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We Make Everyday Life Better

Every Day

Founded 1913 The Glorox Company is leading manufacturer and marketer of consumer

products with fiscal year 2009 revenues of $5.5 billion Clorox markets some of consumers

most trusted and recognized brand names including its namesake bleach and cleaning

products Green Works homecare products Armor All and STF auto-care products

Fresh Step and Scoop Away cat litters Kingsford and Match Light charcoals Hidden Valley

and KG Masterpiece dressings and sauces Brita water-filtration systems Glad bags wraps

and containers and Burts Bees natural personal care products With about 8300 employees

worldwide the company manufactures products in more than two dozen countries and markets

them in more than 100 countries Glorox trades on the New York Stock Exchange under the

symbol CLX
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Chairman and Chief Executive Officer
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ea We grew sales returned to margin expansion for the fiscal year grew

earnings and economic profit and maintained investment in the long term health of our brands in an

extremely tough economic climate All in all we re pleased with our performance

We grew sales percent to $5 billion on top of strong percent sales growth in fiscal 2008

Excluding percent negative impact from unfavorable foreign exchange rates sales would have

grown percent This was our eighth consecutive year of topline growth at or above our annual

target of percent to percent sales growth

We generated cost savings of $1 18 million in cost of goods sold well ahead of our annual targeted

range of $90 million to $100 million Our cost savings more than offset an increase of $110 million

in commodity and energy related costs in the fiscal year

We achieved $3 81 diluted earnings per share an increase of 18 percent over fiscal 2008 This is

significant accomplishment in any economic environment

Our financial condition remains strong with net cash provided by operations of $738 million which

enabled us to pay down debt and increase our quarterly dividend by percent Were proud of

our long track record of returning cash to our shareholders Total annual dividends paid to Clorox

shareholders have increased each yea since 1977 and over the past two years weve increased

our dividend by 25 percent

See Foiward-Looking Statements on page 32
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Economic profit is the measure we believe most closely aligns with creating value and generating

returns for our shareholders Overall we generated $376 million in economic profit up from $363 mu

lion in fiscal 2008 despite the impact of commodity cost increases and negative foreign currencies

We ss The strategy is made up of four

key areas Be high-performance organization of enthusiastic owners win with superior capabilities

in the areas of Desire Decide and Delight the 3Ds accelerate growth in and beyond the core

and relentlessly drive out waste See pages 20 for examples of how were bringing these strategic

choices to life

Since introducing the Centennial Strategy two years ago we have articulated our mission and

established our true north objective to deliver double digit annual economic profit We made important

decisions about where to compete such as entering the natural personal care and natural cleaning

products categories Weve stayed focused on delivering significant cost savings We ramped up our

focus on winning in our categories by driving demand creation and building consumer loyalty And were

streamlining our operating model how were structured and the way we coordinate work across the

company to be more effective and efficient

be ewe ha ace Since fiscal 2008 and continuing

through our companys 100-year anniversary in 2013 were focusing on three key areas The first is

to deliver further growth through an ongoing focus on the consumer megatrends of health and

fl

wellness sustainability ethnicity and affordability with an emphasis on reinforcing the value of our

products to consumers We will continue to invest heavily in brands that are on trend and have

strong tailwinds behind them such as the Brita Green Works Kingsfordc and Hidden Valley0

______________________ brands Were also continuing to work closely with our retail partners to provide services they value

to drive consumer benefits and build our categories And with 88 percent of our brands holding No

or No market share positions we believe we re well-positioned as retailers seek to simplify their

product assortments across our categories

ercent of ot Compa No es by egment

Cleaning

Lifestyle

Household

International

0/

Economi pro it provides additional perspective to investors about financial returns generated by the business and represents

profit generated over and above the estimated cost of capital used by the business to generate that profit See raconcilia ion of

economic profit in Exhibit gg of the companys Annual Report on Form 10-K for the fiscal
yeai

ended June 30 2009
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Cumulative Total Sharehoder Return

40%

June 30 2004 through June 30
300/

2009 assumes reinvestment of

quarterly dividends 20% Clorox 17%
Peer companies An average of

18 consumer packaged goods
10% Peers 12%

companies used for financial 0%

benchmarking purposes
-10% SP 500 -11%

2004 2005 2006 2007 2008 2009

Our socond focus area is to build market share through innovation and value management

We plan to increase our brand-building investment and will continue targeting at least percentage

points of annual incremental sales growth from innovation In particular were prioritizing product

improvements on key growth brands We expect many of these improvements to generate substantial

consumer benefits with little added cost and in some cases cost savings

The third area of focus is to drive margin expansion with three key actions continue to implement

our operating model build on our robust cost.-savings program and continue to improve our product

mix with higher-margin brands

We continue to focus on creating shareholder value As the chart above shows Clorox stock

/0 has delivered 17 percent increase in total shareholder return over the past five years In 2009 our

total shareholder return increased 11 percent ranking us second among our financial peer group of

Total shareholder return io consumer packaged goods companies We remain committed to making the right decisions to

increase in fiscal 2009
create shareholder value over time Our cash flow is strong allowing us to support dividend growth

while continuing to pay down debt We are taking disciplined approach to capital spending and

using our assessment of economic profit potential to allocate resources

Our brands are well aligned with consumer and retailer trends We believe our recent margin

improvements can be sustained and our business model and strategy position us strongly in any

economic environment Our true north is still our true north and were moving in the right direction

On behalf of our 8300 employees around the world thank you for continuing to place your trust in

our company

Sincerely

Donald Knauss

Chairman and Chief Executive Officer

Sept 2009

THE CLOROX COMPANY 2009 ANNUAL REPORT



ONALD NAUSS

Al MAN AND EX IVE-

fri todays dynamic economic environment investor are care ully scrutinizing comp nie to nd the

ones they can rust provid consist ntly trong financi performance nd shareholder re urns

Don Knauss share insgh into Clorox an nv ment choice

ud tors II highlight four key reasons First we have strong portfolio of brands aligned with consumer

cn der and retailer trends Eighty eight pe cent of our brands hold the No.1 or No market share

position in their categories and weve shown we can maintain shares overall despite taking

more than 50 price increases over the last few years in response to increased raw-material costs

Second think margin expansion is sustainable We have robust cost-savings pipeline

and believe our new operating model will enable us to grow sales faster than selling and

administrative costs

Third we have long history of efficient capi al use strong cash flow and returning cash

to shareholders Our plans for fiscal 2010 through 2013 which targe free cash flow in the

range of 10 percent to 12 percent of net customer sales should position us at or near the top

of our peer group in cash flow generation

Fourth our strong leaders and business model which is anchored in building big-share

brands in midsized categories have proven agile and flexible in any economic environment

In fiscal 2009 we achieved 18 percent diluted EPS growth despite severe recession nega

tive foreign currency impacts and $1 10 million increase in commodity and energy related

costs Not many other companies today have been able to deliver that kind of performance

in this economy

oo at Consumers are increasingly looking for convenience and value We believe many people

meg tren wh are ou see the recession as wake-up call to be more frugal trend we expect to continue even after

shff the economy recovers lvs important to note that value isnt just about price but also product

co vene aff ty quality and consumer perceptions Take Hidden Valley Ranch salad dressing for example

Despite significant price premium to the competition Hidden Valley0 dressings grew volume

sales and market share in fiscal 2009 This brands strength is due to great tasting product

consumers love that is supported with highly effective marketing and in store execution

Are noer Recently this question has come up lot We continue to believe shelf simplification and

Ut the re ai rationalization of product assortment are likely to have an overall positive benefit for consumers

te p1 eff rt and Clorox In our experience when retailers make these kinds of changes they maintain

smphfy as ortme consumer-preferred No and strong No brands the ones supported by advertising

other mand-creation activities and innovation Given the improved shopping experience

this creates we view it as good thing for our consumers categories and overall business

do ng Over the last five fiscal years International has averaged double-digit net sales growth In

ac rate growt fiscal 2009 growth was more in line with the primarily due to significant foreign currency

ate on devaluation We expect this to continue in fiscal 2010 Longer term we expect International growth

to outpace the u.s again and continue growing as percentage of our portfolio

We have three key priorities to drive for International growth First is to gain share and grow

our categories with winning plans in the 3Ds of desire decide and delight Second is extending

our brands into adjacent categories and across current countries with highest priority on brands

that capitalize on the health and weliness and sustainability megatrends Third is assessing

opportunities to expand into new countries To enable this growth we are investing in business

planning tools and process improvements Were also looking to take greater advantage

of our multinational scale and corporate capabilities in our new operating model

THE OROXCOMPANTY 20 ANNUALR on
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candid communication nd

ads to better faster dec

Employee resource groups ERG are one way we work to create an

inspired work force rich in diversity These five ERRs foster informal

mentoring and coaching support for members provide recruiting and

onentation support generate ideas and input for senior Clorox leaders

and support diversity related community outreach

LATIflOS PUS EHCSLLEUCS

ROVRflC8ffiSflT OSUELUPifiBUT

AFRICAN-AMERICAN
EMPLOYEE RESOURCE GROUP .1

Ofiving Connectivitg

CLOROX
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Education can be powertul marketing force Consider the

success of the Brita brands partnership with Nalgene Outdoor

Producis on the FilterFor000dTM Campaign This campaign has 11

created desire by appealing to growing public concern for the

environment and the unnecessa consumption of bottled water

The campaign teaches consumers facts about bottled wa er

waste including how much money they can save each year and

encourages them to demonstrate their commitment by switching

to reusable bottles and filtered tap water Since its launch this

initial public relations effort has blossomed into multiple marketing

initiatives that include in store programs and media partnership

with the reality
TV show The Biggest Loser Tuesdays 8/7c

on NBC Over three seasons of the hit program the cast and

crew have eliminated an estimated 90000 disposable bottles

from the set and millions of viewers have tuned in to Britas

FilterFor000d message

Brita in-store mess ge of Better Water Less Was ties

strongly to three key consumer megatrend were tapping to

drive growth sustainability health and weilness and affordability

This connection has helped to drive 12 percent increase in

shipm nts year over year in fiscal 2009 In particular Earth Month

promotions were instrumental as consumers sought products that

were better for themselves and the environment During Earth

Month 2009 Brita shipments increased by 39 percent and the

brand gained 39 points of market share versus the previous

yea largely due to ramp-up of merchandising support by

retailers In-store communications educated shoppers about

how to make their homes greener and their world healthier

place with affordable solutions like Brita water filtration systems

Information Resources Inc f/RI Infosc dat for grocery and drug ret ii outl

Kmarf and rge in the U.S for dollar share for he four weeks ending ApnI 26 2009

10 THE CLOROX coMPANY 2009 ANNuAi PORT



To deJight consumers is to deliver on our promise of Better Water Now Brita consumers have even more easons to feel good

Less Waste by providing complete solution to reducing bottled about drinking Thtered water In January 2009 Brita teamed up

water waste in the home and on the go This yea we continued with Preserve0 leadng maker of 00 percent recycled house-

our partnership with Nalgene to include FilterForGood bottle hold consumer goods to collect and recycle Brita pitcher filters

with special packages of Brita pitchers The conic bottles have Through Preserve Gimme program Brita pitcher filters can

gained popularity not only among average consumers but have be dropped off at select retail locations or shipped directly to

also been seen at events like the Sundance Film Festival Consumers Preserve There the plastic is transformed into new Preserve

can also share in Britas support of breast cancer awareness by products like toothbrushes and razors

purchasing limited edition pink pi cher highlighting Brita donation

to the Susan Komen Breast Cancer Foundation
rd1flkOfThe/ThORSh8rScij7tiflC Inc

THE cLOROX coMPANY 2009 ANNuAL PORT 11



Te

ow does oro se tegory es ur pp ach to ca egory

nsigh nd ertise ep ailers vsory vary by

Ultimately retaIers care about We provide customized retail

driving growth creating compelling and solutions using common foundation

exciting shopping experiences and of business strategy and knowledge

eliminating waste in the supply chain At high level our approach remains

Clorox offers an integrated portfolio of the same It is highly collaborative

services that delivers in all of these consumer and shopper centric and

areas For example our Category focused on driving category growth

Advisory Shopper Marketing and and shopper satisfaction

Shopper Insights teams collaborate

to provide solutions for retailers who he as een wi

need to satisfy increasingly harried uatio for the reta era bra

consumers These consumers are We have examples from across

demanding brands they trust in

the channels and geographies where

more enjoyable shopping experience we compete Our approach is about

Retailers know they can count on us
mutual growth and doing what is right

to provide objective category and
for the shopper This means providing

shopper centric growth plans based
fact-based recommendations to help

on deep consumer shopper and
retailers give shoppers the products

business insights
services information and experience

they expect We can use insights to

How does th

help retailers arrange categories and
sumer oh

products in the store so shoppers can

We invest in variety of tools and easily and quickly find the products they

methods to gather and translate insights want For example in the charcoal

across the 3Ds desire decide and category we have helped retailers

Wi delight into growth ideas strategies design grilling solution centers where

Vice President Customer Capability and plans Just like our mission state- shoppers can find all the products

ment says we are passionate about they need for an enjoyable grilling

making everyday life better every day event The result is growth for the

This means we spend time with con retailer and Clorox

sumers and shoppers getting to know

what is important to them and then

delivering it

ox nondabe Ass ates

PoweRankrngSu ey suits

Clorox was the smallest manufacturer named

among the 10 best comp nies in the 2008

Cannondale Associates PoweRanking survey

that asks U.S retailers to rank heir top suppliers

HE CLOROX COMPANY 2009 ANNUAL PORT
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Our deep consumer nsghts into everyday file hep us tap nto

gIoba consumer trends that hep us grow our busines Across our

portfollo weve found ways to make our hi ends relevan against IIiJiP
the four significant megatrends weve identified sustanabiity

affordabiity more multicultural marketpace and health and

wellness By capitalizing on these trends we are able to bring

added value to consumers while accelerating growth in our core

businesses as well as beyond in he categories channels and jf jJJf
TLI IItEt

countries where we do business For example the Burts Bees

brand is well-anchored in the sustainability and health and well- fJp
ness megatrends In 2009 with the goal of helping consumers

identify truly natural products and maximize their well being

Burts Bees teamed up with the

Natural Products Association and IIIkiiItIIi

other leading natural personal fJ
care companies to develop

The Na ural Standard for IltI1IWItV 111

Personal Care Products

The standards guidelines

help define wha

natural personal

care product is

andwhat

is not

4ip BlJPtI1f

i3UI BURtBL
Supe 115 VO

mizing t$t BI RI in
5/zenual-IN

Iflgafla R4J U9

QMgAkY



Growth comes easier with trusted brands that consumers

love When he Green Works product line firs started

taking shape we asked consumers wha home care

products they were most interested purchasing in

natural version The most popular nswer was laundry

detergent Now that we know cleaning with natural

products is hitting big with consumers we are moving

into the laundry room with premium natural laundry

detergent and laundry am remove

Similarly we are using the power of our disinfecting

products to address big issues Nearly 00000 people

die each year in the U.S from hospftal acquired infections

Using our bleach technology we introduced Clorox

brand germicidal wipes designed fo the intensive

cleaning of hospi al rooms Customers lined up with

orders even before we were ready to ship and we

sold out the initial production run

Through insights and innovation we can deliver high

quality products that meet changing consumer needs

and grow product portfolios For exampl in La in

America for many consumer fragrance is proof of

clean home And they want his attribute in more

than cleaning products Through our Poett line

home care products were giving consumers more

ways to indulge their sons Simple fragrance like

lavender and lemon and engaging and inspiring

scents like EspIritu Joven Young Spirit and

Brisa Polar Polar Breeze are available across

cleaning air freshener and bric care format

Today Poett products be

found in more than 10 countries

across Latin America
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ree War he rst new ar yau but ng
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aunched Ha ft perfarmrng dfferen af he wa

Jessica Terrific We have Iena Weve confirmed the

outperformed our original expectation reJevance of Green Works brand

and doubled the size of the natural positioning across the regions Where

cleaning category Green Works is the there are requests for marketing cus

strong No -I natural cleanng brand tomization we have set of global

principles that govern those decisions

What is dnvrng th rapid gr wth From what weve seen so far however

af reen arks Une the need for Green Works is the same

Jessica We were succes ful in
around the world with httle need to

breaking down four key barriers to
change things locally

natural cleaning adoption First many

consumers did not believe natural
aw has the the

Gre nWa ks ran wed yau
cleaners worked well Second natural

tend new cat gar es

products were not readily available
dshwash ng hqud

where they shopped Third consum

ers told us the products were too Jessica Living greener is

expensive often 50 percent to broad need that cuts across lots of

00 percent premium to conventional categories from cleaning the counter

products Finally natural products did to washing dshes to washing clothes

not come from brands most consumers We have developed effective products

knew well ortrusted Clorox has been in new categories using our technologi

able to address each ofthese barners cal and cleaning expertise

to make natural cleaners more acces
Elena And were developing brand

es ca Bu
left

sible and affordable Its an easy way consumers love One that stands fo

DirectorDomain Leader Green Works go green
powerful cleaning done naturally The

Elena We are seeing these same Green Works story really proves the

en er raht

Vice President International Marketing
opportunities outside the U.S One Clorox strategy of identifyng and

year after launch we are already in captalmng on unversal megatrends

countries

Car ee Wa

Mar hare

The Green Works brand holds strong No

position in the natural cleaning category more
fOod drug Kma and rg da

than twice the size of the nex largest brand we ks eedeg 6/28/2009

Green Works

THE CLOROX COMPANY 009 ANNUPt



Bleach line associ te Rod Woznichak in Fa

ensures each bottle Clorox bleach is fill
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When we onk at optimizing costs ts aways about drivhg more

Vaue ord to provide consumers with higher quality products

at the right price We look broadly across the organization for

opportunities from direct costs like packaging end raw materials

to inditect costs like marketing and information services In fiscal

2009 we saved $118 million in cost of goods sold We achieved

this through efforts like packaging cost effective concentrated

formulas for Clorox stan fighter color booster restructuring

our supply chain in Austi alia and consolidating raw materials for

Left to right Gap Smith Chns Hall and Boo Brown Glad products We also simphfied the assortment of triggers and

hold regular preventive main enance meetings at the
bottles for out spray cleaning products and optimized our trans

Fairfield Caliornia Clorox Products Manufactunng plant

to discuss real-time production issues and minimize portation network to transport our products more cost-effectively

down ime equipment

cM ANNUALRPORT ______________________________________________
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est bhsh nufa urin you thdnt ani te

fi naGeoga
We ddnt realize how much waste

We continue to look for opportunities we would reduce Managing numerous

to streamline our operations and reduce formulas can lead to waste streams

costs Creating the manufacturing hub and raw material losses Weve
was crucial to accomplishing this goal consolidated the number of base

As result were gaining efficiencies formulas but were also working

across the entire supply chain Were towards zero-discharge goal by

ve excited about the progress weve designing ways to rework cedain

made and the opportunities this work waste streams rather than treating

provides for our customers and discharging them

ha zed
oking forw rd hi mod

the ntr atio we pect ee rept

ocesses ea

With single hub in Atlan we The hub concept has provided

reduce the number of miles our raw
significant benefit to company like

and packaging materials and finished ours that manages broad portfolio

goods must travel to reach our We will always look for opportunities

customers Consequently we reduce to streamline operations and reduce

transportation costs and our carbon
costs which could mean other hub

footprint When we make changes in locations for our global supply chain

product we no longer have multiple

plants through which to implement re you nt rn flona

that change includinq qualifying

The Latin America team has taken
suppliers and production lines

this strategy very seriously and with

Director of Manufacturing personal ownership and involvement

at all levels Theyve shown outstand-

ing use of improvement processes to

reduce losses with significant cost

savings for the region Im impressed

with just how many employees have

taken on initiatives to drive out waste

Coroxs as gs

Mdiion

Cur cost-savings pipeline is robust

and we delivered our highest cost

savings in five years 2005 2006 2007 20D8 2009

In costofgood sold

2009 ANNUAL POR



Winning The Way

Arour the iiurd Clo employees like Brittr Li/co Ivor then tori

and aeema Doost lob to Ignt be/eve that the long term /cealth of

uui company depends on maintairing hh standards of business

onduct integrity sa ety quality rd respect ror people and the

environment eveiything we do

CL COMANY ANN FF09 21



HandinHand With The

Environmenta

Sustainabifity

We understand the fundamental importance of protecting the

environment This year we set goal with EPA Climate Leaders

to reduce greenhouse gases 10 percent by 2013 We plan to

accomplish this goal by reducing our operational footprint for

example converting to more eco-eflicient lighting in our facilities

and by moving shipments of finished products from truck to rail

We are also advancing environmental causes that help commu

nities in need and endangered species such as bringing attention

to deadly fungus that is destroying frogs and other amphibian

populations around the world and supporting the effort to rebu Id

curg Kansas as one of the most environmentally sustain

cities in the U.S

Community
Founded in 980 The Clorox Company Foundation has awarded

cash grants totaling $77 million to nonprofit organizations and for

education In fisca 2009 alone Clorox made product donations

valued at $7.8 million to support disaster relief efforts such as

truckloads of bleach to help clean-up efforts following hurricanes

Ike and Gustav in the U.S Following the 6.1 magnitude earth

quake that hit Costa Pica in January 2009 the company and

Clorox employees in Costa Rica helped fund the construction

of emergency housing for victims Notwithstanding the current

weak economy our 2009 annual employee giving campagn

recorded its highest participation rate on record

More than 50 Clorox employees in Costa Rica including RahI Sc/ann

left and Chnstian Moya right volunteered their time to help with

the consti uction of emergency housing for victims of the Januaq

2009 earthquake in Costa Rica



Word Around Us

line operator Melanie Hans ford conducts

quality checks to ensure Pine Sot products

to specifications

uch ore than just an

our

ct

ment

imers

on of

irity
More than ever cons

ir more informahon

Leaders like David Jones Sandra Patterson aiid Sheldon Quan

left to right ore heloing create culture of inclusion at Cloiox by

leading dVersify-based employee esource gi cups

sness



The Right SoluUon

Corox Responds
To The HINI Pandemic

Monday Apni 27

rIes

Clorc

could have on oui

right

Jes and Marketing

ur people in Mexico

coordinate supply from

warehouses in the U.S with

ruptions Our ability to

deliver in time of need has led to

strengthened customer relationships

How does Clorox meet requests

from public health agencies and

others to address the pandemic

H1N1 2009 virus

Chris Knowing that our disinfecting

products often prove critical in fighting

the spread of germs that cause dis

ease we worked with public health

and regulatory agencies to determine

which Clorox products would be

effective We then coordinated with

those agencies to communicate this

information to the public We devel

oped public service announcements

ause

bleach is the most widely available and

least expensive disinfecting product

available Clorox is often one of the first

places international relief agencies turn

to for help when surface disinfection is

key to their response The pandemic

H1N1 2009 virus was no exception

Weve worked quickly to expedite

donations to the areas most affected

through the Red Cross of Mexico

Mexicds Federal Health Secretary and

Instituto Mexicano del Seguro Social

which is Mexicos social security insti

tution Were proud to uphold Cloroxs

long tradition of responding in times

of need

jtection Agency believes besed on aveilable scientific information

influenza virus products will be effective against the 2009-H1N1

strains on hard nonporous surfaces

AS EnvironmE



We manage our business for the long term and focus on achieving our annual

financial targets In fiscal 2009 we grew sales expanded gross margin and

delivered 18 percent diluted EPS growth Importantly we increased economic profit

themeasure we believe most closely aligns with creating value and generating

returns for our shareholders By these measures we believe The Clorox Company

has the right strategy to drive long-term growth in any economic environment

Net Sales

In Millions

Diluted Net

Earnings Per Share

in dollars

$3.81

Net Earnings

in millions

Return on invested capital ROIC is non-GAAP measure that is calculated as earnings from continuing operations before income taxes excluding restructuring

and asset impairment coats and intereat expense computed on an after-tax basis as percentage of adjusted average invested capital See reconciliation of

ROIC in Exhibit 99.2 on Form 8-K filed on August 2009 for the fiscal year ended June30 2009 filed on August 25 200g

Economic profit EP is used by management to evaluate business performance EP represents profit generated over and above the estimated coat of paying for

the asseta used by the business to generate profit See reconciliation of EP in Exhibit 99.3 of the companys Annual Report on Form 10-K for the fiscal year ended

June30 2009

The RIght Performance

Net Cash Provided

by Operations

in millions

$738

09 06

ROb1 Economic PrOfit2

in millions

06 07

21.2% 21.8%

IL
06 07

$363

$348

08 09

THE CLOROX COMPANY 2009 ANNUAL REPORT 25



The Clorox Company

Condensed Consolidated Statements of Earnings

Years ended June 30

Dollars in millions except per share amounts 2009 2008 2007

Net sales 5450 5273 4847

Cost of products sold 3104 3098 2756

Gross profit 2346 2175 2091

Selling and administrative expenses 715 690 642

Advertising costs 499 486 474

Research and development costs 114 108

Restructuring and asset impairment costs 20 36 13

Interest expense 161 168 13

Other expense income net 26

Earnings from continuing operations before income taxes 811 693 743

Income taxes on continuing operations 274 232 247

Earnings from continuing operations 537 461 496

Earnings from discontinued operations

Net earnings 537 461 501

Earnings per share

Basic

Continuing operations 3.86 3.30 3.28

Discontinued operations 0.03

Basic net earnings per share 3.86 3.30 3.31

Diluted

Continuing operations 3.81 3.24 3.23

Discontinued operations 0.03

Diluted net earnings per share 3.81 3.24 3.26

Weighted average shares outstanding in thousands

Basic 139015 139633 151445

Diluted 141063 142004 153935

26 THE CLOROX COMPANY 2009 ANNUAL REPORT



The Clorox Company

Condensed Consolidated Balance Sheets

As of June 30

Dollars in millions except share amounts 2009 2008

ASSETS

Current assets

Cash and cash equivalents 206 214

Receivables net 486 505

Inventories net 366 384

Other current assets 122 150

Total current assets 1180 1253

Property plant and equipment net 955 960

Goodwill 1630 1658

Trademarks net 557 560

Other intangible assets net 105 123

Other assets 149 158

Total assets 4576 4712

LIABILITIES AND STOCKHOLDERS DEFICIT

Current liabilities

Notes and loans payable 421 755

Current maturities of long-term debt 577

Accounts payable 381 418

Accrued liabilities 472 440

Income taxes payable 86 52

Total current liabilities 1937 1665

Long-term debt 2151 2720

Other liabilities 640 632

Deferred income taxes 23 65

Total liabilities 4751 5082

Commitments and contingencies

Stockholders deficit

Common stock $1.00 par value 750000000 shares authorized 158741461 shares issued at

June 30 2009 and 2008 and 139157976 and 138038052 shares outstanding at

June 30 2009 and 2008 respectively 159 159

Additional paid-in capital 579 534

Retained earnings 640 386

Treasury shares at cost 19583485 and 20703409 shares at June 30 2009 and 2008 respectively 1206 1270
Accumulated other comprehensive net losses 347 179

Stockholders deficit 175 370

Total liabilities and stockholders deficit 4576 4712
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The Clorox Company

Condensed Consolidated Statements of Stockholders Deficit Equity

Dollars in millions

except share amounts

Balance at June 30 2006

Comprehensive income

Net earnings

Translation adjustments net of tax of $3

Change in valuation of derivatives

net of tax of $1

Minimum pension liability

adjustments net of tax of $0

Total comprehensive income

Common Stock

Shares

1000 Amount

249827 $250

Treasury

Shares

Retained Shares

Earnings 000 Amount

Accumulated

Other

Comprehensive

Net Losses

501 $601

47 47 47

$546

Adjustment to initially apply SFAS No

158 net of tax of $23

Dividends

Employee stock plans

Treasury stock purchased

Treasury stock retirement 91086

Balance at June 30 2007

Comprehensive income

Net earnings

Translation adjustments net of tax of $2
Change in valuation of derivatives

net of tax of $17

Pension and postretirement benefit

adjustments net of tax of $1

Total comprehensive income

39 39
200 200

Cumulative effect of adopting

Interpretation No 48

Dividends

Employee stock plans

Treasury stock purchased

Other

10

231

53 19

10
231

82

868

Additional

Paid-in

Capital

$397 $3939 98529 $4527 $215 $1156

501

Total

Comprehensue

Total Income

158741

84 2358 100 175

2400 155 155

91 4046 91086 4137

159 481 185 7485 445 209 171

461 461 $461

26 26 26

27 27 27

23 23 23

$491

862 48

14080 868

Balance at June 30 2008 158741 159 534 386 20703 1270 179 370

Comprehensive income

Net earnings 537 537 537

Translation adjustments net of tax of $5 78 78 78

Change in valuation of derivatives

net of tax of $24 39 39 39
Pension and postretirement benefit

adjustments net of tax of $31 51 51 51

Total comprehensive income 369

Dividends 264 264

Employee stock plans 40 17 1120 64 87

Other

Balance at June 30 2009 158741 $159 $579 640 19583 $1206 $347 175
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The Clorox Company

Condensed Consolidated Statements of Cash Flows

Years ended June 30

Dollars in millions

Supplemental cash flow information

Cash paid for

Interest

Income taxes net of refunds

Non-cash financing activities

Dividends declared and accrued but not paid

2009 2008 2007

Operating activities

Net earnings 537 461 501

Deduct Earnings from discontinued operations

Earnings from continuing operations 537 461 496

Adjustments to reconcile earnings from continuing operations to net cash

provided by continuing operations

Depreciation and amortization 190 205 192

Share-based compensation 58 47 49

Deferred income taxes 51 19
Asset impairment costs 29

Other 33 23 26

Changes in

Receivables net 15
Inventories net 26
Other current assets 13

Accounts payable and accrued liabilities 40 63 30
Income taxes payable 24
Pension contributions to qualified plans 30 10

Net cash provided by operations 738 730 709

Investing activities

Capital expenditures 197 170 147
Businesses acquired 913 123
Other

Net cash used for investing activities 197 082 268

Financing activities

Notes and loans payable net 334 681 87
Long-term debt borrowings 11 1256

Long-term debt repayments 500 150
Treasury stock purchased 868 155
Cash dividends paid 258 228 183
Issuance of common stock for employee stock plans and other 41 39 19

Net cash used for provided by financing activities 540 380 456

Effect of exchange rate changes on cash and cash equivalents

Net decrease increase in cash and cash equivalents 32 10
Cash and cash equivalents

Beginning of year 214 182 192

End of year 206 214 182

$161 153 $117

275 299 272

70 64 61
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The Corox Company

Report of Independent Registered Pubc Accounting Firm

on Condensed Consolidated Financial Statements

The Board of Directors and Stockholders of The Clorox Company

We have audded in accordance with the standards of the Public Company Accounbng Oversight Board United States the

consolidated balance sheets of The Clorox Company at June 30 2009 and 2008 and the related consolidated statements of

earnings stockholders deficit equity and cash flows for each of the three years in the period ended June 30 2009 not presented

separately herein and in our report dated August 25 2009 we expressed an unqualified opinion on those consolidated financial

statements In our opinion the information set forth in the accompanying condensed consolidated financial statements presented

on pages 26 through 29 is fairly stated in all material respects in relation to the consolidated financial statements from which it has

been derived

As discussed in the Notes to the consolidated financial statements not presented separately herein on July 2007 the

Company changed its method of accounting for uncertain tax positions upon adoption of Financial Accounting Standards Board

Interpretation No 48 Account/ng for Uncertainty in Income Taxes Also on June 30 2007 the Company adopted the provisions

of SFAS No 158 Employers Account/ng for Defined Benefit Pens/on and Other Postret/rement Plans and changed its method of

recognizing the funded status of its defined benefit post retirement plans

We also have audited in accordance with the standards of the Public Company Accounting Oversight Board United States

the effectiveness of The Clorox Companys internal control over financial reporting as of June 30 2009 based on criteria established

in Internal Control Integrated Framework issued by the Committee of Sponsoring Organizations of the Treadway Commission and

our report dated August 25 2009 not presented separately herein expressed an unqualified opinion thereon

San Francisco California

August 25 2009



The Corox Company
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Chairman of the Board

and Chief Executive Officer

Daniel Heinrich

Executve Vice President

Chief Financial Officer

Lawrence Peiros

Executive Vice President

and Chief Operating Officer

Clorox North America

Frank Tataseo

Executive Vice President

Strategy Gromth

Bags bVraps and Amay From Home

Thomas Britanik

Senior Vice President

Chief Marketing Officer

Wayne Delker PhD

Senior Vice President

Chief Innovation Officer

Benno Dorer

Senior Vice President

General Manager Cleaning Oivision

James Foster

Senior Vice President

Chief Product Supply Officer

Jacqueline Kane

Senior Vice President

Human Resources and Corporate Affairs

Grant LaMontagne

Senior Vice President

Chief Customer Officer

George Roeth

Senior Vice President

General Manager Specialty Olvision

Laura Stein

Senior Vice President

General Counsel

Beth Springer

Executive Vice President

International Natural Personal Care



The Corox Company

Shareholder and Financial Information

Stack Listing

The Clorox Companys common stock is hsted on the New York

Stock Exchange identified by the symbol CLX

Transfer Agent Registrar and Dividend Disbursing Agent

Inquiries relating to stockholder records change of ownership

change of address and the Dividend Reinvestment/Direct Stock

Purchase Plan should be sent to

Computershare

P.O Box 43078

Providence RI 02940-3078

800-756-8200 or 781 -575-2726

TDD 800-952-9245 or 312-588-4110 for hearing impaired

wwwcomputersharecom/investor

Stockholder Information Service

Shareholder.com offers the latest Clorox news Stockholders

can call SSS-CLX-NYSE 259-6973 toll-free 24 hours day to

hear messages about Clorox request company materials or get

20-minute-delayed stock quote Por more information visit

wwwsharehoIdercom

Dividend Reinvestment/Direct Stock Purchase Plan

Clorox has authorized Computershare to offer Dividend

Reinvestment/Direct Stock Purchase Plan Registered

shareholders can purchase additional shares Nonshareholders

may join the plan with an initial investment lump sum or bank

debit Most fees are paid by Clorox For more information or

plan materials call 888-CLX-NYSE 259-6973 or contact

Computershare see above

Management Report on Internal Control Over

Financial Reporting

Clorox management under the supervision and with the

participation of the chief executive officer and chief financial

officer has assessed the effectiveness of the companys

internal control over financial reporting as of June 30 2009

and concluded that it is effective For more information

see Item 9.A of the companys Annual Report on Form 10-K

for the fiscal year ended June 30 2009

2009 Financial Information

The preceding pages of the Clorox 2009 Annual Report contain

summary financial information Full financial statements are

provided in the companys 2009 proxy statement Detailed

financial information is available without charge through the

following sources

The companys proxy statement is available at

wwwJheCIoroxCompanycom

The companys Annual Report on Form 10-K for the

fiscal year ended June 30 2009 is available at

wwwJheCIoroxCompanycom and through the

SECs EDGAR database Printed copies are available

by calling 888-CLX-NYSE 259-6973

CEO/CFO Certifications

The most recent certifications by the companys chief executive

officer and chief financial officer pursuant to Sections 302 and

906 of the Sarbanes-Oxley Act of 2002 are filed as exhibits to the

companys Annual Report on Form 10-K for the fiscal year ended

June 30 2009 The company has also filed with the New York

Stock Exchange the most recent annual CEO certification as

required by Section 303A.12a of the New York Stock Exchange

Listed Company Manual

ForwardLooking Statements

Except for historical information matters discussed in the Annual

Report are forward-looking statements and are based on manage

ments estimates assumptions and projections Actual results could

vary materially Please review the Risk Factors and Managements

Discussion and Analysis of Financial Condition and Results of Opera

tions sections in the companys Annual Report on Form 10-K for

the fiscal year ended June 30 2009 and subsequent SEC filings

for factors that could affect the companys pertormance and cause

results to differ materially from managements expectations The

information in this report reflected managements estimates

assumptions and projections as of Aug 25 2009 Clorox has not

made updates since then and makes no representation express

or implied that the information is still current or complete The

company is under no obligation to update any part of this document

Comparative Stock Performance

The graph below compares the cumulative total stockholder return

of The Clorox Companys common stock for the last five fiscal

years with the cumulative total return of the Standard Poors 500

Stock Index and composite index composed of the Standard

Poors Household Products Index and Housewares Specialties

Index referred to below as the Peer Group for five-year period

ending June 30 2009 The composite index is weighted based on

market capitalization as of the end of each year during each of the

last five years

Corox

$116.95

Peers

$1 04.23

si oc
$89.29

$100 invested on 6/04 stock or index including renvestrnent of dividends

32 THE OLOROX COMPANY 2009 ANNUAL REPORT



gt

ri

$8

1I

pe

0et

MPfl

Jfl

\_rn
ni LB

ocL
FoR

%qzf

JI _L ri

wks

j4

gl



CLOROX The Clorox Company

1221 Broadway

Oakland GA 94612

510-271 -7000

The Right Place To Visit

www.TheCloroxCornpany corn

Para ver este informe en espanol visite www.TheGloroxGompany.com

Printing this book on paper made with post-consumer recycled fiber saves

Greenhouse

Trees Water Energy Gases Solid Waste

36443 pounds 53217 gallons 36 million mu iicsc pounds 3231 pounds

of wood or

total ot 93 trees

Enviranmental Impact estimates far savings pertaining ta the use at poet-cansumer recycled tiher share the same cummun reference date

as the Environmental Defense Fund paper calculstar v2.O which is based cn research dnne by the Paper Task Farce peer-reviewed

study of the litecycle environmental impacts of paper productian and disposal Enviranmental Impact estimates tar savings pertaining

to the use of paper made with renewable energy are based an the Us EPA Power Protiler Values derived tar the Neenah Green

Eon-calculator are tram publicly available intarmatian saurcea

________________________________
This annual rapart was printed an Neenah FNVIRONMENT Papers

ultra Bright white cantaining iEO/o past-caneumer recycled fber

and made entirely with renewable energy


