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Safe Harbor

Except for historical information, matters discussed in this presentation, including statements about the success of

the Companyodés future volume, sales, costs, cost savings,
margins, foreign currencies, foreign currency exchange rates, cash flows, plans, objectives, expectations, growth or
profitability, are forward-l ooki ng st atements based on managementds est.i
| mportant factors that could affect performance and caus
expectations are described i n -KfiedwtlibhenBE@ asyupdatedironstime to gz e n t
in the Company's SEC filings. Those factors include, but are not limited to, risks related to competition in the
Companyds markets; volatility and increases in commodity
ability to drive sales growth and increase market share; dependence on key customers; increase in sales of

consumer products through alternative retail channels; information technology security breaches or cyber attacks;
government regulations; political, legal and tax risks; risks relating to acquisitions, new ventures and divestitures;

economic and financial market conditions; international operations and international trade, including price controls,

foreign currency fluctuations, labor claims and labor unrest, and potential harm and liabilities from use, storage and
transportation of chlorine in certain markets; the ability of the Company to innovate, to develop commercially

successful products and to i mplement cost savings; the s
Companyo6s business reputation; the ventur e %bgsness;supplyt wi t
di sruptions; product I|iability claims, | abor c¢claims and
retain key personnel; environmental matters; the Company

rights; and the impacts of potential stockholder activism.
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How We Create Value
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Leading Brands
Over 80% of Global Sales from #1 or #2 Share Brands

United States Share Position International Share Position
Disinfecting Wipes #1 Argentina #1
Bleach #1 Saudi Arabia #1
Toilet Bowl Cleaner #1 Mexico #2
Clean Up Spray #1 Peru #1
Colombia #2
% Dilutable Cleaners #1
' Chile #1
ii‘i’imR Drain Care #2
: Canada #2
Charcoal #1 JMR Canada #1
m Australia #1
 iddenvaliey Salad Dressing #1
& Argentina #1
G  Catliter # poett Chile #1
@ Premium Trash Bags #1 Canada Trash Bags #1
Food Wraps #2 @ Canada Food Wraps _ #1
New Zealand Food Protection #1
Bglg{l::rs’s Natural Lip Care #1 Hong Kong Food Protection #1
= BURLS Canada Lip Care #2

BRITA Water Filtration #1

2y Probiotics T Natural Channe| #2 US share position: dollar market share, IRI MULOP 52 weeks ending 06/18/17, International share position: dollar
Renewlife market share, Nielsen Retail Measurement for International geographies except; IRI for Australia



Competing Well with National & Store Brands

Categories with National Brands Categories with Store Brands
80%
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Sales from select business units represent 68% of portfolio
Source $ Market Share IRI MULOP 52 weeks ending 09/17/17



Mid-Sized Categories

Latin America

Canada
Australia / NZ
Rest of World

HiddenValley,

17%

9%
3%
2%
3%

9%
4%

3%

FY17
$6B

In Sales

Cleaning : 34%

A Home Care 19%

Laundry 9%

Professional 6%

HEALTHCARE®

Household : 33%

(GLAD] 14%
10%
S %

2%
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Operational Excellence

po%tt (\ ' @‘_ml

* BURT’S
RerieLife M ~BEES

Leading Brands

Focus on World Class Process &

olloas iiti Efficiency
Wellness Capabilities

- Top-Tier SG&A O Top-Tier ROIC & Healthy Cash Flow

*As of June 30", 2017, Cl or ox 6 s S & Al3.6% \s.@eer aweaage of 19% . This number does not include R&D or marketing expenses and excludes peers that do not disclose S&A separately from SG&A in their reported financial statements
(Kimberly-Clark, Reckitt-Benckiser). Peer group consists of CHD, CL, PG, NWL, CPB, GIS, HSY, K, KHC, DPS, KO, PEP, COTY, EL, KMB, RB-GB.



Good Growth

PERFORMANCE
O
029

| LA

Commitment to PEOPLE
Environment,

2020 Good Skl i
Strate & Corporate
gy Growth Governance PRODUCTS
(ESG) 3
PLANET
PURPOSE

Profitable, Sustainable, Responsible THE QIO CoMPANY



Leading Through Strategic Change in CPG
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Digital Consumer Challenging International
Revolution Focus on Value Retall Macro
Environment Headwinds
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Evolved 2020 Strategy

Mission

Objectives

Strategy

A

We make everyday life better, every day

A Maximize economic profit

A

A

A

T

Big-share brands in mid-sized categories and countries

Drive superior consumer value behind strong brand investment,
innovation and technology transformation

Accelerate portfolio momentum in and around the core

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

Engage our people as business owners THE L COMPANY
~7



_ong-Term Growth Algorithm Unchanged

U.S. Domestic International Total Company
~80% of Clorox Sales ~20% of Clorox Sales
+2-4% annual growth +5-7% annual growth annual growth

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

company growth company growth

. J \ S

é N

Annual EBIT Margin Improvement: +25 to +50 bps
Annual Free Cash Flow: | ELEGR{NPELNe]ESEUCE

\

EBIT (a non-GAAP measure) represents earnings from continuing operations before income taxes (a GAAP measure), excluding interest income & interest expense. EBIT margin is a measure of EBIT as a
percentage of sales. THE CLOROX COMPANY

Free Cash Flow (a non-GAAP measure) represents Operating Cash Flow from Continuing Operations less Capital Expenditures. See reconciliation in the Appendix
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FY18 Q1 Performance and FY18 Outlook

FY18 Q1 FY18 FY Outlook
(Nov 1 earnings call)
SaIeS $1.5B Innovation: ~+3pts
(VS Year AgO) (+4%) +1 to +3% Aplicare Divestiture: ~-1pt
Pricing: less than +1pt
F/X: less than -1pt
D||uted EPS $146 $547 to $567 Gross Margin: down slightly
from cont. opsS (+7%) (+2 to +6%) Selling & Admin: <14% of Sales

(vs Year Ago)
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Strategy 2020: Drive Superior Consumer Value

Mission

Objectives

Strategy

A

We make everyday life better, every day

A Maximize economic profit

A

A

A

T

Big-share brands in mid-sized categories and countries

Drive superior consumer value behind strong brand investment,
innovation and technology transformation

Accelerate portfolio momentum in and around the core

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

Engage our people as business owners THE L COMPANY
~z
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Driving Superior Consumer Value

PRODUCT
EXPERIENCE

CONSUMER
VALUE

BRAND
EQUITY

A Value is an outcome of:
- Great brand equity
- Differentiated products
- The right pricing

’ A Executing with excellence by
delivering seamless consumer
experience in-store and online
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Driving Superior Consumer Value

CONSUMER
VALUE

BRAND
EQUITY
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A Value is an outcome of:
- | Great brand equity_|
- Differentiated products
- The right pricing

’ A Executing with excellence by
delivering seamless consumer
experience in-store and online
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Brand Equity: Evolving How We Build Brands

Brand New Agency Marketing
Studios Partners Technology
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