY'14 FY'15 FY'15 FY'15 FY'15

THE CLOROX COMPANY
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Driving Household Penetration Across Categories

| sl ,
= 0
\ > W

| L ) B

A N %

.

-

> g

R )’
o
e "
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Food Innovation Pillars

va b

. - v .
a Ranch

Ranch Expansion Enhancers

ANALYS JAY 7201 THE CLOROX COMPANY
V.



Better For You Platform

Opportunity

There is a gap between healthier products
consumers want and what is available

[ Fresh & Real ] [ Simple & Wholesome ]

THE CLOROX COMPANY
N



Food Innovation Pillars

Accelerate Dry Better for You Ethnic
Ranch Expansion Enhancers

ANALYS 701¢ THE CLOROX COMPANY
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Key Messages

* Clorox will invest differentially behind our Growth Brands
* Fuel Brands will grow more profitably to support growth

* Increase demand investment to grow Household Penetration

Portfolio %
- Momentum

THE CLOROX COMPANY

N
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Innovation is a Key Component of the Strategy

ategy
elerators

Engage our people as business owners \

Increase brand investment behind superior value and more targeted
3D plans

Keep the core healthy and grow into new categories, channels, and
existing countries

Reduce waste in work, products, and supply chain to fund growth ]

Portfolio Momentum )
3D Innovation

3D Technology Transformation

Growth Culture )

THE CLOROX COMPANY
N



Key Messages

« Strong commitment to innovation is working
« Strategy 2020 will drive greater value from innovation

 Improved processes will result in faster speed to market and “real-

time” measurement of the “value” of our products

3D Innovation =

THE CLOROX COMPANY
N



Broad-based Approach to Innovation

KEEP THE CORE HEALTHY GROW MARKET SHARE

Product & Product
Marketing Superiority

New
Product
Platforms
EXPAND MARGIN : & ACCELERATE GROWTH
Adjacency
Xpansion

THE CLOROX COMPANY
N



Innovation is Delivering Growth

5% Incremental Sales Growth from Innovation
(Last 12 months)
4%
3.3% 3.4%
3.0%

3%

2%

1%

0%

FY11 FY12 FY13 FY14 FY15 FY16

Outlook

THE CLOROX COMPANY
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Strong Innovation Across Portfolio in FY15

oowrs e |
LIP CRAYON
R\

P53 w

Burt’s Natural Lip Crayon

Glad Odorshield with Gain

.

1 Ofor Contral!

30%LIGHTER .= 1=

Fresh £
. Step i ;;‘
(_

LIGHTWEIGHT
—  ExTREME

154 L} Il(hlllllllh; (.

£ < L

Fresh Step Extreme ' 4 — = . o _
Lightweight Hidden Valley Ranch Withs Clorox Scrub Singles ClaroxDusiinioes

ANALYS 201F THE CLOROX COMPANY
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Faster Time to Market

Goal: Reduce time to market by 50%

- Accelerate decision making

- Right-sized testing Plans

- Faster, more efficient development
process

THE CLOROX COMPANY
N



Platforms Provide Bigger Value

« Glad “Stretchable Strength Platform™ has many sequels
* Meeting unmet consumer needs has allowed for premium differentiation

Early 2016

THE CLOROX COMPANY
N



Generating Long-Term Value From Innovation

- ” Sales

Advertising Promotion

. o

P
I‘)‘

Trade
Promotion
Increase Optimize the Internal
Demand 3Ds 3-Year Metric
Investment

ANALYST DAY 201¢ THE CLOROX COMPANY
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3-Year Metric to Improve Innovation “Stickiness”

* Increase year 2 & 3 spending on successful

Innovation

» Leverage platforms to allow for “Blockbuster”
introductions, followed by “Sequels”
Internal

3-Year Metric * More “Adjust & Nurture” post-launch for

slower building innovations

THE CLOROX COMPANY
N




Building Upon 60:40

80%

60% 56% > 50% of portfolio has a 60:40
blind preference win vs next

40% strongest competitor

20%

0%
FYO04 FY08 FY12 FY15

THE CLOROX COMPANY
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New Metric: Consumer Value Measure (CVM)

FY16 & Beyond

f 60/40 Testing

Product
Experience

Price

\/ 60/40 Testing

7 Brand Equity

Z Price ‘

Total Consumer
Value

THE CLOROX COMPANY
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Consumer Value Measure

Total
Product Experience x Perception 7 Consumer
Price E 3 Value

« Proprietary real-time data

» Correlates to change in market share

Parity Value

» Captures all value drivers .
Inferior Value

THE CLOROX COMPANY
N



CVM: How Do We Use It?

- - -

Above 450 line,
Benefit > Price ~

Superior

Value

100 A © = (Category Average

Below 45° line
Price > Benefit

Inferior

Product & Perception Index

: Value

160 [Product X Perceptior]
Price Index Price

ANALYST DAY 2015 THE CLOROX COMPANY
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CVM: Clorox Disinfecting Wipes Example

0
S ®
.
c
O J
2
S 100 A - Category Average
[
o
o
©
-]
©
.
o
: Product x Perception
100 -
Price Index Price

ANALYST DAY 2015 THE CLOROX COMPANY
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Superior CVM Drives Market Share Gain

CDW Market Share

50% -
S
48% - <<00°
0@
K

0 & ((ll8 90 9esst

4 6 /0 | (& Kills Cold & Flu Vinsed
O Klnaithilsing

44% |

Q2 FY14 Q4 FY15
A
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Key Messages

« Strong commitment to innovation is working
« Strategy 2020 will drive greater value from innovation

 Improved processes will result in faster speed to market and “real-

time” measurement of the “value” of our products

3D Innovation =

THE CLOROX COMPANY
N
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Investments in Technology Will Provide Growth

Engage our people A

Increase investment behind our brands

Reduce waste in our work, products, and supply chain to fund growth /

) )
« 3D Innovation

Accelerators « 3D Technology Transformation
* Growth Culture y

THE CLOROX COMPANY
N




Key Messages

« Accelerating investment in Digital, including media
« Analytics confirm a strong ROI on digital investments

 Leveraging Bay Area partnerships is a competitive advantage

3D Technology ™
Transformation

THE CLOROX COMPANY

N




Today’s Big Disruptors

& SAh

Aa e g

‘z‘!"’ LJM

Technology

P
ANALYST DAY 2015 THE CLOROX COMPANY
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People Are More Polarized

11

Geography Income Ethnicity Generations Interests
Urban & Rural Haves vs. Minority Millennials Fewer Shared
. Have Nots Populations Experiences
Counties & P Gen X P
Cities Boomers

P
ANALYST DAY 2015 THE CLOROX COMPANY
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Technology Brings Connectivity, Immediacy

“Always On”
consumers expect

personalization
and authenticity

Hello, Eric.
Welcome back.

Look what we
found just for you.

e
ANALYST DAY 2015 THE CLOROX COMPANY



Technology Reshapes Consumer Journeys

(‘PERUSE PAY

BLOGGER $~ USE CHECK
\ POSTS '\ COMPARISON AT cnmgsusgs
RESAL
: TOOLS i FOR
SEARCH / FOR INFO
FOR A
SIGN UP
PRODUCT € WATCH_ - \ > :
"YOUTUBE RECEIVE FOR EMAIL
VIDEO A MAILER - —
VISIT ALl SIGN UP FOR
e RECEIVE Fsi 3 LOYALTY
AN AD A MAILER RSTORR 1-800 CARD
POST,
READ REVIEW,
REVIEWS m— OMOAD
VISIT A /unx FROM Pc
STORE — FRIEND S
BRAND ON TRACK
FACEBOOK FACEBOOK o L
LINK FROM REVIEW
FRIEND'S FAQS
. FACEBOOK
CREATE — rc
TAGS eCommerce
BEHAVIORS

Social Web

115
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Driving Consumer Engagement

More More More
Targeted Personal Real-Time

THE CLOROX COMPANY
N



We Are Accelerating Investment in Digital Media

% of Working Media on Digital

Clorox now e
Invests over 40% 34%
of our media in 2205 227
digital i

FY13 FY14 FY15

S
ANALYST DAY 2015 THE CLOROX COMPANY
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Digital Has Great Creative and Business Potential

Content &

==  Technology Context

<ifj—

ANALYST DAY 2015 THE CLOROX COMPANY
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Technology Enables One-to-One Communication

Hidden Valley
RECIPES

Right Message,

Right Context,

Right Medium

THE CLOROX COMPANY
N



Technology Enables One-to-One Communication

N ¥. DATA MGMT PLATFORM

) - K
OorACLE € bluckai Y orAcLE ©bluekai

E Social Media + Registrafion

CUSTOMER RELATIONSHIP MGMT

v
Activation

Y. DEMAND SIDE PLATFORM
......... HiddenValley.com Visit . @5l
[ CONTENT MOMT SYSTEM | == o Google

THE CLOROX COMPANY
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Digital Improves ROI

Enhanced More More
Targeting Personalized Real Time Across
Channels

LLLLEELL
LLLEELLL
ARLEELL
RRLEELL
RELEELL
RLEELLL)

JAY 201! THE CLOROX COMPANY
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Hidden Valley | Campaign ROI Comparison

THE ORIGINAL

ROI per Marketing Dollar Spent RaIlC

}}L",‘ X Enhanced @

Targeting

+ E }1’. 1.6X MoreG

Personalized

More Real
+ D + D W + L 2 1X Time Across

= L= Channels

THE CLOROX COMPANY
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We Leverage Our Location for Innovative Partnerships

ORACLE’
Gogle ARKETING facebook. BuzzFeeD MAGNE+IC”

CLOUD

é bDluckai <Ddatalogix  twitterd MO AT 2 milenniaimedia,
@ Advantage  @mazoncom  Walmart.com b TubeMogul VE RVE
@ TARGET AOI. @ Integral CONVERSANTD

I'HE HUFFINGTON POST Ad Science

THE CLOROX COMPANY
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Our Bay Area Neighbors Make Great Partners

ORACLE" @©pluckai

MARKETING \/ e
- taloaqgi
CLOUD < datalogix

TR THE CLOROX COMPANY
N



We Have Momentum In eCommerce

aMazZoncom
N

m Advantage

Walmart > <

~50% Sales Growth
(FY15 vs FY13)

FY13 FY14 FY15




eCommerce-Enabled Innovation

amazoncom
~—"" L~




eCommerce-Enabled Innovation

aMazZoncom
N

#BRITA

Intelligent Pitcher




Momentum In eCommerce

Strong Momentum voY Growth | 2020 Aspirational Sales Goal
m +86% $500M
FBRITA  +24% $300M

BURT’S BEES® +65%

; FY15 FY20 FY20
Professional Products +18% Prior Current

THE CLOROX COMPANY
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Key Messages

« Accelerating investment in Digital, including media
« Analytics confirm a strong ROI on digital investments

 Leveraging Bay Area partnerships is a competitive advantage

3D Technology ™
Transformation

THE CLOROX COMPANY
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We've Been Doing it for 102 Years
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We're Preparing for the Next 100

Top-10 Most Trusted
CPG Brand

Based on Women in the United States, Harris Poll EquiTrend study 2015
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Building a Stronger Growth Culture

* Engage our people as business owners \

* Increase brand investment behind superior value and more targeted
3D plans

» Keep the core healthy and grow into new categories, channels, and
existing countries

* Reduce waste in work, products, and supply chain to fund growth ]

« Portfolio Momentum )
e 3D Innovation

« 3D Technology Transformation

« Growth Culture y

THE CLOROX COMPANY
N



Key Messages

« Strong organizational culture is a solid foundation
* High employee engagement versus global benchmarks

« Focus on growth culture in support of Strategy 2020

THE CLOROX COMPANY
N



Strong Organizational Culture is a Solid Foundation

Strong Values

People Centric

Operational
Excellence

P
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Broadly Recognized by Reputable Institutions

W~ CLIMATE

O \Reputable ' LEAD E RS H I P
(.) ' ", b, AWARDS

100 BEST iFa8ir -

T —
! U.S. TOP 100 l
RepTrak

Ul‘at ion \'r\‘o"\

THE CLOROX COMPANY
N



Clorox Engagement Exceeds Global Benchmarks

90% -
Top 5%
85% -
80% -
75% -
70% a T T
2015 CPG Norm Global High
Clorox Performing Co.

THE CLOROX COMPANY
N



Key Engagement Strengths

| understand how my work contributes to Clorox's strategy.

| am empowered to make the
decisions needed to do my job well.

Clorox has established a
climate where one can
challenge our traditional
ways of doing things.

| believe leaders at Clorox make
decisions that are consistent
with our company values.

THE CLOROX COMPANY
N



Building a Stronger Growth Culture

Engaged Decisive

Empowered Accountable

IDEA coMPANY Consumer-
Demand-building Respeonsible centric

3D Technology 3D Innovation o momentum
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Key Messages

« Strong organizational culture is a solid foundation
* High employee engagement versus global benchmarks

« Focus on growth culture in support of Strategy 2020

THE CLOROX COMPANY
N
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Continued Strong Commitment to Operational Excellence

Superior Value Retalil Margin
to Consumers Execution Enhancement

THE CLOROX COMPANY
N
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Key Messages — Winning With Retailers

* Long history of winning with retailers is a signature Clorox competency

« Shifting consumer dynamics will continue to change the retail
landscape

« Clorox capabilities will continue to position us as thought and growth
leaders at the physical and digital shelf

THE CLOROX COMPANY
N



Clorox Has Anticipated Emerging Retail Channels

Mass Merch Club Dollar Home/Hardware

Walmart -~ ~ DOLLAR
Save money. Live better. ' c“no GEN ERAL

@ @ FAMILY® DOLLAR
TARGET

THE CLOROX COMPANY
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Insight to Execution

Insights

Category Management
Shopper Marketing
Retail Operations

Supply Chain

Walmart -~
Save money. Live better. GDEONI.EHRAARI:

2 &

JAY 201! THE CLOROX COMPANY
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Customer Segmentation & Capability Deployment

Accelerate Growth Maintain Momentum Maximize Profit

65% U.S. Volume 10% U.S. Volume 20% U.S. Volume 5% U.S. Volume

THE CLOROX COMPANY
N



Current Emerging Retail Channels

Walmart -~

Save money. Live better.

Big Box Urban Delivery Click &
Collect

/]
”\l Fragmentation

P
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Continuing to Win With Big Box Stores

« Walmart + Clorox: Strong partnership

- Category Captain in 11 categories Walmart

Save money. Live better.

 Target: Clorox named Vendor of the Year in 3
categories in 2015

- Cleaning, Trash & Food

THE CLOROX COMPANY
N



Uniquely Positioned To Win With Small Formats

 Future growth

- Dollar channel: adding over 1,000 new stores
per year

- Walmart Neighborhood Markets:
adding ~200 new stores per year through 2019

e Clorox wins in Small Formats
- Smaller footprint = limited assortment
- Limited assortment = #1 & #2 brands

THE CLOROX COMPANY
N



Accelerating Investments in e-Commerce

 Clorox brings dedicated teams & a broad portfolio of
products with a compelling digital shelf presence amazon
=

* Distinct and classic Clorox capabilities

- Through The Mail Skus mAdvantage

- Compelling Digital Shelf presence

- Supply Chain Flexibility Walmarl: 1 @

Save money. Live better.

« 2020 Sales Aspirational Goal > $500M ol

THE CLOROX COMPANY
N
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Continued Strong Growth In Professional Channel

. . . - NewYork-Presbyterian
 Cleaning & Foodservice — recognizable

brands and consumer-facing penetration UPMC QMe KAISER
© §\‘7”’é PERMANENTE.

University of Pitesburgh
Medical Center

- 18% sales growth over last 2 years

North Long Island Jewish
: i Shore Ll | Medical Center
- Healthcare — superior clinical knowledge r1
and hospital penetration L ‘
MD Anderson

Center  cleveland Clinic

panesgewst EMORY

Hospital HEALTHCARE

8 HealthCane™

THE CLOROX COMPANY
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Key Messages — Winning With Retailers

* Long history of winning with retailers is a signature Clorox competency

« Shifting consumer dynamics will continue to change the retail
landscape

« Clorox capabilities will continue to position us as thought and growth
leaders at the physical and digital shelf

THE CLOROX COMPANY
N
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Key Messages — Innovation Behind Value

* Innovation behind value drives profitable growth
* Value is a function of Product, Perception and Price

* We innovate for improved value at all price points

THE CLOROX COMPANY
N



Why Value Matters

’ Share & HH Pen

Improved Value Growth

AN

THE CLOROX COMPANY
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Low Out Of Pocket (LOOP) Innovation

&g 51 items

‘_,‘.

Sandwich

160z Bleach 2ctS.0.5 22ct Sandwich Bag

THE CLOROX COMPANY
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Value Is More Than Price

Total

Product Experience x Perception| & Consumer
) E 3 Value
Price

THE CLOROX COMPANY
N



Clorox Bleach: Improving Value Through Perception

International : 19% | Cleaning : 32%

o

BURT'S BEES
=BRITA [E=

nnnnnnnnnn

Hiddentaligy,

AD
I GLAD
ifestyle : 17% & Household : 32%

T Fresh
Step

THE CLOROX COMPANY


http://www.cloroxcsr.com/category-detail.php?catName=commercialsolutions

Consumer Need

Increased Control

AY 201¢ THE CLOROX COMPANY
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Solution: Clorox Splash-Less™ Bleach

Drive
Awareness of
Benefit

10X Thicker
Does Not
Splash

9% price
premium

ANALYST DAY 2015  THE CLOROX COMPANY
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Product Innovation to Drive Value

v" Distinctive benefits v' Awareness of benefits v Better shelf presence

r

""g/so YOU CAN
POUR WITH
. CONFIDENCE.
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Decide: Improved Package with Stronger Claims

= SPLASH-LESS

Old Bottle

New Bottle

THE CLOROX COMPANY
N



Delight: More Products, Better Shelf Presence

Innovation Drove
o Increased Distribution

+50%

LASH-LESS"

Onar Liw Ll

\ |
A\ /
} i &=
Iy |
y

THE CLOROX COMPANY
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Clorox Splash-Less Bleach FY15 Results

+27% Sales ~25% of Cloro
Growth Bleach Sales

+1.3 points +3.2pts
HH Pen $ Share
Growth Growth

X

THE CLOROX COMPANY
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Splash-Less Driving Total Clorox Bleach Share Gains

+0.8 pts
$ Share
Growth

THE CLOROX COMPANY
N



Glad: Improving Value Through Product Experience

International : 19% gﬁ“d/" BinesSall Cleaning : 32%

BURT'S BELS
#BRITA B

uuuuuuuuuuu

HiddenTalley

Glad 15%

— m Household : 32%

Fresh
Step

Lifestyle : 17%

THE CLOROX COMPANY
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Old Glad — Past Perceptions

Commoditized
Business

Stagnant
Category

Low Margin
for Retailers

THE CLOROX COMPANY
N



The New Glad

Q4 Results — Premium Trash

+0.9 pts +20% +6%
vs YA Premium Trash vs YA
Sales Growth
Market Share Top-Line Driver Category
Growth Growth Driver

THE CLOROX COMPANY
N



Driving Value across the 3-Ds

v Distinctive benefits and v Incremental Demand v" Unique Partnership for
Better Value Support behind innovation  innovation

e il good by

2X

THE STRETCHABLE

STRENGTH

u: 80 13 Gallon 24t

A

THE CLOROX COMPANY
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Decide: More Merchandising Behind Innovation

P
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Delight: Sustaining Success of Innovation Platform

@
GLAL NS
)
EXTRAS

NEW & IMPROVED! 1
CONTINUOUS
— m. A‘.
) -y s » . -
| ODORSH, — *"‘

22 13 Gallon Ma0m b

THE CLOROX COMPANY
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Introducing Glad with Clorox

Key Benefits:
« Antimicrobial protection of the drawstring
combining two highly trusted brands!

Ll A

- 45% of the population use a disinfecting
product in or around the trash can

""" WA RN A1 TG 3 IR R T
(R85 0 S LA TR R T

- Additional value benefit to drive incremental
growth leveraging the power of Clorox

THE CLOROX COMPANY
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FY15: Strong Year for Glad

+7% +6%
Trash $ Category
Sales Growth Growth
+0.8pts +0.3pts
HH Pen $ Share
Growth Growth

THE CLOROX COMPANY
N



Future Runway For Growth

2012 2015
% of Share % of Share
Base ] Base
44% Premium Segment - 31%
Premium 2/3 Volume & 3/4 Profit Fremitim
56% 69%
Want Currently Purchase .
Odor Neutralization Odor Neutralization Opportunity

@

THE CLOROX COMPANY
N



Improved Consumer Value Measure

+25% +18%
since 2013 since 2013

THE CLOROX COMPANY
N



Key Messages — Innovation Behind Value

* Innovation behind value drives profitable growth
* Value is a function of Product, Perception and Price

* We innovate for improved value at all price points

THE CLOROX COMPANY
N



Dawn Willoughby

Chief Operating Officer
Cleaning, International & Professional Products

5 THECLOROX COMPANY



Key Messages — Creating Value in International

* International continues to play an important role in the Clorox portfolio

 Challenges exist due to FX headwinds and slowing economies

« Our “Go Lean” approach will mitigate current challenges and position
the business for long-term profitable growth

THE CLOROX COMPANY
N



International is a Key Component of our Portfolio

International : 19% ' Cleaning : 32%

Home Care 17%

BURT'S BETES

#BRITA

Widden Yallgy
L L Glad 15%

D Fresh
Step

Lifestyle : 17%

Household : 32%

THE CLOROX COMPANY
V./,


http://www.cloroxcsr.com/category-detail.php?catName=commercialsolutions

Why We Like International

o

m Peru
Leading Midsized Faster Strong
Brands Countries Category Operational

Growth Rates Performance

ANALYST DAY 2015 THE CLOROX COMPANY
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Strong Growth in Local Currency, However FX is Real

Sales Growth

0
10% - 10% Exchange Rate
vs YAGO
Canada -17%
5% - _
Argentina -10%
Australia -22%
0% - e Chile -13%
-1% Colombia -35%
o | -3% .
-5% Mexico -21%
FY 2013 FY 2014 FY 2015

® Currency Neutral & As Reported

THE CLOROX COMPANY
N



“Go Lean” Approach

Pricing Focus on Right-Size Optimize
Maximization Cost Savings Infrastructure Demand
Creation
4
\\l 4 Pillars of Profitability

ANALYST DAY 2015  THE CLOROX COMPANY
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Pillar 1: Pricing Maximization

3D Innovation

Pricing
Maximization

THE CLOROX COMPANY
N



Ayudin Argentina: Price Behind Innovation

v" Value Message v Strong Claims v Innovate on Strong Equity

FORMULAS IVEJOF&«DAS

L4 Activo
| Potenciador

¥

PR N
y

[N

G

I ACTIVO 2% BLANCOS
POTENGASON OF COLON MAS INTERSO6
“-X\ e e A e
B

ROX COMPANY
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Pillar 2: Focus on Cost Savings

Focus on
Cost Savings

THE CLOROX COMPANY
N



Increased Cost Savings and Value Extraction

THE CLOROX COMPANY
N




Pillar 3: Right-Size Infrastructure

Right-Size
Infrastructure

THE CLOROX COMPANY
N



“Go Lean” to Improve Profitability

» Our “Go Lean” approach right-sizes our infrastructure to our current

business environment

* Reduced 8% of International workforce through:
- Process improvements
- Work simplification

- Centralization of work

THE CLOROX COMPANY
N



Pillar 4: Optimizing Demand Creation

3D Technology
Transformation

Optimize N
Demand Portfolio
Creation | Momentum

THE CLOROX COMPANY
N



Investing in Higher ROI Opportunities

Portfolio - 3D Technology
Momentum = Transformation

1% A&SP % Sales % Spend on Digital Media
10% 20% - (Latin America) 17%
10% - |
7%
506 - 4% 1o %
4%
0% - 0% -
Fast Growth Stable Challenging Fyl4 FY15 FY16 (est)

THE CLOROX COMPANY
N



“Go Lean” Approach

Pricing Focus on Right-Size Optimize
Maximization Cost Savings Infrastructure Demand
Creation
4
\\l 4 Pillars of Profitability

ANALYST DAY 2015  THE CLOROX COMPANY
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Future Growth Ahead

THE CLOROX COMPANY
N



We Have Strong Leading Brands Across International

50 Brands Hold
#1 or #2 Market Share

N



We Have a Highly Engaged International Organization

Growth Culture

80% -
17%
75% -
70% a T T 1
Clorox International CPG Norm Global High
2015 Performing Co.

DAY 2015 THE CLOROX COMPANY
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Key Messages — Creating Value in International

* International continues to play an important role in the Clorox portfolio

 Challenges exist due to FX headwinds and slowing economies

« Our “Go Lean” approach will mitigate current challenges and position
the business for long-term profitable growth

THE CLOROX COMPANY
N



P S
ANALYST DAY 2015 THE CLOROX COMPANY
V



Key Messages

* Investments in the U.S. in profitable growth are producing positive
results

« Strong cash flow has benefited shareholders over the long-term

 Focus on expanding margins via cost savings will continue to be a
core competency

THE CLOROX COMPANY
N



FY16 Outlook

Based on August 3@ Earnings Call

« Categories: +1% to +2%
Sales * Innovation: +3pts

0% to +1% « FX: about -3pts

» Trade/Other: -1pt

_ « Gross Margin: Flat
EBIT Margin « Selling & Admin: < 14% of Sales
WS EROREIE] < Advertising & Sales Promotion: > 9% of Sales

IIVICIONSSN . 1oy rate: 34% to 35%
$4.68 to $4.83

(+2% to +6%)

THE CLOROX COMPANY



Long-Term Growth Algorithm Remains Unchanged

U.S. Domestic International

~80% of Clorox Sales ~20% of Clorox Sales

+2-4% annual growth +5-7% annual growth

1.5 - 3.0 pts 1.0 - 1.5 pts =3-5 pts

company growth company growth company growth

Annual EBIT Margin Improvement: +25 to 50 bps
Annual Free Cash Flow: 10% - 12% of Sales ;’7

:
zi

9 ~ s
CANALYST DAY 2015  THECLOROX COMPANY




FY15 - Strong Free Cash Flow

$900 -
Projected
$800 - $858 10% - 12%
$780 $786 of Sales
$700 -
=
L2
600 1 622
$500 -
l.‘.
5590
$400 +
i
$300 T T T T
FY12 FY13 FY14 FY15 Goal

u Operating Cash Flow ®Free Cash Flow

THE CLOROX COMPANY
N



Use of Cash Priorities

Business Growth s
(includes targeted M&A) Support Dividend

(Qgr%tetl? A Share Repurchases

THE CLOROX COMPANY
N



Nearly $2 Billion Returned To Shareholders

in Last 4 Years FY15

Payout Ratio
64%
$800 $733 g
$649
$600 $590
$433
s $400
&
$200 '
$0 — —
FY12 FY13 FY14 FY15

uFCF ®Cash Returned to Shareholders

THE CLOROX COMPANY
N



Healthy Dividend Growth...

Dividends Have Increased Each Year Since 1977

Dividend Yield as of June 30t", 2015
4% -
2.8%
Peer Average: 2.6%
2% - | |
0% | ‘

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

THE CLOROX COMPANY
N



...and Long Track Record of Share Repurchases

$100 - Repurchased Nearly 40% of Shares over last 10 Years

$80 -

$60 -

CYo4 CYQ CY06 Cyo7 CY08 CY09 Cy10 Cy1l1l CY12 Cy13 Cy14

THE CLOROX COMPANY

N




Top-Tier ROIC

40%

%

30% 27%

0,

20% Peer Average: 14%
10%

. ‘ ‘ e

CL CLX EL RB-GBHSY CPB PEP CHD KO GIS PG KMB K KHC TAP EPC AVP
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Cost Savings Continue to Deliver

300 bps
250 bps
200 bps
150 bps
100 bps
50 bps
0 bps

EBIT Margin Benefit from Cost Savings

+150bps

Annual Goal




Strong Pipeline of Cost Savings

~2% Efficiency ) 3.year Pipeline

Every Year

Sustainability Lens




Bleach Network Optimization

Los Angeles, CA

1990s

(9 Plants)

THE CLOROX COMPANY
N



Bleach Network Optimization

ield, CA

Angeles, CA

Today

(6 Plants = 5)

THE CLOROX COMPANY
N



Cost Savings That Deliver Improved Performance

Clorox Disinfecting Wipes Improvement \

 Addresses consumer dissatisfaction with
improved functionality of closure

« $2M of savings reinvested to drive growth

Brita Pitcher Margin Improvement
» Pitcher redesign improves consumer
experience with entry level offering

* Premium extension improved pitcher profitability
by over 4pts of margin

DAY 72015 THE CLOROX COMPANY
4




Opportunities Exist Within SG&A

55%
A5%
3 35%
1]
(0))]
S . Goal:
£ 25% < 14% Sales
15% 14.1% ‘
 wuppE ) i

CHD KHC KMB GIS CLX TAP K PG EPC HSY RB- CL KO PEP EL AVP
GB

THE CLOROX COMPANY
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Long-Term Investment Case Remains Solid

FX headwinds likely to lessen over the long-term

Investing behind our brands to grow categories and share

Solid pipeline of innovation and cost savings, including SG&A

Free cash flow: 10% to 12% of Sales

JAY 201! THE CLOROX COMPANY
N



Near-Term Priorities

 Invest in our categories by supporting innovation

« Continue executing with operational excellence by driving
EBIT margin expansion

* Prioritize profitability of our International segment, while
managing FX

THE CLOROX COMPANY
N



Strong Shareholder Return

TSR % : |
1,000 Total Shareholder Return ' gyer 2x the | rosaw
20 Year Ending 6/30/2015 . S&P 500!
800 ( ¥734%
600

+451%
400

200

0 T T T T 1
Jun Jun Jun Jun Jun Jun Jun Jun Jun Jun Jun
95 97 99 01 03 05 07 09 11 13 5
—CLX —S&P 500 —Peer Companies Average

THE CLOROX COMPANY
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Key Messages

* Investments in the U.S. in profitable growth are producing positive
results

« Strong Cash Flow has benefited shareholders over the long-term

« Focus on expanding margins via cost savings will continue to be a
core competency

THE CLOROX COMPANY
N
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2020 Strategy - Constancy of Purpose

We make everyday life better, every day

« Maximize economic profit

Objectives
J « Big-share brands in midsized categories and countries

-

» Engage our people as business owners

* Increase brand investment behind superior value and more targeted
3D plans

» Keep the core healthy and grow into new categories, channels, and
existing countries

* Reduce waste in work, products, and supply chain to fund growth

-

)

ANALYST DAY 2015 THE CLOROX COMPANY
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Strong Results Are Recognized by Shareholders

Total Shareholder Return
1 Year Ending 6/30/15

20% -

° 17%
15% -

0 _
10% 20,
5% - 4%
0% - . Wi .

Clorox Peers S&P 500

M Share Price Appreciation u Dividend Paid

THE CLOROX COMPANY
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Strategy Accelerators - Drive Profitable Growth

3D Technology

Transformation 3D Innovation

Portfolio _-
Momentum

THE CLOROX COMPANY



Market Share is Responding

‘ Last 3
O Months
Last 12
Months  tO-3pts
; Last 24 Flat
Months

-0.4pts

115  THE CLOROX COMPANY
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Continued Strong Investments Behind Innovation

- 1
ADWANCSY STERNS v =
FILTER JE;:.‘...".., Creamy Spinsch
T Sottrsac b3S Parmesun |
WinXy bXentucrt |

NGUARANTEED!

LSTRONG,

#
30%LIGHTER eyl |
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And Continue into 2016

ANALYST DAY 2015  THE CLOROX COMPANY
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Key Messages

« Staying on Strategy 2020 as it is producing strong shareholder returns

* Investments in profitable growth are beginning to show positive
results

» Strategy 2020 Accelerators and continued strong execution to
make accelerated growth sustainable

THE CLOROX COMPANY
N



Lunch/Q&A
In the Café
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