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SAFE HARBOR

Except for historical information, matters discussed i nlumelsales, pr es e
organic sales growth, costs, cost savings, earnings, earnings attributable to the Company, earnings per share, diluted earnigs per share,
margins, foreign currencies, foreign currency exchange rates, tax rates, cash flows, plans, objectives, expectations, growtr profitability, are

forward-l ooki ng st atements based on management s estimates, b e ffecte f s , a
performance and cause results to differ materially from nfmalk ment
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 uncertainties

relating to the continued impactof COVID-19 on t he Companyds business, operatiords, empl c
operations as wel/l as risks related to competition i n tdingtheégoomp any €
of alternative retail channels and business models, and changing consumer preferences; the impact of COVIBL9 on the availability of, and

efficiency of the supply, manufacturing and -term changes in consummenpreerersceé ferms  f

the Companyds pr oduct-trmaslsortages of any aof itstproduéts; resks yelatimgt@supply chain issues andproduct

shortages as a result of reliance on a limited base of suppliers and the significant increase in demand for disinfecting andoth er products due

to COVID-19; dependence on key customers; information technology security breaches or cyber attacks; risks relating to acquisitons, new
ventures and divestitures; government regulations; the Cdunigpolitigad s &
legal and tax risks; changes in U.S. tax, immigration or trade policies, including tariffs, and economic and financial marketonditions; the
Companyds ability to drive sales growth and increase maonkrelbthes har e;
costs; international operations and international trade, including price controls, foreign currency fluctuations and devaluat ions and foreign
currency exchange rate controls, | abor c¢claims and | aboratadaonrgeisgt , ar
negotiations with, the European Union; the facilities of the Company and its suppliers being subject to disruptions; the abil ity of the Company

to innovate, to develop commercially successful products and to implement cost savings; product liability claims, labor claims and other legal

proceedings; the success of the Company®ds business strat edusieess, t he
the Companyds ability to attract and retain key per sonnoledingthosenvi r or
related to climate change; the Companyds ability t o astendiatstockhotder d e f

activism. A _
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KEY MESSAGES

AIGNITE Strategy is on track and continues to position

Clorox well
AWe are accelerating growth through new opportunities

ALong-term investment case remains attractive

THE CLOROX COMPANY
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41 A30% cLEANING A7% PROFESSIONAL PRODUCTS
o NET SALES

Wellness A 4% VITAMINS, MINERALS and SUPPLEMENTS -

270/ AlZ% BAGS, WRAPS A7% CAT LITTER COUNTRY /
souseros A8 GRILLING UISRRIUOIRY
OPERATIONS
\ A9v Foop ProDUCTS Ado WATER FILTRATION
17% A
B A 9% NATURAL PERSONAL CARE EMPLOYEES
A AFRICA A EUROPE
150 Aasia A LATIN AMERICA MARKETS
CRESF  AAUSTRALIA A MIDDLE EAST

A CANADA ANEW ZEALAND

5 Results from Fiscal Year 2020




CHOICEFUL, DISCIPLINED PLAYBOOK

Leading brands loved
by consumers

Purposeful & targeted
In where we play

ECONOMIC

Deeply rooted
discipline sustains
operational excellence

PROFIT

Purpose-driven growth
ESG integration as a
competitive advantage
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LEADING BRANDS LOVED BY OUR CONSUMERS

BURT'S BEES Fresh |
Step
A over 80% of our global NEOCTELL
portfolio from #1 and #2 /‘Eﬁ’/ﬂkﬂ
share brands » ' T 2,
poett Sul
AMajority  of our portfolio Ve
jority o our p GLAD G
has superior consumer value _
cmnoxﬁ /ng
) 409
A Accelerating growth with — £ Renewlife
-dri op
purpose -driven brands (Scodb N
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BIG-SHARE BRANDS, MID-SIZED CATEGORIES

Grilling

| - :
Sonch A Categories that are more rational and
T less crowded with multinationals
Water Filtration
R : :
Wipes A Grow categories with deep consumer
R insights and world-class capabilities
Premium Trash
R _ _
Salad Dressing A Drive profitable growth for
_ Clorox and our customers
Cat Litter
Collagen
Lip Balm
0.0 100.0

P
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8 Share position is dollar market share, IRl MULOP 52 weeks ending 6/28/20, Collagen: Natural (SPINS+Whole Foods), Amazon, MULO 52 weeks ending 6/14/2020.




Our leading brands, world-class capabilities and
deeply rooted discipline drive operational excellence

+175bps

Sales Growth Marain From Low
Through %ost Selling &

Innovation : Admin
Savings

Top-Tier
ROIC

Strong

Cash Flows

9 Cost Savings Target is +175 bps EBIT Margin. EBIT (a non-GAAP measure) represents earnings before income taxes, excluding interest income and interest expense and EBIT margin is the ratio of EBIT to net sales.
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‘ PURPOSEDRIVEN GROWTH

WE CHAMPION PEOPLE TO

BE IWELL & THRIVE

EVERY SINGLE DAY

THE CLOROX COMPANY




IGNITE STRATEGY
Progress Update
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IGNITE STRATEGY

Purpose

Vision

Objectives

Strategy

We champion people to be well & thrive every single day

Exceptional innovators who earn peopl eds endu

Maximize economic profit
Purpose-driven growth

Fuel growth in our brands
Innovate brand and shopping experiences of the future
Reimagine how we work

P
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Evolve our portfolio




LEVERAGES RELEVANT
MEGATRENDS TO ACCE

Health & Wellness

CONSUMER
_ERATE GROWTH

Multicultural/
Millennials

ACCELERATING
THE CORE

Personalization &
Customization

Responsibility

P
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DRIVING PROGRESS ON IGNITE STRATEGY
INNOVATE EXPERIENCES

(’.s

{ 5
SR ANLAS

COST SAVINGS BIGGER, STICKIER
(+200BPS FY20) INNOVATION

-

THE Cl MPANY

Cost savings +2008BPs refers to EBIT Margin benefit from cost savings. EBIT (a non-GAAP measure) represents before income taxes (a GAAP measure), excluding interest income & interest expense.
14 EBIT margin is a measure of EBIT as a percentage of sales. See reconciliation in the supplemental financial schedules located at: https://investors.thecloroxcompany.com/investors/financial-information/quarterly-results/default.aspx
Household Penetration: US Retail, Source: IRI. Last 52 weeks ending 12/27/20.



BIGGER, STICKIER PLATFORMS
HIGHER SALES GROWTH FROM INNOVATION

N

FY1/7-FY19 FY19-FY21le
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DRIVING PROGRESS ON IGNITE STRATEGY
_REIMAGINE WORK ~ EVOLVE PORTFOLIO

FASTER DECISIONS, STRENGTHENING THE
MORE GROWTH CORE, PURSUING NEW
FOCUSED GROWTH RUNWAYS

-
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INNOVATE EXPERIENCES

EXAMPLE: FUELI NG KI NGSFORDO S

CATEGORY BIGGER

PURPOSE

VISION & STICKIER

FRICTIONLESS PEBEIC\D/IEXIL?ZED INNOVATION
SHOPPING PLATFORM




