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2007 marked a year of significant progress and results at,
Whirlpooi Corporation. In a very challenging global
economic environment, we achieved record results. We
delivered outstanding performance in our international
businesses, generated record levels of innovation and
completed the Maytag integration — achieving our initial
cost-efficiency goals one year ahead of plan.

CHAIRMAN'S LETTER

Today, Whirlpool Corporation has never been better
positioned to succeed. We have an outstanding portfolio
of brands, strong innovation, and the skilis and talent to
deliver sustainable growth and shareholder value.

Our focus now, and in the future, is on more than just
creating great products. We’'re focused on leveraging our
worldwide network of resources, which is unmatched in the
industry. We’'re creating better, more innovative products
that improve consumers’ lives — in and around the home —
each and every day. And we’'re committed to being an agile,
global consumer products company that creates value
through our brands and innovations.
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FISCAL 2007 RESULTS

During 2007, we successfully managed a difficult operating
environment. We experienced the most challenging U.S.
industry conditions in more than two decades, and we
absorbed nearly $600 million in material and oil-related
cost increases. Yet, we saw record performance in our
international businesses, led by Latin America and Europe.
And we continued to grow and deliver value-creating
results. Our 2007 highlights were as follows:

o Net sales increased 7 percent to a record $19.4 billion.

a Diluted earnings from continuing operations per share
increased 28 percent to $8.10.

o Cash flow from operations reached $927 million, and
we were able to reduce total debt levels from $2.3 billion
to $2.1 billion.

o The Maytag integration was completed, and we realized
more than $400 million in efficiencies.

o $502 million was returned to shareholders in the form of
dividends and share repurchases.

STRATEGY EXECUTION

We remain committed to our brand value creation
strategy — focusing on innovation, cost productivity,
product quality and margin expansion. We continue to
improve our global operating platform to ensure we are
the best-cost and best-quality appliance manufacturer
worldwide. Our supply chain has been transformed to better
deliver products to trade customers and consumers. And
we are seeing the benefits of these actions today through
consolidated facilities, a stronger network, increased
efficiencies and timely deliveries.

BRAND PLATFORM

Best Consumer Position

TRADE PLATFORM

Best Trade Pesition

GLOBAL OPERATING PLATFORM

Best Cost, Quality and Delivery Position




We align our products and services with the needs of our
retail trade customers, builders and distributors. And we
are committed to offering outstanding brands, consumer-
relevant innovation and world-class service.

What truly distinguishes Whirlpool is our commitment to
building strong brands and a loyal consumer base. We know
that our strong and growing brands, fueled with innovation,
attract and retain loyal customers for life.

As we continue to build and differentiate each of our brands
around the world, we have focused on revitalizing our sales
and marketing efforts. And in 2008, we will accelerate new
product innovation globally. In the United States, we are
increasing the size of our sales force and providing more
resources — training, territory coverage and access to trade
customers. Going forward, we will continue to drive cost
productivity throughout the organization, further leveraging
our global operating platform.

These efforts are designed to differentiate us within both
the industry and the marketplace. Our strategy is working,

and we are on target to deliver exceptional long-term results.

POSITIONED FOR GROWTH
Our growth opportunities remain abundant, and our results
increasingly show that we are successfully growing our

innovative consumer products and brands around the world.

We are focused on expanding our business through
international growth, innovation and expansion into
adjacent businesses.
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International Growth

We are seeing tremendous growth in emerging markets
where product penetration levels, across most categories,
are extremely low. Many of the larger emerging markets
have produced double-digit growth in recent years,

During the last 10 years, we've developed a very strong
consumer brand position in more established countries.
And we continue to expand our brand portfolio across all
product categories.

In 2007, for example, we introduced KitchenAid major
appliances to the European marketplace to compete in the
premium segment. This expansion presents a significant
growth opportunity, moving us into a high-margin, fast-
growing market segment — premium appliances.

in today’s global marketplace, we are positioning ourselves
to be a company that is flexible and agile with boundless
opportunities.

innovation

Innovation not only attracts consumers to our brands,

it offers us a sustainable competitive advantage while
commanding higher margins. In 2007, we generated more
than $2.5 billion of worldwide revenue from new brand
innovations — well exceeding our target for the year —
and our robust pipeline of $4.5 billion will allow for
continued growth over time.

GROWTH IN INTERNATIONAL GLOBAL AVERAGE
BUSINESS OVER LAST FOUR YEARS SELLING VALUE PER UNIT
(REVENUE - USD IN MILLIONS) IMPACT FROM INNOVATION
AND PRODUCT MIX
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For a product to be considered innovative within Whirlpool,
it must:

o Deliver new and differentiated solutions to our consumers,
o Establish a sustainable competitive advantage, and
o Create superior shareholder value.

The refrigeration category is one example of how we
provide consumers with new and unique products that
deliver significant value. Refrigerators own a valuable piece
of real estate within the kitchen, and we’ve introduced new
and better ways to utilize that space. The Whiripool/brand
in Europe introduced a refrigerator with an espresso coffee
maker integrated into the door. In North America, the
Whirlpool brand launched the centralpark connection
refrigerator featuring a docking port that supplies power

to electronic devices, such as a digital photo frame. In Latin
America, the Consul/ brand introduced a refrigerator
featuring a dry-erase finish. A similar product was launched
under the Amana brand in North America — just another
instance of how we leverage our innovation globally.

Adjacent Businesses

Qur strength in the core major appliance business has
created opportunities to expand into adjacent businesses,
such as water filtration products; kitchen cookware, cutlery
and utensils; and garage storage systems. A recent example
is our line of organizational accessories for the laundry
room. We offer pedestals to raise the height of washing
machines and dryers; laundry towers featuring oversized
drawers, pull-out supply trays and retractable hanging rods;
and work surfaces designed to go over the tops of washing
machines and dryers, adding extra work space in the laundry
room. The accessories are available in a variety of colors for
every washer and dryer we sell.

This portion of our business is a rapidly growing, value-
creating and integral part of Whirlpool Corporation
becoming a global consumer products company.
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A GREAT COMPANY., AN EXCITING FUTURE

Whirlpool Corporation is a great company with an exciting
future. We have the No. 1 global appliance brand, and we are
leading in global market share. In the pages that follow, you
will see how our global portfolio of brands is differentiated
and positioned to meet the specific needs of consumers
around the world; how we attract and retain the best talent
through compelling opportunities unique to Whirlpool
Corporation; and how we do business in a socially
responsible manner.

We remain optimistic about the opportunities ahead, and
we are focused on value-creating growth. Over the next
several years, our brand portfolio will continue to shift
toward faster-growing, higher-margin businesses. We
remain committed to executing the strategy that has
served us well. And we will continue to expand, develop
and strengthen our global leadership team.

In closing, | would like to thank Whirlpool employees and
investors. Whirlpool Corporation is better positioned to
succeed than ever before. | look forward to reporting to
you, this time next year, our continued accomplishments.

Sincerely,

W a5y

Jeff M, Fettig
Chairman of the Board &
Chief Executive Officer
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THE TAYLORS

BUSY
OPTIMISTIC
ACCOMPLISHED
TIME-STARVED
TECH-SAVVY
DRIVEN

The Tavlor family s constantly on e go and needs all the help itean get 1o manage all of lile's
dentands. Despite ato-do list that never ends, the No. 1 priority is family and spending time
together Sharing wmeal with fimily and Briends is e nore important than actadly prepering i,

Thevire alwavs lonking forapplianees to help them gel more done every dav,




PROPUCTIVE

CARING
ORGANIZED :
INNOVATIVE :
ECO-EEEICIENT

INTUITIVE

m%ﬁmmmmMmmn [greaffsensefofaccompli
thelendlofleacnldayy







WHIRLPOOL DUET STEAM WASHER AND DRYER WITH
LAUNDRY 1-2-3 CUSTOM LAUNDRY OPTIONS

The Whirlvool Duet steam washer naturally steams away tough stains, from grass to
grease, without pre-treating. The steam dryer removes odors and reduces wrinkles
from clothing. And as more and more laundry rooms are relocating from the
basement to higher-profile areas of the home, Whiripoo! brand has rasponded
with high-performance options and a new earthy color palette designed for style-
CONSCICUS Consumers.
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WHIRLPOOL CENTRALPARK CONNECTED REFRIGERATOR

The centralpark connection unites appliances and electronics, allowing consumers (o
remove clutter from counters and refrigerator doors. The centralpark connection
provides a docking port on the refrigerator that supplies power to electrenic devices,
which are manufactured and sold by third parties as accessories to the refrigerator.
The first such accessory is a digital photo frame that displays thousands of photos on
the refrigerator without using a single magnet. Photo frame functionality includes
the ability to autornatically receive pictures from a wireless device, camera phone or
computer with optional service plan. Additional plug-in compatible devices, including a
tablet PC, message center, and iP0d® speaker system, are available through retailers
and scheduled to launch throughout 2008. Finally, a cool new way to stay connected.

Fast Fill
Wrir Dhpwon g Syvtem
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Whrrfpocl the flagship brand of the company,
strives to help families manage their ever-busier
lives through innovative products that help
them get more done. Whether it's new solutions
for doing laundry with steam, saving scrubbing
time with PowerScour dishwashers, organizing
with Laundry 1-2-3 accessories, or saving water
and energy with its eco-friendly lineup,
Whirlpoofis a brand families trust.

In 2008, Whirlpool brand is stated to taunch nine
major products in North America alone. These
launches include an expanded line of vibrant new
colors and accessories for the laundry room. The
brand also is launching a French door bottom-
mount refrigerator with external ice and water
dispensing, as well as an entire suite of kitchen
appliances that is beautifully matched and
chock-full of innovations.

OPPORTUNITIES  (mmm — -~ —
TO EXPAND (EI = &
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strengthinits core upplianee

basiness has created
oppartuniticstoexpand nte
adjavent businesses, One
exatnple is the affresh washer
vieaner tablets. These tablets,
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inwashing machines,
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introduced an espresso cotfee
tmakerintegraled intoaside-
bv-side refrigerator. The
espresso maker uses cotfee
pouches and isableto provide
upto Beaps ol coffee at atime,
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INDIA MARKET INTRODUCES

WATER PURIFIER

The Whirlpool brand PURAFRESH water purifier was
introduced in India. marking the regions entry into the water
category. PURAFRIESH is Indids first and only direct-flow

reverse osmosis water purilier with no storage tank, enabling

immediate consumption ot freshly purified water.

OPTIONS TO
ORGANIZE

Whirlpool brand Laundry I.2-3

products provide consumers
with customoptiens to
organize laundry rooms. The
work surface provides a place to
sort, treat und fold. and laundry
towers include spacious drawers

tostore laundry supplies within

casy reach. Smnemodelsinclude -

a retractable rod to hang items
right out of the dryer. Pedestals,
available in varying heights.
help make loading and
unloading laundry casier.
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THE MILLERS

ACTIVE

LOYAL

PRACTICAL
TRADITIONALISTS
ACHIEVERS
DEMANDING

The Miller family has high expectations for the brands they porchase and use, They usnally
gravitate to brands that are well-estublished and proven. Vhe Millers are extremiely loval and will
use a brand for as long as it continues (e meet their expectations, They demand high-performanee

appliances andare willing te payinore for qualiny.
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MAYTAG EPIC WASHER AND DRYER

The Maytag Epic washing machine features a built-in dispenser opticn to automatically
dispense oxiClean® stain-fighting additive into the pre-wash cycle to heip remove
tough stains. The Epic pair is available in a new arctic blue color. With a solid steel frame,
heavy-duty shock absorbers, and high impact-resistant windows, the Maytag Epic
washer and dryer are built strong to last long.
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hanging rod.

MAYTAG LAUNDRY 7-2-3 ORGANIZATIONAL ACCESSORIES

Maytag Laundry 1-2-3 organizational accessories feature slide-out and protective
work surface options, The laundry towers fit beside or between the washer and dryer
and feature oversized storage drawers, a pull-out supply tray and a retractable steel

o
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MAYTAG

MIAY JTAG

e s o oo e, ENHANCE
dependability and durability. Today, C LEAN Il N G
Maytag brand’s unequaled tradition of quality

production and unrivaled performance
continues to thrive, Exceptionally durable,

Mavrag SteamClean

dishwashers deliver enhaneed

commercial-grade components are found in cleaning performance on
Maytag brand appliances. glassware for soiland spotling.

In Januury of 2008, Maviap
brand introduced the Mavtay

Bravos steawm drver the first top-

load steam dryer in the industry.,

elcieney

The Mavtag Bravos

Ligh-etliviency. large-capacity
top-load washerand drver
svstem leatures a comimercial-
arade stainless steel wash
basket — providing the

thoreugh. dependable clean

ol wfront-load lndry svstem

inatop-lowd configuration.




MAYTAG AUSTRALIAN
REPAIRMAN MARKET

In Aprilof 2007, after an
uxtensive national search.a
new Mavtag Repairinan was
named. The new Mavtag
Repairman will play a keyrole
i revitalizing the Mayiag
brand. With one foot syuarely
planted in the past and the
other finmly planted in the
future. Whirlpool Corporation
is re-estublishing the
positioning of quality and
dependability that have
always been synonymous

with the Maytag name.

LAUNCH {3

During the year. anew Maytag
kitchen appliance collection
was launched 1o the Australian
market. The collection consists
of cooktops. built-in coflee
machines. built-inovens and
microwaves. elegant range

hoods and freestanding ranges.

100™

ANNIVERSARY

In celehration of the 100th

anniversury of the first Maytag
washer, the special edition
Maytag Centennial pair features
conunemorative sryling witha
center-knob controfand gold
console trim and kickplate.
The washer [catures a
heavy-gange steel lid and

commcrviul-gmde strength.,

™
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KitchenAid ||®

FORTHE WAY IT’S MADE.®
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THE GRANGERS

OUTGOING
PASSIONATE
WARM

GENEROUS
FAMILY-ORIENTED

The Granger family loves to conk. especiallv with others, Outgoing and imaginative, | ey enjoy

the process of cooking and wantappliances that let them express their ereativity




TIMELESS
INTUITIVE :

QUALITY ;
CRAFTSMANSRHIP :

idibrandliskogthcseiwholatelpassionatelaboutfcookin Wiy chenaragorand
mmmmmmmmmm
makinglcockinglefiontiessifodthelGrang edfamilyy







KITCHENAID STAND MIXER

Introduced in 1919, the iconic KitchenAid stand mixer is more popular today than ever.
One secret to its ingenious design is a hub that accommodates more than a dozen
optional attachments. This feature has enabled KitchenAid brand to continuously
add to the mixer's versatility with new tools and attachments.

iy
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KicecheamA\3<®

FOR THE WAY IT'S MADE.®
2008

AND BEYOND

In 2008, KitchienAid brand

will introduee major uppliances

Since the introduction of its legendary stand
mixer in 1919 and its first dishwasher in 1949,
KitchenAid brand continues to build upon the
legacy of these icons to create a complete line
of products designed for cooks. From
countertop appliances to cookware, ranges

to refrigerators, and whisks to wine cellars,
KitchenAid brand offers virtually every

inte the Brazilinn market
essential for the well-equipped kitchen. o the Braziiin marke

and continue its introductions
Professional chefs choose Kitchendid for their
homes more than any other brand. All KitchenAid
products feature timeless design, easy-to-use
performance and quality you can feel.

EXPANDED OPPORTUNITY

in Europe.
Inaddition.aredesign of

KitchenAid.com is set to

Lumch. emphasizing the

breadth ol produets offered.

Inspired by the qualityand
perlormance of their
NitchenAid countertop and
major appliances. consumers

began asking for versatile

Kitchenaceessories of the sume

qll;llil_\'. In response o Lhis
consumner need. KitchenAid
brand now offers almiost
anviling a cook may need
inthe kitchen, including

cookware, measuring cips and

spoons, oven mitts. dish 1owels.

l)‘dk(‘\\'iil'(“ cut lt'r_\'. hiIlk\\'il]‘L‘.

pantryware and cookbooks,

Asthebrand continuesto

expand itslicensed produc

offerings. look for KitchenAid
food storage products.
microwave ovenware and

trash vontainers.




OUTDOOR

mitke vutdoor entertaining

-
ENTERTAINING easicr and more enjovable. Z
The KitchenAid outdoor The new line includes such
product suite offers higls- addirions as warming drawers, o
performance appliances for pull-out tank aceesson z
outdoor use. The collection freestanding grills, and pd
features new stylingandadded  buift-in trash and wiility ut
¥

built-in options. all designed to  drawers for cooking islands.

EUROPEAN

LAUNCIH

KitchenAid major appliances

are now available in France,

Italy and the United Kingdom.

The appliances feature

European styling coupled with

leading-edge technology.

EXPANSION INTO NEW MARKETS

KitchernAid hrand continues The brand recently refreshed market through continued

tosee growthinoutdoor its entire Architect Series I enhancements teits product
appliances and expansionofits  suitecand expectstostrengthen  line, increased advertising

appliunces into new markets. its position in the preminm and superior customer service,
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THE PARKERS

UNCOMPROMISING
REFINED
DETAIL-ORIENTED

STRIVES FOR
PERFECTION

The Parker fumily is realistic, practical-minded and goal-oriented. Whether setting an elegant
table or creating a delicious dinner. the Parkers like to entertain and strive for perfection. Proud of

their home, the Parkers want kitchen appliances that offer both style and perfermance.




PRECISIE
PERFORMANCLE

DETAILED :
REEINED }
STYLISH

Wiennoaidbrandloffersirefinedlkitchen] thatfdel wvedbeautifulfresu|tsy
isinglinjperformancedstylelandlattentionltoldetai ¥ennzdigbrandlofiens
lproductsithatlheiplthelParkegfamilylcreatelgourmetidisheslandlhostipetfectidinnerpartie sy
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JENN-AIR

% JENN-AIR.

FOR THE LOVE OF COOKING®

Jenn-Ajir brand offers refined kitchen appliances TA R G E T E D

that deliver beautiful results. Like its consumers,

Jenn-Air products are uncompromising in F o < : U S
performance, style and attention to detail.

Jenn-Air brand has the distinction of being
the “most preferred cooking brand,” based
on an independent study. The Jenn-Air brand
is usually purchased in suites.

The Jenn-2Air brand will
double is investment in print

mediain 2008 witha targeted

fhcus onepicurcan and

lifestvleuudiences.

Jenn-AAir brand plans to add 1o

the already successtul oiled
branze product line to offer the
consuner even more choices.
Additions include a hood. built-
i retrigerator and a built-in
microwave oven. Induction

cooktops und several sivles off

relrigerator doors also will e
taunched in 2008, Jenn-Air

brand will continue todrive

premium share growth

through enhanced in-store

expericnces. enhaneed
premium service and

unmatehed sales education.




ENHANCED

CLEANING WITH

STEAM

Jenn-Air SteamClean

dishwushers provide advanced
soil und spot cleaning while
enhancing an existing wash
cvele to produce an even more
lustrous shine on stemware,
Dishwashers with the
SteamClean option havea
new silent sound package,
tnaking an already quiet

dishwasher even quicter.
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THE AARONS

STYLISH

HIP

YOUTHFUL
UNPRETENTIOUS
POSITIVE

Members ol the Aaron family are practical style-seckers who are optimistic about their lives,

Thevare energetic. use style to express themselves and embrace change. Since they like things to
be simple ver precise. they look for appliances that offer practical features. are casy 1o use and

designed o go with anv décor.




ERESH
STYLISH
CONTEMPORARY |,
AEEORDABLE ;
CLEVER °
PRACTICAL

FAT o nalbrandfa ppliancesto edpractice Wcleve dtcaturesithatfprovideitbela'arc okt v
withlsimplelandle designstagtnejnghipa ceRuhelAaronsicaniex presthemsetves)
throughitheiFAnTa nafappliance sy







FRONT-LOAD LAUNDRY

The Amana front-load laundry pair features a super-capacity 7.1 cubic foot dryer,
enabling consumers to dry more in a single load. The washer features antimicrobial
component protection and exceeds the 2007 ENERGY STAR® guidelines for energy
and water consumption.

=

antimicrobial

e ” component protection
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AMANA

Ampemer

Now that'’s clever.

The Amana brand is aligned with the practical @
style-seeker, bringing niche products to

consumers who otherwise have not been @
addressed within the appliance industry.

The Amana brand offers a strong heritage

combined with clever design capabilities.

. L. 7 he
In 2008, Amana will undergeo a significant Today 12 pereent ofall
revitalization, emerging as an innovative, consuners ownal least
affordable, style-conscious appliance brand. one Amanaappliance.

EMERGING

CONSUMERWRHTE -
SEGMENTS ) [R AW a7,
e ERA S E >

CONSULILET Segments:
" The Amana JOT refrigerator

consumers witl disposuble

) ) post features a drv-crase finish on iy e

Incomes whoare interested . Froua Brudter

] the door. enabling consumers g

inexpressing themse lves . . r
towrite. draw or erase with

through sivlein their horme - -
i : ) casy cleanup. The relnigerator b
enviroument and appliances. S . vt oS
alsooffers single up-fromt Tes !
teniperature control and (et

spill-saver glass shelves. The
refrigerator. available in Latin
America under the Consid

brand. is oy example of liow @ b
Whirlpool Corporation

isubletoleverage ity

innovations globally.




STYLISH

The new Amana stainless steel

kitchen suites showcase

a fresh mix of clever features.
simple aesthetics and trendy
styling that give consumers
aclhance to express their
individualityat an
affordable price.

CONTINUED

BRAND
EXPANSION

In 2008, Amanag brand will

prc)vidtr consumers \\'i[h an

entirely refreshed product line.
Look for contemporary
designs. practical features

and aftordable prices.

Amana brand also will
continue to expzmd its ])mduc'l
lines to support the lifestyle
needs of consumers who ure
interested in cool innovations

that are priced right.
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THE BORGES

AUTHENTIC
FUN
CONNECTED
DETERMINED
TRENDY
COSMOPOLITAN

The Borges family is conneeted and corions, Cheir hone is a plase where family and riends
gather for fun and linghrer While they love heing at home. they alsotravel wherever they can
te experience difterem coltures. food and sights, Their stvle rellects who theyv are — professional,

cosmmopolitan and unigue. The Borges fumily wants their appliances tahe an expressionoftheniselves,
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BRASTEMP CLUB REFRIGERATOR

The Brastemp Club refrigerator was designed for people who enjoy entertaining at
home with friends and family. It offers an exclusive can dispenser in the door, a shelf to
frost glasses, a pre-programmable compartment that allows cansumers to cool drinks
to desired temperatures and an alarm that sounds when the drinks are ready to serve.

A Ve
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BRASTEMP EGGQ MINIWASHER

A new concept in compact and portable washing machines. Brastemp £ggo was
created to take care of the most delicate fabrics and clothes, such as lingerie,
swimwear and baby clothes. Its ozaone cycle eliminates bacteria. A digital panel
controls Brasfemp Eggo, which can wash about two pounds of laundry at a time.
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BRASTEMP

seje auténtico

In Brazil, the Brastemp brand is the No. 1 COMPLETE DIGITAL

home appliance brand in consumer awareness,
consideration, preference and loyalty.
A trendsetter in technology and design,

the Brastemp brand leads all major home The Brastemip Towel is1he only

appliance innovations within Brazil. . .
PR rangein the market oflferinga

CONTINUED complete digital oven.
GROWTH

The Brastemp brand continues

tostrengthenits elforts to
promote its very successiul

"B Side” pasitioning campaign.
While "B stands for Brastemp.
its "Be Authentic” positioning
demanstrates that Brastemy
products let consumers

express theirsense of sele

and individuality while frecing
themitodo the things they like
todoe. This positioning isa
keveamponet in the

brand's success.

Bevond markeling efforis,
conlinued investiment in
innovation and produoct
development translates the

brane s values ito praducts.




SIMPLE TOUCH OF A

SALES
SURPASS

EXPECTATIONS

The 2007 launch of the
Brastemp Retro miniature

refrigerator was a great success.
The exterior designof the
Brastemp Retro miniature
refrigerator is the same design
used by the brand in the [950s.
Its interior oflers modern
technology in refrigeration —
acan rack. hottle divider and

lIllllli—llS(‘ (] rswer

by

NEW PRODUCT INTRODUETJEE:!E

BUTTON

The Brastemp Flex freezer
allows consumers to choose
between using the product asa
freezer oras arefrigerator with

asiiple toncliota button,

13 2008. the Brastemp
brand will rejuvenateits line
of washing machines with
six new modcls,

Today. five out of every 10

householdsin Brazil owna

Brastemp washing machine.
And. according to IBOPE. a

renowned research institute.
noother washing machine is

more resilient thana Brastemp.
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THE CARVALHCOCS

HAPPY
CLOSE-KNIT
OUTGOING
EMBRACING
CONFIDENT

The Carvalhos put family first. taking pleasure in the simple Lhings in life, Warm and outgoing.

theyare u close-knit traditional fuilv with mom at the heart of everviling, They want applianees

that make life casier sothey can speud more time with family und friends.




GENEROUS
EASY-TO-USE
INCLUSIVE :
BEAUTIEUL i
TRUSTWORTHY

The Cona] Brand 6 Part ef cuerreey Ife. I offers Rreceis and saryices LFed ars
ldependabledunable¥andimakelli telalllittiefea s o Mt B elCa v a1 okt B







CONSUL AQUARELA REFRIGERATOR

The Consul Aquarela refrigerator is covered in a special coating that allows
consumers to draw and erase on doors and sides, emulating a dry-erase whiteboard.
With Aqguarela, members of the family can leave messages to each other, making the
kitchen even more interactive.
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CONSUL MARE WASHING MACHINE

The Consul Maré washing machine comes with an exclusive "easy level” feature that
lets the consumer determine the correct amount of clothes, soap and water,
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NnsSul

Parte da sua casa

The Consul/ brand is close and intimate with its
consumers and is considered part of their homes
and family histories. A leader in refrigerators,
washing machines and air conditioners, the
brand understands its consumers’ values and
behaviors and how to best translate their

needs into products and services that are
reliable, affordable and easy to use.

Consuf Scents Ranges

S

More than 33 percent ol ull
Brazilian houscholds own a

Consul applianee,




EXPANDING GROWT K

THE BRAND HN NEW

[ 2008, Consul brand will
offera new line of automatic
and semi-automatic washing
nuchines. Its semi-automatic
washing machinesoffer
tremenduus growth potential
and servealargelyuntapped
consuner segment —lower-
income familics with same

disposable income,

CATEGORIES

Consul hrand continues to

see gmwlh in new categories
like acclimatizers. space
heaters. ceiling fansand |

VA ClC(!]]t‘rS.

COMPETITIVE
RANGE LINE

The Consul brand is refreshing

its entire cooking product line
and expectsto slrt:nglhcn ity
leading position in the heme
applinnce cutegory with the

new Scents ranges. Consul

Scents rangesire C()mputili\'vl\'
k )

prived and. in response to
consumer feedback feature
extra-tull feet. The ranges are

durable and casy toclean.

anannss |
:w‘ %1
. B 3:

FOCUSED ON
HEALT

AND WELLNESS

T'he Consul air cooler is

(](’S ij_',[l(.‘ll 1o il:l[ll"ﬂ\'l‘ cansue rs

health and wellness insine of
thedriest regions of Brazil In
features a water dispensing
cupacity of nearly two pallons.
washable filter, timeranda
hurnidifier function. The
Consul brand also lauznehed a
line of refrigerators featuring
abilier that reduces the
proliferation of bacteria

and odors inside the product.
creating ahealthier

environtient for consumers.
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THE BECKERS

DYNAMIC
POSITIVE
QUALITY-MINDED
CREATIVE
CONFIDENT

Thie Beeker Lenily has an energetic. fiture-aricnted gud positive uppeoach to life, They enjov life
and being with familv and friends. Health-conscious and socially responsible, the Beckers look for

applinnees that help them support the environiment.




RELIABLE
PREMIUM
 BCO-FRIENDLY
.+ CARING
*;vE@gATnL@

BANGNEERY .88

Lknechtbrand/makes|lifelmorelcomtortablelfonthelBeckenfamilySEeaturinglprermium]
tslthatlarelreliablelandlmakehealthyllivingleasylthelBauknechybrandlisicommitted
Beckerslconservelthelearthislnaturallresourcesleveryfsinglelday







BAUKNECHT STEAM WASHING MACHINE

The Bauknecht Steam washing machine uses the natural power of steam o
hygienically clean laundry even at low temperatures. It also freshens garments
quickly and helps to gentiy remove tough stains from clothes.

N
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BAUKNECHT

gulknecht

Live today.

Bauknecht is aregional brand with a strong
German heritage dating back to 1919. It stands
for quality, reliability and premium performance.
While sold throcughout Europe, Bauknecht is ane
of the most preferred brands in Germany.

It focuses on consumers who enjoy life with
friends and family. Bauknecht brand consumers
have high expectations when it comes to product
reliability and performance, while caring for
their family and the environment around them.

EXTENDABLE
STORAGE SPACE

The built-in. double-drawver

refrigerator provides modern,
extendable storage space that

cantbe aceessed easilv. The new

cooling units feature Dyvnamic
Intelligence-sensor technology.
ensuring that pre-set
temperatures recover [ive Limes
tuster than naortnal coaling

appliancees and providing a

highlevelof encrgy efficiency,

GROWTH IN
BUILT-IN
PRODUCTS

The Bauknechithrand

continues to s groat lin
Duilt-in products. thanks 1o
continued innovation, [n 2007,
it launched the new Pure oven
line with ProTouch finishing,
for which it won the "Kitchen
[nnovation ol the Year™ award
trom both the German Kitchen
Trade Association and the
“Better Lite" initiative ol the
German Federal Ministrv of
Eeonomies and Techinology,

113 2008 and 2009, Bauknecht
will renew its line of free-
standing appliances. offering
new innovations that will be
ceo-friendlvand focused on
consumers” health. hvgiene

and comfore.




ONE OF THE MOST
PREFERRED

BRANDS

IN GERMANY

40"

LESS ENERGY

The Bauknecht SuperLco

washing machine consumes
approximately 40 pereent less
energy than traditional
washing machines when
setat the 60 degrees Celsiug

SuperEco cvele,

H E A L I H the combination of reasting

and baking with extra steum
ADVANTAGE '

delivers more tender meat,

T'he new steam oven hrings whilean integrated mneat probe
together the health advantage guarantees perlect results,
of steam cooking with classic even for less experienced cooks,

oven functions. Additionally,
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THE BAUERS

PASSIONATE
ACTIVE
ADVENTUROUS
ORGANIZED
CREATIVE

The Baver Gonily speads time doing what they love. They have diverse hobhies wud interess.
s 2 A 3

Sinee thevare alwavs onthe gosthey want u garage storage solution that lets them Find itens
. - & - =~ AL Il

quickfvand casily.
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GLADIATOR "SMART SOLUTIONS"

“Smart Solutions” by Gladiator brand includes the golf caddy, ball caddy, project
caddy and clean-up caddy. This series, introduced in early 2008, adds another level
of innovation to the Gladiator organizaticn line, addressing the plights of the
Gladiator brand consumer and making life easier one product at a time.

Gladiator Project Caddy Gladiator Clean-Up Caddy

Gladiator Golf Caddy Gladiator Ball Caddy

P.93
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GLADIATOR

GARAGEWORKS :

BY WHIRLPDOL CDRPORATIDN

\/| GLADIATOR

The original idea for Gladiator Garageworks
came from real consumers who expressed a
need to somehow organize their garage ciutter,
Armed with this consumer knowledge and
seeing the garage as an untapped rocom within
the home, Whirlpocl Corporation developed and
launched the Gladiator Garageworks brand.

CONTINUED BRAND

EXPANSION

Consumers whoe enjov sports.ontdeor activities. automative
restoration and gardening have specific und unique storage needs.
Ciladiator Garageworks is prepared to meet these necds with
new products designed to better support specilic
consuner lilestvles,

Look for these tortheoming, innovative

Cladicvtor Garageworks solutions:

o Larger cabinets lo provide consumers

witheven more storage space
o Unique solutions lor storage in out-of-reach arcas
a New wall produets Lo help consumers

take more items of{'the lloor

Bevond expansion within the product line, Gladiator
Gurageworks brand is gearing up for global expunsion as well.
The brand will begin selling in Canada in 2008, with plans to

expand intoudditional markets incoming vears.

GROWTH

ALIGNED WITH
CONSUMER TRENDS

Consumersure beginning to
understand the value that a
fullv remodeled garage canadd
to their home while making
that space tuch more friendly
and usable

These trends bode well for
the comtinued success ol the

Gladiator Garapgeworks brand.

410)%

Approximately 40 percent of
I,‘S I‘(',\][l(‘l\l\ s Il]{']r g}lr}lg(‘
for something other than
parking their car, Whether
their garage is clhuttered,

nsed usaworkshop or serves
as storage space, Gladiator
Garageworks products

providesolutions,




MOBILE

WORKSTATIOX

Cladiator Versa'lop work
surface installson top of two
modular compenents to create
amohile workstation. The
surface is seated with aclear
coat that resists stains and is

casytoclean with u wet cloth,

The room formerly known as the garage.
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OUR PEOPLE

The “World of Whirlpool” (WoW) offers employees endless
possibilities for growth and achievement — providing compelling
experiences that can't be found elsewhere. The WoW experience

is what attracts and retains the best people to Whirlpool
Corporation. It provides them with the opportunity to engage in
challenging work in a global company where contributions matter.

WOW

Moot ol Whan lpoaol




CARLA COUNTS

Material Tugger
Findfay, Ghio, USA

| was watching “Living with Ed”
on HGTV when Ed mistakenly stated
that dishwashers use too much
water to be green. Together with
my local HR department and
Corporate Communications, we
contacted the show. Whiripoof
ENERGY STAR"' qualified appliances
were installed in Ed's home, and he
then mentioned energy efficiency
in appliances on the show. My idea
made a difference.

Our People

MARK SIVA

Brand Marketing Manager
Microwave Qvens, Europe
Comerio, ftaly

I recently joined
Whirlpool, and | already
teel right at home. The
passion, commitment and
positive energy that | find
all around me create a
great working environment
that breeds success.

p.97
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OUR PEOQPLE

PAOLA MAYORGA

National Sales Manager
Bogots. Colombia

Everyone asks me why | enjoy
my job so much, and I always

EWA FOLTYNSKA

Activity Manager
Dish Care, Eurcpe
Conerio, ftaly

| work in Brand Marketing in Europe but
was asked to participate in an important
global project. The opportunity not only
helped me get new experience and
technical knowledge, it also gave me
a different perspective on the intricacies
of our business. | now appreciate what it
means to be a global company.

respond with the same answer: RO
| have challenging objectives — — \
with a fabulous team, surrounded ety :

by an environment that
stimulates integration and
professional growth.




JUDY ZHANG

HR Specialist - Talent
Management
Shanghai, China

| recently traveled to India
for a Whirlpool Asia
regional Human Resources
meeting. For 10 days,
| worked alongside my
peers from Ilndia and
Australia. The opportunity
provided me with a
cultural orientation and
an experience that | will
carry with me for
all of my life,

LUDOVIC BEAUFILS

Brand Dish Care Director,
Eurcpe
Comerio, ftafy

| remember the day | was
promoted to my new role
after seven years as a
cansultant and only 16
months in a strategy role
at whirlpool. Whirlpool
was delivering on the
promise made when | had
been hired and trusting me
with a great challenge
in a key category.

JOE MATTHEWS

Sourcing Director
Benton Harbor, Michigan,
54

1 was looking for a job
with Whirlpool, but found
a career. Whirlpool is a
company where you can
fuel your passion.

P.99
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KIRSTEN HEWITT

Vice President &
Assgciate General Counsel
Benlon Harbor, Michigan,

US54

| am amazed by the tremendous
power of a group of diverse and
talented Whirlpool individuals,
aligned and focused on achieving
a common goal. | have had
the privilege of serving on
high-performance teams that,
together, accomplished more than
any individual would have ever
thought possible.

MARCIO MIASHIRO

Sales and Operation
Plan Leader
Sdo Pauto, Brazit

I really enjoy the freedom and
the trust that Whirlpool gives me.
My suggestions are valued and
| am directly able to contribute
to the business.

SUMIT JOSHI

Director of Marketing
Delbn, India

Three months after | joined
Whirlpool, | was tasked with
leading the product launch and
promotions tied to the Diwali
festival. whirlpool believed in my
ahilities. | cherish the ¢confidence
and trust reposed in me on such a
high-profile project.




ARTHUR AZEVEDO

Finance Director
53¢ Paulo, Brazil

Working for Whirlpool makes me feel
as though I'm part of something great,
something relevant. | work with bright
people around the world, peopie who are
engaged in making a change and,
more important, making a difference.

P.101

OUR PEOPLE

CAROLYN TORRES

Product Development
Manager,
Cooking Business Team
Benton Harbor, Michigan,
USA

From day one, | was
welcomed and made to
feel like part of the team.
| am consistently
impressed and inspired
by the passion and
dedication of my
coworkers. | firmly
believe Whirlpool
Corporation’s greatest
asset is its people.
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Our Results

OUR RESULTS P.107

The following is a summary of Whirlpool Corporation’s financial
condition and results of operations for 2007 and 2006. For a more
complete understanding of our financial condition and results, this
summary should be read together with Whirlpool Corporation’s
Consolidated Financial Statements and related notes, and the
“Management’s Discussion and Analysis.” This information appears
in the Financial Supplement to the Company’'s Proxy Statement
mailed with this Annual Report and in the Financial Supplement to
the 2007 Annual Report on Form 10-K filed with the Securities and
Exchange Commission, both of which also are available through
the Internet at whirlpocicorp.com.




EXECUTIVE OVERVIEW

Whirlpool Corporation ("W hirlpool Vis the world's leading manufactarer of major home uppliances
with revenues of $19.4 hillion and net earnings of $640 million for the vear ended December 31,2007
Wearealeading producer of major home appliancesin North Americaand Latin America and have
asignilicant presence inmarkets throughout Barope and India. We have received worldwide Tecog-
nition for accomplishments in a variety of husiness und social efforts. including leadership. diversity,
innovative product design. husiness ethics, social responsibility and compnunity invelvement. We
conduct vur business threugh lour reportable segments. which we define based on geography. Our
reportable segments consist of North America (60% ol revenue). Europe (20% of revenue), Latin
America{l§%of revenue) and Asia (2% of revenne),

Our globul branded consumer producis st rategy over the past several vears has been to introduce
innovative new products. inerease brand customer lovalty. expand our presence in toreign markets.
enhance our trade nanagement platforiu, improve total cost and quality by expanding und leveraging
anr glohal operating platfortaand where appropriate. niake strategic aceuisitions ared invest ments.

We monitor country-specific economic tactors such as gross domestic product. consurier confidence.
retail trends. housing starts and completions. sules of exist ing homesand mortgage interest rates as kev
indicators ofindustre denvand. Inaddition o profitability. wealso focis on countey. brand. product and
channel sules whenassessing and forecasting linancial results,

Competition inthe home appliance indusiry is intense in ol global markets we serve, Inaddilion
toour traditional competitors suchas Elecirolux. GE.and Keonmore in North Ameriva. there has
beenim emergence of strong global conpetitors such as LG, Boseh Siemens. Samsung, and Haier. In

P08

euach geographic region. our customer hase is consolidated and charaterized by lurge. sophisticated
trade customers who have many choices and denand for competitive products. services and prices.
Webelieve thatouracquisition of Maytag Corporation CMaytag Yon March 31. 2006, coupled with
productivity and cost controls. new innovative product introductions. and iimproved product mix
will enhanee ourability to responed to these competitive conditions. We helieve this comsbination will
translate into benelits for our trade enstoners and consamers by generating significant cost savings
that enable usto continue 1o offer competitive prices across a wide arravofinnovative, hiph-quality
consumer products that translate into increased siles and enluanced financial resulrs.

During 2007, we delivered record salesand carnings per share ina challenging glohal muarket. The

FINANCIAL SUMMARY

LS. appliance industry experienced the larpest vear-over-vear voluine decline inover two decades
and material-and oil-related costs inereased $600 million fron the prior vear. During the last three
and a half years we have seen unprecedented material cost inflation which has increased our input
costover the same time frame by SL7 hillion, We accomplished a major milestone in 2007 by complet-
ing the Maviag integration and achieved our initial avquisition cost efficiency goals one vear ahead of
plan. Wealso impraved our cost productivil v performance across the organization. Our international
business ceported record results with significant improvements over 2006 while North A merica
results were lower primarily due toa weak US. industre appliance denand and significantly higher
nuaderial costs.

FACTORS AFFECTING COMPARABILITY

On March 312000, we completed the acquisition ol Maviug, Maytag's reparted consolidined net sales
for the vear ended December 312005 were approximately $4.9 billion. With the acquisition, we added
anarray of home appliance brands including Mavtag, Jenn-Airand Amane. The aggrepate purchase
price lor Mavtag was approximately $L9 billion, including approximately $848 million of cash and
approximately 4.7 million shures of common stock. The results of Mavtag s operations have been
included in our Consoliduted Financial Statements as of April 1. 2006.

During the first quarter o 2007, we adopted changes to ourseginent reporting consistent with the
methotdology our chieloperating decision maker now uses to evaluate cach segment’s aperating aned
financial results. We previously included the financial results for our Caribbean and certain Latin
Ameriva operations and exports of certain portable appliances to Eurape within our North Amcrica
business segment. The results for these businesses are now being reported within the Latin America
and Europe segments. respectively. All prior periods presented have been reclassified 1o reflect
current veuar presentation,

S S s



We have reallocated certain costs previously included within corporate administrative expense to
cachofthe respective regions. Regional results for 2006 and 2005 have been reclassified o reflect
these changes to conform to 2007 presentation.

Freight and warchousing costs previously included in selling, generaland administrative expenses
in the Consolidated Statements of Income were reclassilied te cost of sales, eftective January 1, 2006.
Approximately $854 million was reclassified in 2005.

RESULTS OF OPERATIONS

For the vear ended December 31,2007, consolidated net sales were $19.4 hillion. Consolidated net
carnings from continuing operations were $647 million, or $8)0 per diluted share. increasing from
$486 million or $6.35 per diluted share for the year ended December 31, 2006. The increase in earnings
{romn continuing operatiens primarily refleets strong operating profit improvement within our
international businesses, cost-efficiency realization associated with the ucquisition of Maytag, cost
based price increases and improved product mix, productivity improvements and strong cost con-
trols, Qur results included $72 million of gains associated with asset salex in 2007, compared to $42
million of usset gains in the previous vear period. Annual results were negatively impacted by
significanty higher material- and oil-related costs and lower shipments within North America,

Our international businesses experienced strong performance in 2007 driven by an 8.8% increase
in units sold. We experienced a 6. 4% decrease in unit sales during 2007 in North America, primarily
resulting from a decline inappliance industry demand. lower original equipment manufacturer
{"OEM") sales and lower share within our value and Mavtag brands.

Significant regional trends were as follows:
- North America net sales inereased in 2007 by 0.8% compared to 2006 due toa 7.6% increase in

the average unit selling price offset by a 6.4% decrease inunits sold, We define the average unit selling
price as the amount that results from dividing consolidated net sales by units sold. The decrease in vol-
ume reflects reduced industry volume, lower OEM shipments and lower market share. The reduction
in volume in the U.S. was partially offset by higher demand in Canadaand Mexico and w higher average
unit selling price due to product innovation and better product mix. Excluding the impact of the
Maytag acquisition, North America sales decreased 5% North America sales increased in 2006 com-
pared to 2005 by 34.5% duc primarily to the acquisition of Maytag. As compared tothe prior year, unit
volumes increased 21L6%. The average unit selling price increased 10.6% compared to 2005 which also
contributed to higher net sales. Excluding the impact of the Maylag acquisition, net sales increased 4%
and unit volumes increased 2% Organic volume and sales growth were driven by continued consumer
demand for new product innovations and improved Whirlpool and KitchenAid brand performance.

« Eurape net sales increased in 2007 by 12.1% compared to 2006, primarily duce to favorable foreign
aurrency. a higher average unit selling price and higher volume. The increase insales due to price isa
result of an 8.3% higher uverage unit selling price as compared to prior year, The increase in volume is

driven iy strong Whirlpeol brand performance and the positive impact of new product offerings.

Excluding the impact of foreign currency, Europe net sales increased 2.9%. Net sales increased 7.1%

in 2006 as compared to 2005 primarily due to higher volume. Average selling price increased 2%
contribuling tothe remaining increase. Europe's sirong sales are driven by gains in market share.
new product introductions and improved product mix. primarily attributable to the Whirlpool brand
and expansion of our built-in appliance business. Excluding the impact of foreign currency, Europe
net sales increased 6.0%in 2006,

- Latin America net sules inereased 27.7% in 2007 as compared to 2006, primarily due 1o higher
volunie and a favorable impact from changes in foreign currency. As compared to prior vear. the total
number of units sold increased 18.8%. T'he increase in volume g ;_,rowlh is a resultof strong growth in
the applianee industey, inereased murket share, strong economic conditions throughout the region
and cost based pricing. Excluding the impact of forcign currency, Latin America net sales increased
15.9% in 2007. Net sales increased 23.9% i 2006 as compared to 2003 due primarily te higher volumes.
Total units sold ivereased 22.9% compared ro 2005 due primarily to continued strength in the Brazilian
cconomy, appliance market and market share gains that were a result of new product introductions.
Excluding the impact of foreign currency, Latin America net sales inereased 16.0% in 2006,

P.109

FINANCIAL SUMMARY




P.110

FINANCIAL SUMMARY

* Asta et sules inereased 2L9% in 2007 as compared 1o 2006 due toa higher average unit selling
price.increased volune and a favorable impact from changes in the value of foreign curreney, The
increase insales<hie to price isaresult of an 11.8% higher average unit selling price as compared to
prior vear. These increases are driven by the impact ol successful new product introductions.
improved product mix and continued growth within India, the segiment’s largest market. Exchuding
the impact of foreign currency. Asia net sales increased 12.9% in 2007, Ne sales increased 3% in 2006
as conmpared to 2005 due primarily to higher volume. Total units sold increased 6.1% compared to
2005 driven by strong demand, particularly in India. and favorable product mix. The average selling
priceincreased 21% in 2006, which contributed to the increase in net sales. Excluding the impact ol
[oreign currency, Asia net sales imereased 10.1% in 2006.

Gross Margin "T'he consolidated gross margin percentage in 2007 increased 20 basis points versus
2006. Strong international perfornunce. acquisition efliciencies, produclivity improvements.
regional tax incentives and assel sale gains had a positive hmpact onoverall gross margin in 2007
Partially olfsetting these mprovements were significantly higher material- and oil-related costs,
particularly in the United Stutes. Included in gross margin for the vear ended December 31,2007
are asset sale gains of $65 million.

The table below summniarizes HTrOss margin percentages by region:

Gross Margin 2007 Change 2006 Change 2005
North America 12.5% (0.7) pts 13.2% (1.8) pts 14.8%
Europe 16.6 04 16.2 0.4 15.8
Latin America 208 1.6 19.2 22 17.0
Asia 15.2 (0.1 15.3 39 n.4
Consolidated 14.9 0.2 14.7 (0.6) 15.3

Significant regional trends were as follows:

+ North America gross margin decreased in 2007 compared 10 2006 primarilyduc to higher
material-and oil-related costs and lower industry demand. This decrease was partially oflset by favor-
abie clliciencies us a result of synergies realized from the acquisition of Maytag, productivity improve-
ments, product innovation and an improved product mix as compared 1o 20006, Graoss margin decreased
in 2006 compared 10 2005, primarily due to higher material costs. lower industry demand, unfavorable
Maytag product mix. acquisition integration, purchase account ing costs and higher merchandising
costs. Margin declines were partially offset by productivity improvements and acquisition efficiencies.

+ Europe gross margin increased in 2007 comnpared (o 2006 as higher volumes, continued
productivity improvements and innovative product oflerings more than offset higher material-and
oil-related costs. The sale ofcertain assets also contributed to higher grosy margin. Gross iargin
improved in 2006 compared (0 2005 as productivity improvements more than offset lower comparable
model pricing and higher material-and oil-related costs. Kuropean operations continue to realize
savings [rom ongoing restructuring elforts in both 2007 and 2004

- Larin America gross argin increased in 2007 compared 10 2006, duc primarily to continued
highcr volumes, pmrlllcli\'it}' improvements. cost hased price inereases and rcgi()nu[ tax incentives
which combined to more than offset higher naterial- und vil-related costs and the unfavorable
impact of foreign currency. Gross margin increased in 2006 versus 2005, due primarilytosignificant-
lvimproved volumes. productivity impravements, cosl control initiatives and regional tux incentives
which combined 1o more than offset higher material- and ail-related costs and unfuvorable currency
exchange rates.

» Asiagross margindecreased sliphtly in 2007 as compared 10 2006. due 1o higher material- and
vil-related costs und inventory transition costs which were mitigated by productivity improvements.
improved product mixand higher volumes. Gross margin inereased in 2006 s compared 1o 2005. due
to productivity improvenients. improved product mis. and cost-hased price adjustiments which were
partiallv oflset by higher material-and oil-related costs.




Selling, General and Administrative [1n 2007. consolidated selling. general und administrative expens-
es.asa pereent of consolidated net sates, decreased as compared to 20006, primarily due to higher sales
volume. acquisition effivienctes und administriative cost reductions. In 2006, consolidated selling,
general and administrative expenses, as a pereent of consolidated net sales. increased us compared to
2005, The benetit from higher sales and acquisition efficiencies were more than oflset by increased
hrand investment, acquisition and integration costs and higher compensation expense,
Restructuring Restructuring inttiatives resulted in charges of $61 million, $53 million and $57 million in
2007. 2006, and 2005, respectively, rellecting ongoing efforts 1o optimize our global operating platform.
“T'hese amounts have been identified asa separate component of operating profit, excluding Maviag sev-
erance and exit costs associated with the acquisition. and primarily relate to costs inourred w restrue-
ture the coeking and refrigeration plutforms in Latin America. shift refrigeration eapacity to lower
cost regions in Europe and North America and reorganize the salaried worklorce throughou Europe,

interest and Sundry Income (Expense) [nterest and sundry inconie (expense) increased by $61 million
from expense of $2 million to expense of $63 million compared to 2006, The prior year results include
a 831 million gain on the sule of an investment while current vear expense includes a $17 million
increase in legal reserves as well as higher non-income based taxes. Interestand sundry income
{expense} for 2006 decreased by $63 million from expense o $65 million to expense of $2 million
compired (0 2005 Lower expense in 2006 was primarily due to the combination of a guin of
$31million that was realized 1o refleet the sale ofan investiment and a charge of $21million that was
recoghnized in 2005 to increase certain legal reserves,
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Interest Expense Interest expense in 2007 increased $1 million as compared 10 2006, For nine months
in 2006, we incurred higher debt levels associated with debtassumed and issued for the Maytag
acguisition which was offset by lower debt levels at lower interest rates during 2007, Interest expense
in 2006 increased $72 million as compared 10 2005, The increase primarily reflects delit service
associated with debt assumed and issued to acquire Mavtag,

Gain on Sale of Investment During 2007, we sold approximately 9 million shares. or 7%. ol Whirlpool
of India Limited and recorded a gain ofapproximately $7 million. This sale was exceuted to satisfva
change inthe Stock Exchange Board of India listing standards and regulations. Following the sale of
stock our ownership interest in Whirlpool ol Tndia Limited is 75%.

Income Taxes "I'he effective income tax rate was 14.3% in 2007, 20.4% in 2006 and 28.6%in 2005, T'lhe

rates and changesin rates result from a combination of certain discrete items recognized during the
vear, dispersian of globalincome rax creditavailability. and tax planning activities. A1 the end ol cach

FINANCIAL SUMMARY

interim periad, we make onr bestestimate of the elfective tax rate expected to he applicable lor the full
fiscal vear and the impact of discrete items. ifany. and adjust the quarterly rate. as necessary.

Earnings from Continuing Operations Farnings [rom continuing operations were $647 million in 2007
versus $486 million and $122 million in 2006 and 2003, respeetively, due o the factors deseribed above.

Discontinued Operations We clussificd the Hoover Hloor-care, Dixie-Nuarco vending svstems, ad Jade
commercial and residentiad businesses as discontinued operations during 2006, T'he decision to divest
these businesses allowed us tofocus on our core appliance business.

Net Earnings Net carnings were 8640 million in 2007 versus $433 million and $122 million in 2006
and 2005, respectively, due o the factors deseribed above, Earnings were impacted by 87 million and
$53 million in losses [rom discontinued operations for 2007 and 2006, respectively.
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FORWARD-LOOKING PERSPECTIVE

Weexpeet madest globalappliance industey growth during 2008 pritnarily due tocontinued weak-
nessesinthe US housing market and weaker economic canditions and consumer confidence in
Western Europe. We vontinue to expect strong emerging marketappliance industry growtl, Within
North America we expectindustry denand to decline 3-5% tor the vear, Industry appliance demand
in Europe is expected o be 1lan versus 2007 levels: Latin Amerien and Asiaare expectedio grow 3-8%
and 5-10% for the vear.respectively,

Prices for materials and sil-related costs are expected 1o increase byapprosimately $350 million in
2008, largely driven by inereases incomponent parts. base metals. such as copper.alnminum. zine
and nickel as wellas steel. We expect to oflset these higher costs with productivity improvements.
new product introductions, including e revitalization of Maytag branded products. previously
implemented cost-hased price adjustments and improved product mix.

Ourinnovation product pipeline continues to grow and drive higher average sales values. conswmer
and trade response toour new product offerings has heen positive.and we continue toaceelerate our
global branded consuemer products strategv of delivering refevant innosation to miarkets worldwidy,

FINANCIAL CONDITION AND LIQUIDITY

Our objective is tofinance vur business theougl the appropriate mix of long-termand short-term debt.
By diversifving the maturity sirueture. we avoid concentrations of debt, reducing liquidity risk. We
have varving needs for short-teren working capital Huancing as a result of the sature ol aur husiness,
The volume and timing of relrigeration and air conditioning production impacts our cash Hows and
consists ol inereased production in the first haltof the vear to meet increased demand in e summer
months. We finanee working capital fluctuations primarily throngh the commercial paper markets in
the U.S.and Enrope. which are supported by committed hank lines. und we anticipate that aceess Lo
these iarkets will continue to remain avaifable, Inaddition. outside the U.S.. short-term fimding is
also provided by bank borrowings on uncommitted lines. We have acceess to long-term funding in the
U.S. Europe and other public hond markets, We are in compliunce with the Gnancial covenants for all
periods presented.

On June 152004, the Board of Directors anthorized a share repurchase program under which we
may repurchase up 1o $300 million of outstunding common stock. We repurchased $363 million of
ontstanding common stock for the vear ended December 3122007, Approximately $97 million of the
authorization remains outstanding,

SOURCES AND USES OF CASH

Weexpect tomeet our cash needs for 2008 {rom cash flows from continuing operations, eashand
equivalents and financing areangements, Our cash and cquivalents were 8200 million at Decernber 31,
2007 as compared to $262 million at Decernber 31, 20006,

Cash Flows from Operating Activities of Continuing Operations Cush provided v cony inuing
operating activities in 2007 was $927 million. an inerease of $47 million compared tothe vear ended
December 312006, Cash provided by continuing operations for 2007 reflects higher carnings
primarily from our Latin America und Europe segments as compared to 2006, Cash provided by
continning operations also reflects cash consumed from increased inventories as a result of lower
thasanticipated demand in North America during the fourth quarter of 2007 as well as support for
higher sales volures in Latin Aneerica and product transitions in the US. The inereased inventory
halunces were more than offset vy improved trade receivable collections, improved accounts pavable
termsas wellus lower global taxes. Cash provided by continuing, operations was negativelv impacted
by increased spending assoctated with a Maviag dishwasher recall. Cash provided by continuing oper-
ating activities in 2006 was 3850 million. adecrease of $40million conpared to the vear ended
Becember 312005, Cash provided by operating activities benefited from higher curnings. primarily
within our Enropean and Latin American business segtents. Increased inventories. which include
higher lmmdry inventory to support plant closures and transition of the Mavtag laundry product to
Whirlpool Facilities. consumed additional casl during 2006 but was largelvotlset by improvements
inaccounts receivable collections and increases in accounts pavable.




Cash Flows from Investing Activities of Continuing Operations Cash used ininvest lng_, activities from
continuing operations was an outflow o833 million compared 1o an outilow of $1.2 billion last vear.
The decrease was primarily due to cash disbursed to acquire Maytag, net of cash acquired, of $§797
willion and the purchase of minority interest shares of a Brazil suhsl([mr_\ inthe anount ol'$53
million diring 2006. Mlsetting cash nsed in investing activities from conlinuing operations were
proceeds received from the sule of certain Mavtag discontinued businesses ol S100 million and $10
million for the vears ended Decembier 31, 2007 and 2006, respectively. Cash used ininvesting
activities from continuing operations inereased $764 million for the year ended December 312006
as compared to 2005, primarily due 1o cash disbursed to acquire Mavtag and increased capital spend-
ing to support the expansion of the operations in Mexico and the integration of Mayiag. Offsetting
cash flow used in investing activities front continuing operations in 2006 are proceeds received for
the sale ofcertain Mavtag discontinued businesses,

The goal ofour global eperating platforn is to enhance our competitive position in the plobal
home appliance industry by reducing costs, driving productivity and quality iinprovements. and
accelerating our rate of innovation. We plan to continue our comprehensive worldwide effort o
optimize our regional manulacturing facilities. supply base. product platforis and technology
resourses o hetter support our glul)al pruducls. brands and customers. We intend to make additional
investments o improve our competitiveness in fiscal 2008, Cupital spending is expected to be
between s600 million and $625 million in 2008 in support of our investment in innovative praduct
technologices and our global operating platform initiatives.

Cash Flows from Financing Activities of Continuing Operations Cash used in financing activities
from continuing operations was an outflow of $696 million in the vear ended December 31,2007
compared toan inflow of $29 million for the vear ended December 31.2006. Net repayvments of’
short-terny borrowings were $2:43 million for the vear ended December 31,2007 compared o
horrowings of $381 million in the prior year. The prior vear reflects short-tern debt issued to pay
our maturing $30nillion Eurobond principal. Prior vear results also refleet proceeds of long-term
debtwhich replaced commercial paper borrowings mmallv issued to finance the acquisition of
Mavtap. Repavments of long-term debt reflect the maturity of Whirlpool and Mayitag debi. During
th('\v.lr( nded December 312007 we also repurchased stock totaling $368 million, paid d]\’ldulds
to common stockholders totaling $134 million and received proceeds from the issuance of common
stock related to oplion exercises of $68 million. Cash used in financing activities from continuing
operations in 2006 was an inflow of $2¢ million compared to an outflow of $170¢ million in 2003,
The increase in cash is primnarily due to proceeds received Irom long term debit associated with the
acquisition of Mavtag that was not completely repaid by vear end. These increases were partially
oftset by lower conmumon stock issuances in 2006 as compared 10 2005,

MARKET RISK
We havein place an Enterprise Risk Management process that involves svstematic risk identilication
and mitigation covering the categories of Enterprise, Strategic. Financial. Operation and Compliance
and Reporting risk. The Enterprise Risk Management process receives Bourd of Directorsand
Management oversight. drives risk mitigstion decision-making and is fullv integrated inte our
internal andit planning and exceution eyele.

Weare exposed to market risk from changes in foreign curreney exchange rates. domestic and

foreign interest rutes. and commaodity prices, which can affect our operating resultsand overall {inan-

cial condition. We manage exposure to these risks through our operating and financing activities and.
when deemed appropriate. through the use of derivative financial instriments. Derivative financial
instruments are viewed as risk management tools and are not used lor speculation or for trading
purposes, Derivative financial instrumentsare contracted with a diversified gronpof primarily
investnient grade counterparties to reduce exposure 1o nonperformance on such instruments.
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Weuse toreign curreney forward contracts. currency oplions and curreney swaps to hedge the
price risk associated with firmly comuitted and forecasted eross-border payments and receipls
related to ongeing business and operational financing activities. Foreign curreney contracts are
sensitive tochanges in foreign currency exchange rates. At December 31,2007, a [0% unfavorable
exchange rite movement incach currencey inour portfolio offoreign currencey contracts would have
resulted inan incremental nnrealized loss of approximately $80 million. while a 10% favorable shift
would have resulted it an ineremental unrealized gain ofupproximately $85 million. Consistent with
the use olthese contracts to neutralize the effect ofexchange rate Muctuations. such unrealized losses
or gains would be offset by corresponding gains or losses. respectivel v, in the resmeasurement of the
underlving exposures.

Weenter into commodity swap contracts to hedge the price risk associated with firmly cornmitted
and forecasted commodities purchases that e not fixed direct Iv through sapplveontracts. Asof
December 312007, 2 10% Eivorable or unlavorable shift in commodity prives would have resulted in
an incremental $29 million gainora $25 million loss related 1o these contracts,

Wentilize interest rate swaps to hedge our interest rate risk. Ax of December 31 2007,  10% shifi in
interest rutes would have resulted inan ineremental SLO million gain or loss related to these contracts.

PERFORMANCE GRAPH
T'he graph below depicts the vearly dollur Gud prereentagel change in the cumulative toral stockhold-
erreturnon our comtnen stock with the comulative total return of Standurd & Poor's (S&1%)

< : RO . ol . .
- Composite 500 Stock Index and the cinalative total return of the S&P Household Appliance Group
Y Index for the vears 2003 thraugh 2007.° The graph assumes $100 was invested on December 31,2002,
N in Whirlpool vonmon stock, the S&P 300 und the S&P Household A ppliance Group.
o
<
= INDEXED RETURNS
g Company / Inglex Base Perioo  Vears Ending
" Dec02 Dec03 Deco4 DecO5 Decb6 DecO7
; Whirlpool Corporation 100 142.31 138.14 172.45 174.35 174.62
o S&P Composite 500 Stock Index 100 128.68 142,69 149.70 173.34 182.86
z S&P Household Appliance
; Group Index 100 120.09 148.39 157.98 163.61 158.87
v $200
m———
$to0
$0 ) T J 1 ' J
2002 2003 2004 2005 2008 2007
H Whirlpoel Corparation L. S&P 500 Index O S&P 500 Household Appliances

' Cumulative total return s measured by dividing. {1y the sum of {a) the cumulative amount of the dandends for the reasurement
period, assuming dradend remvastment, and (b) the difference between share price at the end and the beginming of the
measurement penod by (2) the share price at the beginming of the measurement period.
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CONSOLIDATED STATEMENTS OF INCOME

{Millions of dollars, except per share data)

Year Ended December 31 2007 2006 2005
Net sales $19,408 $18.080 $ 14,317
EXPENSES
Cost of products sold 16,517 15,420 12123
Selling, general and administrative
texclusive of intangible amortization) 1,736 1752 1,343
Intangible amortization k1] 30 2
Restructuring costs 61 55 57
Operating profit 1,063 823 792
OTHER INCOME (EXPENSE)
Interest and sundry income (expense) (63) (2 (65)
Interest expense (203} (202) {130)
Gain on sale of investment 7 — -
Earnings from continuing operations

before income taxes and other items 804 6192 597
Income taxes nz 126 171
Earnings from continuing operations

before equity earnings and minority interests 687 433 426
Equity in (loss) income of affiliated companies s) 1 1
Minority interests (22) (8) (53
Earnings from continuing operations 647 486 422
Loss from discontinued operations,

net of tax of $3 million and $26 million for

the years ended December 31, 2007 and 2006 (¢)) (53) —
Net earnings available to common stockholders $ 640 $ 433 $ 422
PER SHARE CF COMMON STOCK
Basic earnings from continuing operations $ 8.24 $ 647 $ 630
Discontinued operations, net of tax {0.09) 07D -
Basic net earnings $ 815 $ 576 6.30
Diluted earnings from continuing operations $ 8.0 $ 635 619
Discontinued operations, net of tax (0.09) (0.68) -
Diluted net earnings $ 8.01 $ 567 § 619
Dividends $ 172 $ 172 172
WEIGHFED—~AVERAGE SHARES QOUTSTANDING (IN MILLIONS)
Basic 78.5 751 671
Diluted 79.9 76.5 68.3
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CONSOLIDATED BALANCE SHEETS

(Millions o gollars)

Decemba:r 31 2007 20006
ASSETS
CURRENT ASSETS
Cash and equivalents $ 201 S 262
Accounts receivable, net of allowance for uncollectible accounts

of $83 and $84 at December 31, 2007 and 2008, respectively 2,604 2676
Inventories 2,665 2,348
Prepaid expenses 89 G5
Deferred income taxes 324 372
Other current assets 672 524
Assets of discontinued operations - 240
TOTAL CURRENT ASSETS 6,555 6,517
OTHER ASSETS
Goodwill, net 1,760 1663
Other intangibles, net of accumulated amortization

of $64 and $33 at December 31, 2007 and 2008, respectively 1,854 1.871
Other assets 628 551
TOTAL OTHER ASSETS 4,242 4,085
PROPERTY, PLANT AND EQUIPMENT
Land 84 94
Buildings 1,226 1174
Machinery and equipment 7,861 71896
Accumulated depreciation (5,959) (5,297)
Total property, plant and equipment 3,212 3157
TOTAL ASSETS $14,009 $ 13.759
LIABILITIES AND STOCKHOLDERS' EQUITY
CURRENT LIABILITIES
Accounts payable $ 3,260 $ 2945
Accrued expenses 633 698
Accrued advertising and promotions 497 550
Employee compensation 444 420
Notes payvable 298 521
Current maturities of long—term debt 127 17
Other current liabilities 634 771
Liabilities of discontinued operations - 121
TOTAL CURRENT LIABILITIES 5,893 6,043
NONCURRENT LIABILITIES
Long—term debt 1,668 1,798
Postretirement benefits 1,061 1.207
Pension benefits 725 838
Other liabilities 682 542
TOTAL NONCURRENT LIABILITIES 4,136 4,385
Commitments and contingencies
Minority interests 69 48
STOCKHOLDERS' EQUITY
Common stock, $1 par value, 250 million shares authorized,

103 million and 102 million shares issued at December 31, 2007

and 2006, respectively, 76 million and 78 million shares outstanding

at December 31, 2007 and 2006, respectively. 103 102
Additional paid-in capital 1,993 1.869
Retained earnings 3,703 3.205
Accumulated other comprehensive loss (270) (643
Treasury stock — 27 million shares and 24 million shares

at December 31, 2007 and 2006, respectively. (1,618) (1.250)
TOTAL STOCKHOLDERS' EQUITY 3,91 3283
TOTAL LIABILITIES AND STOCKHOLDERS' EQUITY $14,009 $ 13.759




CONSOLIDATED STATEMENTS OF CASH FLOWS

{Milions of dollars}

Year ended December 31 2007 2006 2005
OPERATING ACTIVITIES OF CONTINUING OPERATIONS
Net earnings 640 433 422
Loss from discontinued operations 7 53 -
Earnings from continuing operations 647 486 422
Adjustments to reconcile earnings

from continuing operations to cash provided by

operating activities from continuing operations:
Equity in losses of affiliated companies, less dividends received 18 5 z
Gain on disposition of assets (65) (& (39
Gain on sale of investment (7 - —
Gain on disposition of businesses - (32) (9}
Depreciation and amortization 593 550 4472
Changes in assets and liabilities, net of business acquisitions:

Trade receivables 181 50 (173}

Inventories {194) Mg) 37

Accounts payable 105 44 87

Restructuring charges, net of cash paid (82) ¢=10)] 8

Taxes deferred and payable, net 10 (154) (105)

Accrued pension (70) 53 47

Employee compensation (24) 25 79

Other {185) 55 36
Cash Provided By Continuing Operating Activities 927 880 884
INVESTING ACTIVITIES CF CONTINUING OPERATIONS
Capital expenditures (536) (576) (494)
Proceeds from sale of assets 130 86 93
Proceeds from sale of businesses - 26 48
Proceeds from sale of Maytag adjacent businesses 100 10 —
Purchase of minority interest shares - (53) —
Acquisitions of businesses, net of cash acquired - (797) 77
Other (25) — -
Cash Used In Investing Activities of Continuing Operations (331 (1194 (4300
FINANCING ACTIVITIES OF CONTINUING OPERATIONS
Net (repayments) proceeds of short—term borrowings (243) 281 1243
Proceeds from borrowings of long—term debt 3 757 —
Repayments of long—term debt 7 (1.046) (7)
Dividends paid (134) (130) me)
Purchase of treasury stock (368) — (34)
Common stock issued 68 54 102
Other (5) 13 =]
Cash (Used In) Provided By Financing Activities

of Continuing Operations (696) 29 (700
Cash Provided By (Used In) Discontinued Operations

Operating Activities 6 8 —

Investing Activities - (3) —
Cash Provided By Discontinued Operations 6 5 -
Effect of Exchange Rate Changes on Cash and Equivalents 33 18 (3
(Decrease) Increase in Cash and Equivalents (61) (262) 281
Cash and Equivalents at Beginning of Year 262 524 243
Cash and Equivalents at End of Year 20 262 524
SUPPLEMENTAL DISCLOSURE OF CASH FLOW INFORMATION
Cash paid for interest 204 225 137
Cash paid for taxes I9 173 276
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REPORT BY MANAGEMENT ON THE CONSOLIDATED FINANCIAL STATEMENTS
The management of Whirlpoal Corporation has prepared theaccompanving linaneial statements.
The financial statements have been audited by Ernat & Young LLI, an independent registered public
accounting firm. whose report. hased upon thetr audits, expresses the opinion that these financial
staterents present fairly the consolidated tinancial position, statements of income and cash {lows of
Whirlpooland its subsidiaries in sccordance with aceount ing principles generallvaceeped inthe
United States. Their audits are conducted in conformity with the anditing standurds of the Public
C()lllp;tll}':\L:t'uunling Oversight Board (United States).

The financial statements were prepared from the Company’s aceounting records. books und
accounts which. in reasonable detail, accuratelv and fairly reflect all nmaterial transactions. T he
Company maintains a svstemof internal controls designed Lo provide reasonubile assurance that the
Company’s hooks and records. and the Cornpany’s assets are maintained and accounted for. in aceor-
dance wirh management’s anthorizations. I 'he Company s accounting records. palicies and interial
controlsare regularly reviewed by aninternal audit stalf,

The audit commitiee of the Board of Directors of the Company is composed of five independent
directors who.in the opinion of the board, nicet the relevant financial experience, litericy. and expertise
requirements. The audit committee provides independent and objective oversight ofthe Company's
accounting functions and internal controls and monitors (1) the object ivity of the Company's financial
statements. (2)ihe Company's compliance with legal und regulatory requirements, (3} the independent
registered public accounting firny's qualificationsy and independence, and (4)the performanee of the
Company’sinternal audit funetion and independent registered publicaccounting firnw In performing
these functions, the conumitice has the responsibility 1o review and discuss the annual audited fnaneial
statements and quarterly financial statements and related reports with management and the independent
regisiered publicaccounting firm, including the Companv's disclosures under “Munagement's
Discussion and Analvsis of Finuncial Condition and Results of Operations.” to monitor the adequacy
of financial disclosure. The conmittee also has the responsibility to retain and terminate the Company’s
independent registered public aceounting firm and exercise the committee's sole authority toreview
andapprove allaudit engagement fees and terms and pre-approve the nature. extent. and cost ofal]
non-audit services provided by the independent registered public accounting firn

= e oz,

Rov W. Templin
Excentive Vice President and Chief Finaneial Officer
February 22,2008




MANAGEMENT’'S REPORT ON INTERNAL CONTROL
OVER FINANCIAL REPORTING

The management of Whirlpool Corporation is responsible tor establishing and maintaining adequate
internal control over financial reporting as defined in Rules 3a - 15(Dand 154 - 15(D under the Securities
Exchange Act of 1934, Whirlpool's internal control system is designed to provide reasonable ussurance
to Whirlpool's management and bourd of directors regarding the reliability of financial reporting and
the preparation and fair presentation of published financial statements.

Allinternal control systems, no matter how well designed. huve inherent limitations. Therefore,
even those systems determined to be effective can provide only reasonable assurance with respect 10
financial statement preparation and presentation.

The management of Whirlpool assessed the eftectiveness of Whirlpool's internal control over
financial reporting us of December 31, 2007. In making this assessment. it used the criteriaset forth by
the Comumittee of Sponsoring Organizations of the Treadway Comunission (CQSO) in Internal
Control - Integrated Framework. Based on our assessment and those criteria, management believes
thal Whirlpool maintained cffective internal control over financial reporting as of December 31, 2007,

Whirlpeol's independent registered public accounting firm has issued an audit report on its
assessinent of Whirlpool's internal control over [inancial reporting, This report appears on puge 121

W%.m

JefTM. Fettig
Chairman of the Board and Chief Executive Officer
February 22, 2008

/Zw Zo

Rov W.Templin
Executive Vice President and Chief Financial Officer
February 22, 2008
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REPORT OF INDEPENDENT REGISTERED PUBLIC ACCOUNTING FIRM ON
CONSOLIDATED FINANCIAL STATEMENTS

THE STOCKHOLDERS AND BOARD OF DIRECTORS

WHIRLPOOL CORPORATION

BENTON HARBOR, MICHIGAN

We buveaudited. inaceordance with the standards of the Public Company Accounting Oversight
Board {United States), the consolidated hulunce sllt‘t[},(}['“"llil‘]pu()] Corporationas ol December 31, 2007
and 2006, and the related consoliduted statements of inconie. changesin stockholders” equity and
cash flows [or each of the three vearsinthe period ended December 312007 (not presented sepurately
Liercin)and in our report dated February 22, 2008, we expressed an unqualilicd opinion on those
consolidated financial statements. Inour apinion. the information set forth in the accompanying
financial statements (presented on pages 115 through 1177 s fairly stated. in all material respects from
whichit has been derived.

Wealso have audited. in aecordance with the standurds of the Public Company Avcounting
Oversight Board (United States), Whirlpool Corporation’sinternal control ever financial reporting as
of December 312007 hased on criteria established in Internal Conrol — Intcgrated Framework issued
by the Committee of Sponsoring Orgunizations ol the 'l readway Commission and our report dated
February 22,2008 expressed an unqualified opinien thercon.

Ganet + LLP

Chicago Tllinois
February 22,2008
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REPORT OF INDEPENDENT REGISTERED PUBLIC ACCOUNTING FIRM ON
INTERNAL CONTROL OVER FINANCIAL REPORTING

THE STOCKHOLDERS AND BOARD OF DIRECTORS

WHIRLPOOL CORPORATION

BENTON HARBOR, MICHIGAN

We have audited Whirlpool Corporation’sinternal control over financial reperting as of December 31
20037, hased on criteria established in Internal Control-Integrated Framework issued by the
Conmniittee of Sponsering Organizations of the Treadway Cominission (the COSO criteria).
Whirlpeol Corperation’s management is respensible for maintaining effective internal control over

|
financial reporting, and for its assessment of the elfectiveness of internal control over financial o ‘
reporting included in Management's Report on Internal Control Over Financial Reporting. Our o |
responsibility is te express an opinion on the company s internal control over financial reporting i
hased on our audit, z 1
i We conducted our audit in sccordance with the standards of the Public Company Accounting " |
Oversight Board {United States). Those standards require that we plan and perform the audit to L
obtain reasonable assurance shout whether elfective internal control over financial reporting was z
maintained in all material respects, Our andit included obtaining an understanding of internal con- z [
trol over financial reporting. assessing the risk that a material weakness exists, testing and evaluating p |
the design and operating effectiveness of internal control based on the assessed risk, and performing g [
such other procedures as we considered necessary in the cirenmstances. We believe that our audit < |
provides a reasonable hasis for our opinion. et |
A company's internal control over finaneial reporting is a process designed to provide reasonable a !
assurance regarding the reliability of financial reporting and the preparation of financial statements 2 |
[or external purposes in aecordance with generally accepied accounting principles. A company’s a '
internal control over financial reporting includes those policies and procedures that (1) pertain to the o I
nuintenance of records that, in reasonable detail, accurately and fuirly reflect the transactions and o i
dispositions of the assets of the company; (2) provide reasonable assurance that transactions are il
recorded as necessary to permit preparation of financiul statements in accordance with generally a I
accepted secounting principles, and that receipts and expendivares of Lhe company are heing made 'n_‘ J
only inaccordance with authorizations of nunagement and directors of the company: and (3) provide z 1
reasonable assurance regarding prevention or timelv detection of unauthorized acquisition. use, or o i
disposition ol the company’s asscts that could have a material effect on the financial statements, 2 i
Because of its inherent limirations, internal contrel over financial reporting may not prevent or a J
detect misstatements. Also, projections of any evaluation of elfectiveness 1o future periods are subject o ‘
tothe risk that controls may become inadequate because of changes in conditions. or that the degree z i
of compliance with the policies or procedures may deteriorate. o
In our opinion, Whirlpool Corporation maintained, inall material respects. effective internal 0 ‘
control over financial reporting as of December 31, 2007, hased on the COSO criteria. x |
Wealso haveandited. in accordance with the standards of the Public Company Accounting S !
Oversight Board (United States}, the consolidated balance sheets of Whirlpael Corporation as pol

of December 31, 2007 and 2006, und the related consolidated statements ofincome, changes in |
stockholders’ equity. und cush flows for each of the three years in the period ended December 31, |
2007 of Whirlpool Corporation and our report dated February 22, 2008 expressed an unqualified ‘
opinion thercon. ‘

¥ LLP

Chicago. [linois
February 22,2008
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FIME-YEAR SELECTED FINANCIAL DATA

FIVE-YEAR SELECTED FINANCIAL DATA

(Millions of dollars excent shars and emplaves data) 2007 2006 2005 2004 2003
CONSOLICATED OPERATIONS
Net sales $19,408 % 18.080 $ 14,317 % 13.220 $ 12176
Operating profit 1,063 823 792 758 830
Earnings from continuing operations

before income taxes and other items 804 619 597 616 652
Earnings from continuing operations 647 486 422 4006 414
Loss from discontinued operations (7) (53) — - -
Net earnings available to

common stockholders 640 433 422 406 414
Net capital expenditures 536 576 494 50 423
Depreciation 562 520 440 443 423
Dividends 134 150 ne 16 94
CONSOLIDATED FINANCIAL POSITION
Current assets $ 6,555 $ 6517 3 4,763 $ 4514 $ 3.865
Current liabilities 5,893 65,043 4,354 3,985 3,589
Working capital 662 474 409 529 276
Property, plant and equipment-net 3,212 3157 2.51 2.583 2.456
Total assets 14,009 13759 8,301 8181 7.361
Long-term debt 1,668 1798 745 1060 1134
Stockholders’ equity 391 3.283 1,745 1606 1,301
PER SHARE DATA
Basic earnings from continuing operations

before accounting change $ 824 $ 647 % 630 $ 602 3 603
Diluted eamings from continuing operations

before accounting change 8.10 65.35 519 590 591
Diluted net earnings B.0O1 5.67 6.19 5.90 5.9
Dividends 1.72 .72 172 1.72 1.36
Book value 48.96 4293 25.54 23.31 18.56
Closing Stock Price—NYSE 81.63 83.02 83.76 69.21 72.65
KEY RATIOS
Operating profit margin 5.5% 4.6% 5.5% 57% 6.8%
Pre-tax margin © 4.1% 34% 4.2% 27% 54%
Net margin 3.3% 2.7% 29% 3 1% 3.4%
Return on average stockhoiders® equity * 18.1% 15.7% 24 6% 30.3% 42.9%
Return on average total assets ™ 4.6% 59% 51% 52% 59%
Current assets to current liabilities 1.1 11 13 11 11
Total debt-appliance business

as a percent of invested capital ™ 34.5% a1.2% 40.4% 457% 50.9%
Price earnings ratio 10.2 14.6 135 n7 12.3
Interest coverage @ 4.7 3.8 56 58 5.7
OTHER DATA
Number of common shares outstanding

(in thousands):

Average—on a diluted basis 79,880 76,471 68272 68,902 70,082

Year-end 75,835 78.484 67.880 66,604 68.931
Number of stockholders (year-end) 15,0M 15,31 7442 7826 8178
Number of employees (year-end) 73,682 75,416 65,682 68125 68,407
Total return to shareholders

(five year annualized) ® 1.8% 4.9% 14.5% 37% B.1%

‘_ sesiruclueing charges ware 361 mihonin 2007, $55 mulhon in 2004, $57 milban in 2005, $15 milho: i 2004 ang £3 methon in 2003
" Our 2armings irom ContinNunNg 00eratlions ¢ lite Cartain disnosilions aclacent Lo the Mayiag acauisiiion
T Earaings trom continuing operations vetore income taves and othanitems. as a nercent of sales

v Earnings trom continuing opprations, as a percent of sales

" Net earnings (oss), diiddiod Ly averagoe slockholders” souity.

" Net earings (10ss), dividud by average Lotal assets.,

 Dent awiaea by aebt, stock balders’ pauity and minority iniarasts

® Ratoot 2armngs Selore interast and INCome (& e pense Lo Interest . oense

* Siock anoreciation olus renvested divicdiends




SHAREHOLDER AND OTHER INFORMATION

Whitpool Corporation’s Annual
Reporton Form 10-K, s cassetie lape
recording of the Annual Keport to
Sharcholdersand other financial
information, is available free of
charge to sharcholders of record.

The Financial Sumnmary
contained in this Annuad Report
should be read 1ogether with the
Cnmpany‘s Consolidated Financial
Statements and related notes.

and the "Management’s Discussion
and Analysis.” This information
appears i the Finaneial
Supplement tothe Company's
Proxy Statement and in the
Financial Supplement to the

2007 Annual Report on Form M0-K.
hoth of which are available
through the Internet at
www.whirtpoolcorp.eoen.

This Annual Repert contains
forward-looking statements. These
statements are based on current
cxpectations and assumptions that
are subject to risks and
uncertainties. Actual results

could differ materially becanse of
the Factors discussed in the "Risk
Factors” section of the Form 10-K.

Cmn]luny earnings releases for
each quarter - tvpicallvissued in
April, July. October and February -
can he obtained by contacting:
Greg TFritz

Director, Investor Relalions
Whirlpool Corporation

2000 N.M-63. Mail Drop 2300
Benton Harbor, MI49022-2692
Telephone: 269-923-2641

Fux: 269-923-3525

E-mail:
investor_relations@whirlpool.com

Certifications

The most recent certifications by
the Comipany’s Chief Executive
Officer and Chief Financial Officer
pursuant to Section 302 of the
Surbanes-Oxley Actof 2002 are
filed us exhibits to the Company's
Annual Reporton Formn 10-K.

The Chiel Executive Ofticer’s most
recent certification to the New
York Stock Exchange pursuant to
Section 303A.12{a) ol the NYSE's
Listed Company Manual was
submitted May 16,2007,

Stock Exchanges

Common stock of Whirlpool
Corparation {exchange svimbol:
WIR)is listed on the New York
and Chicago stock exchanges.

Annual Meeting

Whirlpool Corporation’s next
annual meeting is scheduled for
April 15,2008, at 8:00 a.m. (Central
Time). at 120 East Delaware Place,
8th Floor, Chicago, IL.

Transfer Agent,
Shareholder Records,
Dividend Disbursements
and Corporate Secretary
For information about or assislance
with individual stock records.
transactions, dividead checks or
stock certificates, contact:

Computershare Prust Company,
N.A. Sharcholder Services

P.O. Box 13069

Providence. R102940-3069
Telephone: 877-153-1504

Outside the United States:
781-575-2879

TDD/TTY for hearing impaired:
201-222-4955

\V\V\\',(.‘U[]l[) wlershare.com

Foradditional information. comact:
Robert]. LaForest

Assistant Secretary

Whirlpool Corporation

2000 N. M-63. Mail Drop 2200
Benton Harbor, M149022-2692
Telephone: 269-923-5355

E-muail:
rabertlatorestewhiripool.coin

Direct Stock Purchase Plan
Asaparticipant in the

DirectSERVICE Investruent and
Stock Purchase Program, vou can

be the direct owner of vour shares of°

Whirlpool Common Stock.
Non-shareholders may purchase
their initial shares through the plan
for a minimum of $250. or through
automatic bank account debits of
$50 for five nonths. Participants
may make cash contributions of up
10$250.000 annually, invested daily,
with or without reinvesting their
dividends, and can sell part ofthe
shares heldin the program without
exiting the plan. There are modest
transaction processing fees and
brokerage commissions for
purchases, sales and dividend
reinvestient.

For details, centact Computershare
or visit its Direet Stock Purchase
Plan Web site tg enroll,
Stock-Split and

Dividend History

March [952: 2-for-1stock
exchange

December 1954: 100% s1ock
dividend

May 1965: 2-for-1

May 1972: 3-for-1

December1986:  2-for-1

Example: 100 shares of Whirlpaol
Cormmnon Stock purchased in
February1952 cqualed 4,800
sharesin January 2008,

For each quarter during 2006 and
2007, Whirlpool paid adividend of
$0.43 per share,

Common Stock Market Price

High Low  Close
4Q2007 $9489 37215 $ 8163
3Q2007 311679 $7210 $ 8910
22007 S$H8.00 $8417 §$ 1120
1Q2007 $9677 $8321 § 849
40Q2006  $90.68 $80.80 § 83.02
3Q2006 $8%.64 § 7407 § 8411
20Q2006 $9412 §7812 § 8265

1Q2006  $96.00 §79.75 § 9147

AsofFebruary 15,2008, the
nummber of holders of record of
the common stock of Whirlpool
waus 14,899,

Trademarks

aflresh, Amana, Aquarela, Architeet.
Bauknecht, Brastemp, Bravas,
Centennial, centralpark. Club,
Consul, Duel, Eggo. Epic. Flex. For
The Love Of Cooking, For The Way
It's Made, Gladiator, Jenn-Air. JOT,
KitchenAid. Laundry1-2-3, Maré,
Maytag. PowerScour, ProTouch,
Purafresh, Pure, Retre, Scents. Shape
of the stund mixer, Steamoption.
Superkco, Touch, VersaTop and
Whirlpool are trademarks off
Whirlpool Corporation or its wholly
or ajority-owned affiliates.

Cook for The Cure, ENERGY
STAR.[FORTUNE, Habitat for
Hunanity, iPod, OxiClean.
Smartway Transport and Susan G.
Komen for The Cure are owned by
their respective comparnies.

#2008 Whirlpool Corporation.
All rights reserved.
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BDARD OF DIRECTORS / EXECUTIVE COMMITTEE

Board of Directors
Flermun Cain(3.4)
ChielExecutive Officer and

President. THE New Voice, Inc.

Gary T DiCamillotL.3)
P'resident and
Chiellxeeutive Officer,
GWI International

Jett M. Featig

Chatrman ol the Board and
ChielExecutive Offleer

Whirlpool Corporation

Kathleen | Hempel (2.3)
Former Vice Chuirman and
Chief Financial Ofticer.
Fort Floward Corporation
Michuel F. Johnstan{2.1)
Chairman of the Beoard und
Chiel Exceutive {fcer,

Visteon Corporation

Executive Committee
Jett M, Feuig

Chairnan of the Board and
Chicl Executive Officer
David AL Binkley

Senior Vice President,

Clobal Humian Resourees

Mare Bitwer

Executive Viee President and

Prosident, Whirlpool Evrape

Williao I Kere{l -1}
Chiairnuan ol the Board,

Meredith Corporation

Arnold G Langbotl. )
FFormer Charman of the Board and
ChiclTxeeutive Officer.

Kellogg Compuny
Miles Lo Marsh(L -1

Former Chatrman of the Board and
Chicl Exceutive Ofileer.

Fort Jumes Corporation
Paal G Sternd 2,40

Partner. Arlington Capital
Partners. L.LLE and Thaver
Capital Partners. LLP. and

Chairman. Claris Capital Partners

Mark E.Brown
Senior Viee President,

Gilobal Stralegic Sourcing

Danicl K. Hopp
Senior Vice President,
General Counseland

Seeretury
Panlo .M. Perignito
President.

Whirlpool International

Janice D Stonev (2.5

Former Exceutive Viee President,
DS WEST

Communicativns Group. [ne.

Michael AL Todman
President.

Whirlpoul North Anterica,
Whirlpool Corperation

Michael D, White (1,1
Chiellixeentive Officer,
PepsiCo lnternational and
Viee Chajrmin.

PepsiCo, [ne,

i1 AnditCommniittee

(21 Coarporate Governaneand
Nominating Cortnittee

) Finanee Commitiee

LI g Resourees Committee

Roy W. Temiplin

Executive Vice President and
Chict Finuncial Olficer
Michael . Thieneman
Executive Viee Presidentand
Chicel Teelmology Officer
Michuel A. Todman
President,

Whirlpool North America
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