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We Make Everyday Life Better,
Every Day.

Founded in 1913, The Clorox Company is a 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 STP® auto-care products;
Fresh Step® and Scoop Away® cat litters; Kingsford® and Match Light® charcoals; Hidden Valley®
and K C Masterpiece® dressings and sauces; Brita® water-filtration systems; Glad® bags, wraps
and containers; and Burt’s Bees® natural personal care products. With about 8,300 employees
worldwide, the company manufactures products in more than two dozen countries and markets

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

symbol “CLX.”
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Centennial Strategy Update:

= S ot = John Leggett, Basék Aydin and Sean Chang (left to right) are
An Ag I ie O r a n Ezati G n among the Clorox people in Information Services who are
: e : helping frame the company’s future.:

o stay competitive, our: agiiity is rho’re important than ever, moving '
quxckly and decisively to anttczpate trn‘uate and benefit from change..
This year, we introduced a new peratmg model to help us ‘ca e

advantage of change earlier and more eﬁeqt:vely. We're stre,am~

: Iihing our structure; clarifying roles and emdeering peopleto take

smart risks and make appropriate decisions. The end goalis to
more quickly grow our brands and gain market share.

We callit theiih\/erted pyramid at Clorox because we believe the
role-of our leaders is 1o foster an environment where pebbfe,are
valued and can do their best work; tohelp employeeszef(ecu‘ce
against our. Qorpbréte strategies, as well as to help foster per-
sonal.career grbwth and satisfaction. Everyone at every level is

L dedicated to eisking how we can help each other be successful.
Scientists Laura Shimmin (left) and Joe McShane (ight) are part of This translates into valuing each person’s strengths, encouraging

the team who brought Green Works ™:natural laundry detergent diverse thinking and debate, and having each other's back.
from just:a concept to the shelf in'less than:two years —a great e

example-of agility.
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Talent Depth and :Diversity |

Developing our current and future !eade’rs is vital to our success.

It's an investment in our business and future. We continue to offer -

programs and oppqr‘cunitiéé that enable employees to be more

effective in their current roles while preparing them for ongoing :

; i ; . : .3 LATINDS FORBHCELLENCE
career growth. Our high-performance team (HPT) program helps G b anuene PMEAT
teams work more effectively together by understanding the style 2
andvalue each team member brings to the team. HPT also focuses
on fostering more open, candid:communication and a deeper
level of trust, which we know leads to better, faster decision
making. Ourin-house Diamond Leadership Institute, taught
largely by Clorox executives, also provides leadership development
opportunities for new and seasoned leaders across the company.

The ideas and values that shape us are as:i/mpbrtant as
Sour actidns/.j/A key component of:building a high-performance

organization is 1o create an inspired workforce rich in diversity. Our ~ AFRICAN-AMERICAN . x
e : EMPLOYEE RESOURCE GROUP :

employee résbdfée groups (ERG) are animportant part of our /di\/ersi‘ty
and-inclusion strategy. These groups; such as the African-American
ERG and the Gay, Lesbian, Bisexual, Transgender & Advocates ERG,
help build professional relationships; foster mentoring, and support
diversity-related community outreach programs. g CLOROX d
- e

pri

Employee resource groups (ERG) are one way we work to create an
inspired workforce rich in diversity. These five-ERGS foster informal
mentoring and coaching support for members, provide recruiting and : i PRt
orientation support,-generate ideas -and input for senior Clorox leaders G sk
and.support diversity-related community outreach, BN R
Driving:Connectivity
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Building A High—Pe”rfformance Organization:

Lyné Brown
Co-Leader of Engagement Team
Vice President — Sales Planning

: Percentage of employees who are. engaged
_or highly engaged, based on the 2009 Clorox
‘ Company employee engagement survey. .

8 THE CLOROX COMPANY. | 2009 ANNUAL REPORT

How does Clorox define an
engaged employee"

A We look at engagement two ways.
F?at/ona//y, do we believe working at
Clorox is in our best interest profes-
sionally and ‘n'ancial!\y? Emotionally, do
we fee nsp, ed, proud and valued at

' in our jobs, with this team
and manager’? Together, these factors
indicate how commxt ed we are to
doing our best work: and staying with
the company.

.. How are you working across .
geographic boundaries and business
lines'to build engagement?

“We've learned that driving

- engagernent is most effective at -
the local level. It's OK to establish
frameworks, objectives and principles
_as a corporate effort. But how we
~_engage an employee at our plant in-
~ Rogers, Arkansas, for example, canbe
- very different from how we'engage an_
- employee in our Philippines office. This :
_iswhy, in many cases, we establishand

execute tactics locally.

What are some of your most
impactful programs?

We've gotafot to feel good abolt.
We have an engagement team made
up of leaders across the company/who

~act as the voice of the employees.

They provide importantinput into
company.programs-and also initiate
programs on their own, such as
employee events and a new online
store with company memorabilia. One
of our biggest achievernents has been
a peer-to-peer online recognition
program for U.S. employees. This

‘past yeardlone, employees used the

program to recognize each other
nearly 50,000 times!

Clorox is encouraging employees
to take smart risks. How are you
infusing this idea among employees?

In fiscal 2009. we introduced a new
operating model (our structure and
how work s done). One aspect of the
model is to better clarify roles and
accountability for decision-making.
Qur goalis to make decisions faster
withoUt undue analysis, For example,
our Pine-301® team recently went after
a competitive opportunity in a highly-

~targeted Hispanic market. Using some .

insights and'encouragement from sales
leaders, but depending largely on

_theirinstincts, the team tested their

assumptions in targeted stores./Their
assumptions proved right as evidenced
by a tenfold sales increase during

the test period.

- Engagement Survey Results

81%

Benchmark 77.9%

*Eenchmark represents responses of employees at other
orgamzations who participated in'the'same survey at

: ,’d/ffer imes.: The benchimark group includes a variety of
oompames from manufactumg retall, financiel services,
 health care, high technology and telecommunications,

and other.types of organizations, such as public utiiities
and governmentagencies;
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. Novv Brrta oonsumers have even more reasons ’ro fee good

 about drmkmg filtered vva‘rer. In January 2009 Brita teamed up

'wrth Preserve® a Ieadmg maker ot 100 percen’r reoycled house-

_ hold coneumer goods 1o oo lect and recyc!e Brr‘ta pitcher ﬂiters

' Through Preserve s Grmme 5 program Brita prtohe ﬁ!tere can

, be dropped offa seleo‘[ retal focatrons of 'shrpped di rectly to
reserve There the plastrc is traneformed into new Preeerve
roducrs hke toothbruehes and razors

' Na/gene sa reg;aered trademark of Thermo Fi sher Scrvnf/f ic lnc
Serve is aregistered tradema k of Recyeline, In
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Our desp consumer insights into everyday life help us tap into
global c@h/sqme’r/trends that help us grow our business. ACross our
portfolio, we've found ways to make our brands fele/\?/ant/ against

the fourisighiﬁcant megatrends we've identified: sustainability,
affordabiiiiy /a more multicultural marketplace, and health and

wellness. By capltahzmg on these trends, we are ab!e 1o bring
. ‘added value to consuriers while acceieratmg growth in‘our core

'f ibusmesses as well as beyond }zn the categones ohannel andx’ ) >£<< ; T
- g
i &}‘\,&@,@ . W\ ! *?‘* e \i Qf

brand is weh anohored in the sustaznabmty and health and \)v

,\Q,\” § & ¢ e

Burt’s Bees teamed up with the
Natural Products Association and

_Personal Care Products.
The stahdard’s ‘guidelines
‘help define Whét a
f""rnatural” personal

care product is
and what ca

it is not.
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/versxon The most popu{ar answer wa laundry
detergent Now that we know cleaning with natural
produc’[s is hitting big with consumiers, we are movmg
into the laundry room with a premium natural Iaundry
detergent and Iaundry stam remover.
~ Similarly, we are using. the power:of our disinfecting
p%oducts 1o address\blg issues: 'Neérly 100,000 peopi’e\
die each year in the U.S. from :Ho'sp’xtal-acquired infections.
Using our bleach technology, we introdUced /Clorox@
brand germloldai vvtpes desgned for the tntensxve
cle ng of hospstal rooms. Gustomers hned up with
orders even before we were ready o shxp, and we
soid out the inttial production run.

quality products that mee‘c changing consumer needs
and grow product portfohos. For example, in Latin
America, for many consumers, fragrance is proof of
a /C'!e‘an home. And they want this attribgfe in-more
than cleaning products. Through our Pfoéﬁ‘@ line of
ho’h’ie care products, we're giving COnsurﬁers more :
_ways to indulge their senses, Simple fragranoes like
’[avender and lemon and engaging and | mspmng
Soents like Espiritu Joven (Young Spmt) and
Brisa Po!ar (Poiar Breeze) are available across
cleamng, air freshener and fabric care f/o/rmats.,
: Today, Poett productsoan bé :

across Latin America.




Accelerating Growth:

launched. How is it performing?

A Jessica: Terrific. We have
outperformed our original expectation
and doubled the size of the natural
cleaning category. Green Works is the
strong No. 1 natural cleaning brand.

€): What is driving the rapid growth
of the Green Works line? .

A Jessica: We were successful in
- breaking down four key barriers to
natural cleaning adoptnon First, many

Were not readlly available
where they shopped. Third, consum-
ers told us the products were 100
expensive - oftena 60 percent to

100 percent premium 1o conven’ﬂonal
products Finally, natural produots d|d
not come from brands most consumers
knew well or trusted. Clorox has been

- ableto address gach of these barriers

 tomakenatural cleaners more acces-
sible and affordable. It's an easy way
to go green!

Elena: We are seeing these same
opportumt:es outside the U.S. One

f\,ye ,aﬁer !aunoh vve are already in
14 count es v

'Elena Otero (ngm) ’
Vice President-International: Marke‘nng

wh 'also driving sales locally
in different parts of the world?

£ Elena: We've confirmed the
relevance of Green Works brand
positioning across the regions. Where
there are requests for marketing cus-
tomization, we have a set of global
principles that govern those decisions.
From what we've seen so far}howéver,
the need for Green Works is the same
around the world: with little need to
change things locally; :

‘@“ How has the strength of the
<s brand allowed you :

ext to new categories like
dishwashing liquid?

M Jessica: Living greener.isa

- broad.need that cuts across lots of

categories — from clearing the counter,

to washing dishes, to washing clothes.
We have developed effective products
in-new. categories using our teoh’no?ogi-
cal and cleaning expertise.:

Elena: And we're de\/eloping abrand
consumers love. One that stands for
powerful cleaning done naturally. The
Green Works story.really proves the

Clorox trat gy of identifying and

Clorox’s Green Works®
Market Share

The Green Works® brahd 4hoIds a strong No. 1
posit ‘n in the natural cleaning category, more
Size of the next |argest~brand

Kmart and Target data .
52 weoks ending 6/28/2009

Green Works ;

16 THE CLOROX COMPANY [ 2009 ANNUAL REPORT
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 (Leftto right) Gary Smith, Chris Hall and Bob Brown
- hold regular preventive maintenance meetings at the
Fairfield, California; Clorox Products Manufacturing plant
_todiscuss real-time production issues and minimize
//downtime of equipment. . Lo :

18 THE GLOROX COMPANY |72009:ANNUAL RERORT

Total Cost |
Optimization

When we ook at optimizing costs, it's always about &iving more

value in order to provide consumers with higher-quality products
at the right price. We look broadly across the org/am'/z‘ation for
opportunities, from direct costs like packaging and raw materials
to indirect costs like marketing' and information senvices. In fiscal
2009, we saved $118 million in cos

this through efforts like péckéging,’Cést~effective, concentrated
formulas for Clorox 29 stain ﬁghter & color booster, restructuring
our supply chain in Australia and consolidating raw materials for
Glad® products. We also simplified the assortment bfjtriggers and
botiles for-our spray cleaning products-and optihj:izéd ourtrans-




Allison Shah works on @ team of Information Services
leaders who are managing the company's:information
technology investments to drive productivity and better :
business resu/is.

Capability
Investments

We understand the importance of having global information
systems and processes to'help drive productivity and better
business results. We are significantly increasing our iﬁformation
teohnoiogﬂ/ investments over the next several years, This will
include upgrading our core transabtional systems gbbaliy and
investing in additional business reporting and analysis capabilities
to deliver better business and market insights to our workforce:
This'will also include enabling an'increasingly mobile workforce
G 10 collaborate across functioné and ‘geographic borders.

Operational

'ITC‘Z;Effectweness
'and Efficie cy

As the company grovvs and the marketplaoe changes we must
‘constantly evolve our operattons '

ur Cleaning business, we
have found mumple ways to drlve value like SImphﬁed product
design. For example we've moved 1o a single bottle shape for
all Clorox® Clean-Up®, Formula 409° and Tilex® trigger sprays.
Using one bottle allows us to better manage demand, increase
speed on newzpro/ducts and simplify our production b’roé;ess.
And we've saved $850,000 each year. We've also cre’é;ted /v,alue
through cohsblidét:ipn of our manufacturing networké//vxi/ith the
establishment of éhub in Atlanta, Georgia. Through //ou/r new
operating mode’!’zwé’ve clarffied our leadership structure. We éstab—
lished three groups of senior leaders to make focused deo:Sions
arotnd.our stra‘fegy peopie and culture, and opera’nons We believe
this willhelp: us beoome leaner, faster and better at Servmg our
sharehol derg Consumers customers and empioyees’ :

In our Atlanta, Georgia, facil /z‘y,"\/\/i///am Jarrette works the production line
for Formu/a 409° cleaners, whose bottles and-triggers are part of our
effort to simplify product des;gn and /mprove manufaotur/ng efficiency.

THE CLOROX COMPANY. | 12009 ANNUAL REPORT 19




Druvmg Out Waste

DireCtor of Manufacfurmg

Our oost savmgs pipeline is robust,
and we dehvered ‘our hxghest cost

savings in ﬁve years

20 THE CLOROX COMPANY | 12009 ANNUAL REPORT

{l2 What drove the decision
to establish a manufacturing
hub in Aﬂanta, Georgra"

We contlnue to look for opportunities
o streamhne our operatrons and reduce
costs. Creatlng the manufaotunng hub
was crucial to aocomphshmg this goal.
Asa resu!t we're gatmng efficiencies
across the entire supply chain, We're
very excited about the progress we've

~ made and the opportunities this work

provides for our customers.

What benefits have you realizéd :
from the centralization of suppiy
chain processes?

A2 With a single hub in Aﬂanta,iWé;

_ reduce the number of miles our I’éV/V/:/'
~ and packaging materials and ﬂmshed :

goods mustitravel to reach our

- customers. Consequently, we reduce j/
 transportation costs and our carbon

ootprint. When we make changes in a

. What have you experienced that
you didn’t anticipate?

A We didn’t realize how much waste
we would reduce Managxng numerous

formulas can lead to waste streams

and raw. matenal io'sses We've
oonsohdated the number of base
formulas, but we're also working
towards a zerofdssoharge goal by
designing ways to rework certain
waste streams rather than treat»ng
and dsschargmg them.

Looking forward, is this a m/od/’ei
we can expect to see rephcated in:
other areas?

The hub concept has provided a
significant benefit to a'company like

ours that manages a broad portfolio.

We will always look for opportunities

-to streamline operations and reduce
_costs, which could mean othe ’hub

, . locations for our global supply chaln
- product; we no longer have multiple

- plants through which to implement
- that change, including qualifying
~ suppliers and production Jines.

How are you doing internationally?

. The Latin America team has taken:
this strategy very seriously and with
personal ownership and involvement
at all levels. They've shown outstand-
ing.use-of. improvement processes 1o
reduce josses with significant cost
savings-for-the region. I'mimpressed:
with just how: many employees have
taken.on initiatives to drive out waste.

Clorox’s Cost Savings
($ Millions)

2007

2008

*n cost of goods sold




Winning The

Around the world, Clorox employees like Brittney Eiko, Ivor Nanton
and Naeema Doost (left to right) believe that the fong-term health of
our company depends on maintaining high standards of business

conauct, integrity, safety, quality and respect for people and the
environment in everything we do.

THE CLOROX COMPANY | 2009 ANNUAL REPORT 21



nvironmental
ustainability

We understand the fundamental importance of protecting the
environment. This year,'we set a goal with EPA Climate-Leaders
10 reduce greenhouse gases 10 percent by 2013. We planto
accomplish this goal by reducing our-operational footprint; for
example, converting to'more eco-efficient 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 a deadly fungus that is'destroying frogs and other amphibian
populations around the world and supporting the effort to rebuild
Greensburg; - Kansas, as.one of the most environmentally sustain-
able cities inthe U.S. .

ommunity

Founded in 1980, The Clorox Company Foundation has-awarded
cash grants totaling $77 million to nonprofit:organizations and for
education. In fiscal 2009 alone, Clorox made proddct donations
valued at $7.8 million to support disaster relief efforts, such as

trickloads of bleach to help clean-up efforts following hurricanes
lke and Gustav in the U.S. Following the 6.1 magnitude earth-
quake that hit:Costa Rica inJanuary 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 campaign
recorded its highest participation rate on record.

More than 50 Clorox employees in Costa Rica, incliding Raul Solano
(left)-and Christian Moya {right), volunteered their fime to help with
the construction of emergency housing for victims of the January
2009 earthquake in Costa Rica.




Atlanta, Georgia, line operator Melanie Hansford conducts a
variety of requiar quality checksto-ensure Pine=-Sol® products
are manufactured to'specifications.

afety

Product safety is a top priority. More than ever, consumers are
looking for information on the products they-use in their homes: In
response, Clorox was the first consumer. packaged goods company
to significantly increase the transparency of the ingredients in
our products. From a tradition that began with Burt’s Bees®.and
the infroduction of Green Works® products, this year we began
communicating ingredients in our-household:-and professional
cleaning and disinfecting products in the U.S. and Canada.
Visit:TheCloroxCompany.com/products:-for more information.

-thics/Governance

In support-of our.commitment to ethical business practices and-
high standards of governance and compliance; we maintain k
rigorous corporate governance practices and internal controls.
The quality-of our-corporate governance is-rated stronger
than 94.3 percent of S&P 500 companies and 98.5 percent

of household and personal products companies® according

1o RiskMetrics Group, which rates more than 7,400 companies.
worldwide on corporate governance practices.

YAS Of August 12009

At:Clorox, diversity andinclusion are' much more than just an
inftiative or a:mission statement. They are true drivers of how

we grow our business in a competitive marketplace. This year,
Clorox ranked No. 6 out of 400 corporations inCalifornia for our
percentage of female executive leaders and achieved a perfect
100-percent for the third year-on Human Rights Campaign’s
Corporate Equality Index, which rates companies on thelr reatment
oflesbian; gay, bisexual and tfransgender employees, consumers
and invéstors. Qur chief executive also had the distinction of
being the first Fortune 500 CEO to-address the Out & Equal
Workplace Summit.

Leaders like David Jones, Sandra Patterson and Sheldon Quan
(left to right) are helping create a culture of inclusion at-Clorox by
leading diversity-based employse resource . groups.
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The Right Solution:

Victor Bucardo (en)
General Manager =Clorox Mexico

Chris Hyder (right)
Director=Sales and Marketing

24 THE CLOROX . COMPANY | 2009 ANNUAL REPORT.

On Monday, April 27, 2009, as the international media logged their first
stories about the new virus coming out-of Mexico, a team of global
Clorox employees began working to adaress the impact this cutbreak
could have on our employees, consumers and customers.

With Mexico as ground zero,
what initial challenges did Clorox
face in your operations and how
did you respond? '

5

. Victor; Atthe height of the initial
crisisiin'Mexico; orders for Clorox®
disinfecting wipes were 30.times
higher than normal, and the market for
Clorox® disinfecting bleach was up
by 50 percent: We immediately imple-
mented our contingency plans for a
natural disaster response to ensure we
could make enough product available.
In-addition {0 our.own crews working
night-and day,-our people inMexico
were able to coordinate supply from
different warehouses in the U.8. with
very few interruptions.-Our ability to
deliver in atime 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® produicts would be
effective: We then coordinated with
those agencies to communicate this
information to the public. We devel-
oped public service announcements

that were distributed 10 media outlets
in‘the U.S: and-abroad, developed
in-store educational materials that were
distributed to our customer partners,

~andimplemented an Internet search

program that.drove consumers:to
educational HIN1.content hosted on
www.Glorox.com. We're continuing
{0 deploy these tactics as the pandemic
(HIN1) 2009 virus flares up-around
the world:

Victor: Because sodium-hypochlorite
bleach is the most widely available and
least expensive disinfecting product
available, Clorox is-often one of the first
places international relief agencies turn
10 for help when surface disinfection’is
key to theirresponse. The pandemic
(H1N1) 2008 virus-was'no exception.
We've :worked quickly 10 expedite
donations to the areas most affected
through the Red Cross of Mexico,
Mexico’s Federal Health Secretary and
Instituto- Mexicano del Seguro Social;
which is-Mexico's social security insti-
tution. We're proud to uphold Clorox’s
long tradition of responding in times
of need.

The U.S. Envirorimental Protectioni Agency believes; based on available scientific:information,
that the currently registered influenza A virus products will be effective against the 2009-H1N1
flustrairand .other influenza A strains on hard, nonporous surfaces.




The R i g ht Performance

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,
the measure 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 Cash Provided

Net Sales v by Operations Net Earnings
(in Millions) (in millions) (in millions)
N $5,450 - $730 $738 $537
5273 $709 $461
$4,847 V
$4,644
. l ]
06 07 08 09 06 08 09
Diluted Net
Earnings Per Share : ROIC Economic Profit?
(in dollars) (in millions)
$3.81
09

\ 26.5%
$326 $3.24 25.3%
$2.90

21.2% 21.8% = $376

$363

| | $348 I
06 07 08 08 09

1. Return on invested capital (ROIC) is non-GAAP measure that is calculated as earnings from continuing operations before income taxes, exciuding restructuring
and asset impairment costs and interest expense; computed on an after-tax basis as a percentage of adjusted average invested capital. See reconciliation of
ROIC in Exhibit 99.2 on Form 8-K filed on August 3, 2009, for the fiscal year ended June 30, 2009 filed on August 25, 2009.

2. Economic profit (EP) is used by management to evaluate business performance. EP represents profit generated over and above the estimated cost of paying for
the assets used by the business to generate profit. See reconciliation of EP in Exhibit 99.3 of the company’s Annual Report on Form 10-K for the fiscal year ended
June 30, 2009.
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The Clorox Company

Condensed Consolidated Statements of Earnings

Years ended June 30

Dollars in millions, except per share amounts 2009 2008 2007
Net sales $ 5,450 $5,273 $ 4,847
Cost of products sold 3,104 3,098 2,756
Gross profit 2,346 2,175 2,091

Selling and administrative expenses 715 690 642
Advertising costs 499 486 474
Research and development costs 114 111 108
Restructuring and asset impairment costs - 20 36 13
Interest expense 161 168 113
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 - - 5
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 139,015 139,633 151,445
Diluted 141,063 142,004 153,935
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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 1,180 1,253
Property, plant and equipment, net 955 960
Goodwill 1,630 1,658
Trademarks, net 557 560
Other intangible assets, net 105 123
QOther assets 149 158
Total assets $ 4,576 $ 4,712

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 1,937 1,665
Long-term debt 2,151 2,720
Other liabilities 640 632
Deferred income taxes 23 65
Total liabilities 4,751 5,082

Commitments and contingencies

Stockholders’ deficit
Common stock: $1.00 par value; 750,000,000 shares authorized; 158,741,461 shares issued at
June 30, 2009 and 2008; and 139,157,976 and 138,038,052 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: 19,583,485 and 20,703,409 shares at June 30, 2009 and 2008, respectively (1,206) (1,270)
Accumulated other comprehensive net losses (347) (179)
Stockholders’ deficit (175) (870)

Total liabilities and stockholders’ deficit $ 4,576 $ 4,712
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The Clorox Company

Condensed Consolidated Statements of Stockholders’ (Deficit) Equity

Treasury Accumulated
Common Stock Additional Shares Other Total
Dollars in millions, Shares Paid-in Retained Shares Comprehensive Comprehensive
except share amounts (000) Amount Capital Earnings (000) Amount Net Losses Total Income
Balance at June 30, 2006 249,827 $250 $397 $3,939 (98,529) $(4,527) $(215) $ (156)
Comprehensive income
Net earnings 501 501 $501
Translation adjustments, net of tax of $3 47 47 47
Change in valuation of derivatives,
net of tax of $1 (3) (3) [t6)
Minimum pension liability
adjustments, net of tax of $0 1 1 1
Total comprehensive income $546
Adjustment to initially apply SFAS No.
158, net of tax of $(23) (39) (39)
Dividends (200) (200)
Employee stock plans 84 ©) 2,358 100 175
Treasury stock purchased (2,400) (155) (155)
Treasury stock retirement (91,086) 91) (4,046) 91,086 4,137 -
Balance at June 30, 2007 158,741 159 481 185 (7,485) (445) (209) 171
Comprehensive income
Net earnings 461 461 $461
Translation adjustments, net of tax of $(2) 26 26 26
Change in valuation of derivatives,
net of tax of $17 27 27 27
Pension and postretirement benefit
adjustments, net of tax of $(15) (23) (23) (23)
Total comprehensive income $491
Cumulative effect of adopting
Interpretation No. 48 (10) (10)
Dividends (231) (231)
Employee stock plans 53 (19) 862 48 82
Treasury stock purchased (14,080) (868) (868)
Other 5) {5)
Balance at June 30, 2008 158,741 159 534 386 (20,703) (1,270) (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) (61) (51)
Total comprehensive income $ 369
Dividends (264) (264)
Employee stock plans 40 (17) 1,120 64 87
Other 5 2 3
Balance at June 30, 2009 158,741 $159 $579 $ 640 (19,583) $(1,206) $(347) $ (175)
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The Clorox Company

Condensed Consolidated Statements of Cash Flows

Years ended June 30

Dollars in millions 2009 2008 2007
Operating activities:
Net earnings $ 537 $ 461 $ 501
Deduct: Earnings from discontinued operations - - 5
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 1) - 61) (19
Asset impairment costs 3 29 4
Other 33 23 26
Changes in:
Receivables, net 2) (8) (15)
Inventories, net - (26) ®)
Other current assets 4) 11 13
Accounts payable and accrued liabilities (40) 63 (30)
Income taxes payable {6) (24) 11
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 - 1 2
Net cash used for investing activities (197) (1,082) (268)
Financing activities:

Notes and [oans payable, net (334) 681 (87)

Long-term debt borrowings 11 1,256 -

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 39 119
Net cash (used for} provided by financing activities (540) 380 (456)
Effect of exchange rate changes on cash and cash equivalents 9) 4 5
Net (decrease) increase in cash and cash equi\/alents (8) 32 (10)
Cash and cash equivalents:

Beginning of year 214 182 192
End of year $ 206 $ 214 $ 182
Supplemental cash flow information:

Cash paid for:

Interest : $ 161 $ 153 $ 117
Income taxes, net of refunds 275 299 272

Non-cash financing activities:

Dividends declared and accrued but not paid 70 64 61
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The Clorox Company

Report of Independent Registered Public Accounting Firm
on Condensed Consolidated Financial Statements

The Board of Directors and Stockholders of The Clorox Company

We have audited, in accordance with the standards of the Public Company Accounting 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 unqgualified 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 1, 2007, the
Company changed its method of accounting for uncertain tax positions upon adoption of Financial Accounting Standards Board
Interpretation No. 48, Accounting for Uncertainty in Income Taxes. Also, on June 30, 2007, the Company adopted the provisions
of SFAS No. 158, Employers’ Accounting for Defined Benefit Pension and Other Postretirement 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 Company’s 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.

é/th LLP

San Francisco, California
August 25, 2009
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The Clorox Company

Shareholder and Financial Information

Stock Listing
The Clorox Company’s common stock is listed 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, Rl 02940-3078

800-756-8200 or 781-575-2726

TDD 800-952-9245 or 312-588-4110 for hearing impaired
www.computershare.com/investor

Stockholder Information Service

Shareholder.com offers the latest Clorox news. Stockholders
can call 888-CLX-NYSE (259-6973) toll-free 24 hours a day to
hear messages about Clorox, request company materiais or get
a 20-minute-delayed stock quote. For more information, visit
www.shareholder.com.

Dividend Reinvestment/Direct Stock Purchase Plan
Clorox has authorized Computershare to offer a 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 company’s
internal control over financial reporting as of June 30, 2009,
and concluded that it is effective. For more information,

see ltem 9.A. of the company’s 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 company's 2009 proxy statement. Detailed
financial information is available without charge through the
following sources:

The company’s proxy statement is available at
www.TheCloroxCompany.com.
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The company’s Annual Report on Form 10-K for the
fiscal year ended June 30, 2009, is available at
www. TheCloroxCompany.com and through the
SEC’s EDGAR database. Printed copies are available
by calling 888-CLX-NYSE (259-6973).

CEQ/CFO Certifications

The most recent certifications by the company’s 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
company’s 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 CEQ certification as
required by Section 303A.12(a) of the New York Stock Exchange
Listed Company Manual.

Forward-Looking Statements

Except for historical information, matters discussed in the Annual
Report are forward-looking statements and are based on manage-
ment’s estimates, assumptions and projections. Actual results could
vary materially. Please review the “Risk Factors” and “Management’s
Discussion and Analysis of Financial Condition and Results of Opera-
fions” sections in the company’s Annual Report on Form 10-K for
the fiscal year ended June 30, 2009, and subsequent SEC filings,
for factors that could affect the company’s performance and cause
results to differ materially from management’s expectations. The
information in this report reflected management’s 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
comparny 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 Company’s common stock for the last five fiscal
years with the cumulative total return of the Standard & Poor’s 500
Stock Index and a composite index composed of the Standard &
Poor’'s Household Products Index and Housewares & Specialties
Index (referred to below as the Peer Group) for a 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.
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CLOROX The Clorox Company

1221 Broadway
Oakland, CA 94612
510-271-7000

The R i g ht Place To Visit

www. TheCloroxCompany.com

Para ver este informe en espanol, visite: www.TheCloroxCompany.com

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

Greenhouse
Trees Water Energy Gases Solid Waste
36,443 pounds 58,217 gallons 36 million Btu 11,050 pounds 3,231 pounds

of wood or a
total of 93 trees

*Environmental Impact estimates for savings pertaining to the use of post-consumer recycled fiber share the same common reference data
as the Environmental Defense Fund paper calculator v2.0, which is based on research done by the Paper Task Force, a peer-reviewed
study of the lifecycle environmental impacts of paper production and disposal. Environmental Impact estimates for savings pertaining
to the use of paper made with renewable energy are based on the U.S. EPA Power Profiler. Values derived for the Neenah Green
Eco-Calculator are from publicly available information sources. :
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and made entirely with renewable energy.
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