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Safe Harbor

Except for historical information, matters discussed in this presentation, including statements about the success of the
Companyds future volume, sal es, c osharg includingsd a resudt ofithe Jusrgnexe a r n
acquisition, diluted earnings per share, margins, foreign currencies, foreign currency exchange rates, tax rates, cash

flows, plans, objectives, expectations, growth or profitability, are forward-l ooki ng st at ements based
estimates, assumptions and projections. Important factors that could affect performance and cause results to differ
materially from management s expectati ons a rKdiledwithstleelSEd e d i
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 Companyé6és markets; volatility and incr
Companyds ability to drive sales growth and increase marKk
consumer products through alternative retail channels; information technology security breaches or cyber attacks;

government regulations; political, legal and tax risks; risks relating to acquisitions, including as a result of the Nutranext
acquisition, new ventures and divestitures; changes in U.S. tax, immigration or trade policies, including tariffs, and

financial market conditions; international operations and international trade, including price controls, foreign currency
fluctuations and devaluations and foreign currency exchange rate controls, 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

business strategies; the Companyds business reputation; t

agreement with P&G related to the Companyods Gl adE busines

and other | egal proceedings; the Companydés ability to att

Companybds ability to assert and defend its intellectual p
a8
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Key Messages

A Continued confidence in our 2020 Strategy

A Solid progress behind decisive actions to address
near-term headwinds

A Maintaining focus on long term profitable growth
and long term investment case remains solid
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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

Selected Countries/Categories:

United States Share Position International Share Position
Disinfecting Wipes #1 Argentina Bleach #1
Bleach #1 Saudi Arabia Bleach #1
Toilet Bowl Cleaner #1 Malaysia Bleach #1
% . Peru Bleach #1
| Dilutable Cleaners #1 Hong Kong Wipes #1
i’lﬂm Drain Care #2 Chile #1
'““[\“UR" Charcoal #1 Canada #1
Canada #1
Lol Salad Dressing #1 Australia #1
Fresh .
@ Cat Litter #2 Argentina #2
Chile #1
@ Premium Trash Bags #1 Canada Trash B 4
anada Trash Bags
Food Wraps # (GLAD. Canada Food Wraps #1
BEI;Jlg{l::FS’S _ China* Food Protection #1
e Natural Lip Care #1 Hong Kong Food Protection #1
i T TD T

BRITA Water Filtration #1 BEEESS Canada Natural Lip Care #1

R;'.’H(;;;I..IZ.-'G' PrObiOtiCS i Natural Channel #2 :Itinsef:aatrignpaolssiﬂg?(; ?Z!Tlrarrrr]r?arl:lfétssr?;?é IEIZ’\\ﬁ/LeJIe_I?speitzji‘rllvgese‘l(\/lsaernzd(jgg,ﬁl\/lilgesn Retail Measurement for International

geographies except; IRI for Australia. *Guanzhou market



Mid-Sized Categories

International; 17%

Latin America 8%
Canada 4%
Australia/ NZ 2%
Rest of World 3%
Lifestyle: 17%
9%
BURTS 4%
BRITA 3%
Nutranext 1%*

* Note: Reflects results followind\pril2018 acquisition. Expect Nutranext to contribute ~3pts of sales in FY19.

FY18

$6.1B

in Sales

Cleaning:

&

34%

Home Care 19%

Laundry 9%

@ Professional 6%

HEALTHCARE®

Household: 32%

GLAD

KINGSFORD

Fresh
Step

)
")
el

14%
9%
7%

2%
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Evolving our Portfolio with Nutranext Acquisitiono

RAINBOW LIGHT" MT“M[QWA“" NEO C.E LL >< ASE?IEIG

the true science of collagen NOW’

A Fast growing sub-segments within vitamins, minerals and supplement category
A Leading brands

A Attractive margins

A Leverages Clorox capabilities

Notes: A

Share Source: SPINS Natural Latest 52 w/e 8 12 18; IRI MULO Latest 52 w/e 8 12 18. THE CLOROX COMPANY
NeoCell #1 position in Collagen is MULO + Natural Channel combined.

DTC: Direct to Consumer



Operational Excellence

po%tt @H\ﬂ '

HiddenValley) BEE‘I::FS’S

Leading Brands

Focus on World Class Process &

olloas iiti Efficiency
Wellness Capabilities

— Top-Tier SG&A 0 Top-Tier ROIC 0 Healthy Cash Flow

*As of June 30", 2018, C| or ox 6s S & Al3.%% \s.@eer awegiage of 18% . 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
(Coca-Cola, Reckitt-Benckiser). Peer group consists of CHD, CL, PG, NWL, CPB, GIS, HSY, K, KHC, KDP, KO, PEP, COTY, EL, KMB, RB-GB.



Good Growth: Profitable, Sustainable, Responsible

PERFORMANCE

()
[F2
'.‘
Commitment to PEOPLE

Environment,

2020 Good Social,
Strategy Growth & Corporate PRODUCTS
Governance
= ) &
PLANET
PURPOSE
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Strong Shareholder Return behind 2020 Strategy

Total Shareholder Return - 5 Years Ending 6/30/2018
100% 0
87% 88%
80% 0
24% L8%0
60% 47%

40%

19%

20%

0%

Clorox Peers S&P 500

B Share Price Appreciation m Dividend Paid P
THE CLOROX COMPANY

Peers consist of 16 companies: CHD, CL, COTY, CPB, KDP, EL, GIS, HSY, K, KHC, KMB, KO, RB-GB, NWL, PEP, and PG
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Leading Through Strategic Change in CPG

Digital Retail Consumer Rising Costs Currency
Value Headwinds

>50% of Growing with >50% Superior Cost Savings Go Lean
Advertising Top Retailers, & Pricing
eCom
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