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Supplemental Information — Volume Growth

% Change vs. Prior Year

Business Segment FYO06 FYO07 Major Drivers of Change
Q1 Q2 Q3 Q4 FY Q1 YTD

Q1 increase driven by continued growth in disinfecting wipes and prior-year
launches of Clorox Anywhere and Clorox UltimateCare products partially offset

Laundry / Home Care -2% 5% 3% -5% 0% 1% 1% by impact of prior-year price increases on bleach and Clean-Up and Tilex
products.

o Q1 decline due to prior-year price increases in Auto, Brita and Canada,

Water Filtration / Canada / U.S. 5% 0% 15% 3% 206 5% 5% partially offset by distribution gains in professional products and prior-year

Auto / PPD* launch of Brita refrigerator filters.

Xcr);ilril;:lgusehold Group — North 0% 4% 3% 3% 1% 0% 0%
Q1 decrease reflects prior-year price increases in Glad, prior-year launch of

Bags & Wraps 7% 1% 1% 6% 3% 7% 7% Glad ForceFlex with OdorShield trash bags, and competitive activity in trash
category.
Q1 growth due to strong results in cat litter behind activated carbon product

Litter / Food / Charcoal 3% 20 3% 206 206 1% 1% improvement and strength in Hidden Valley salad dressing, partially offset by
lower consumption in charcoal due to poor Labor Day weather.

Total Specialty Group -1% 0% 2% 0% 0% -2% -2%

] Q1 increase on top of robust year-ago quarter, behind strong results in
Total International 14% 1% 4% 6% 6% 1% 1% Argentina and Venezuela due to new products and category growth.
Total Clorox 1% 2% 0% -1% 1% -1% -1%

* Professional Products Division




