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90%
of sales come from or

market positions

1.2 billion

standard
servings of Jim Beani

bourbon sold each
year

230 million
Titleist golf balls sold in 2009

60 million
Master Locks sold in 2009

379105 pounds
of red wax sealed Makers Mark

bottles in 2009

1.6 million

agaves planted by Sauza in 2009

using
sustainable firming practices

85%
of players at the 2009 U.s

Amateur Championship played

Titleist golf balls

Lifetime
Moens warranty against leaks

drips and finish defects

generations
of Beam family distillers

13 years
in row weve been named the Most

Admired Company in our industry

category by Fortune magazine
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Powerful Enduring Consumer Brands
Our 20 topselling brands drove nearly 8o% of our total sales

2009 net sales in millions rou tided to nearest $50 million

Moen

Titleist

Jim Beam
_______________________

Footjoy

Master Lock

Aristokraft

onto

Therm a-Tru

Sauza _________

Courvoisier NiI

Waterloo _________

Kitchen Craft I1

DeKuyper _______

Makers Mark fl1

Canadian Club 111I

Cobra ______

Omega _____

HomeCrest

Teachers

Schrock
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Earnings Per Share Net sales for Fortune Brands were $6.69 billion down 12% as flat sales in

diluted continuing operotions the relatively stable
spirits category tempered the impact of lower sales

for golf and home products

Diluted earnings per
share from continuing operations were $1.60 up 55%

due to lower net charges

Excluding charges and gains diluted earnings per share from continuing

operations were $2.43 down 35% reflecting the impact of absorbing lower

volumes across our cost base

Free cash flow reached $572 million after dividends and net capital

expenditures

Total shareholder return including dividends was 8%

Throughout 2009 we focused on two major goals outperforming

our markets at both the top and bottom lines and positioning the company

for strong growth when the economy recovers

05
o6 07 08 09 We pursued these goals through three key initiatives across our businesses

fine-tuning our strategies to adjust to the evolving consumer

reducing cost structures and increasing flexibility
in our operations

aggressively managing our cash to strengthen our balance sheet

Quarterly Net Sales Trend
Together these strategies are enabling Fortune Brands to emerge from

2009 versus 2008 the downturn in very strong position

Earning Consumers Trust During Challenging Times

During the economic downturn consumers clearly changed their purchas

ing behavior focusing on trusted brands that deliver real value Many pulled

back from big-ticket discretionary purchases such as major remodeling

projects and golf clubs while others shifted more of their
spirits purchases

from restaurants and bars to retail outlets Still others focused purchases on

lower price points particularly in certain home products and
spirits categories

To succeed in this environment we saw it as critical to reinforce the

strength of our brands deliver valise at various price points and drive

demand in targeted and creative ways This included developing innovative

new products and targeted brand-building programs to keep consumers

excited about our brands and products As consumers shifted shopping and

buying behavior we matched our initiatives to seasonal consumption

patterns and the distribution channels where consumers were most active

Qi Q2 03



In Spirits we hn ught excitement to the marketplace in 2009 with

newproduct innovations The introduction of Red Stag by Jim Beam

attracted new consumers to the bourbon category Sauza Margarita ina

Box appealed to consumers increasingly entertaining at home We brought

innovations to international markets with Larios sa gin and DYC Single

Malt in Spain and Canadian Club ready4mdrink products in Australia

While we held hack on spirits brand investment as we transitioned to

new international stribution structures we boosted brand investment

by double digits during the seasonally important fourtMquarter holiday

selling season in the

Our spirits
business also completed number of steps that are bringing

us closer to cus omers and consumers simpiidng our organization

and enhancing how we position and sell our brands To bolster our sales

and distribution enhanced our organization and our routes to market

Vse executed smooth transition to our ness 24 market international sales

alliance with lhe Ldrington Group owner of brands such as The Famous

Grouse The Macallan and Brugal simplified our international
spirits

busmess stiucture by merging uso units into one European business unit

initiated new longI rm incentivebased contracts with our largest distribu

tors in the U.S and aligned our U.S sales organization by distributor rather

than region As result of the changes weve made in sales and distribution

see now direct control more than 750o of our spirits sales up from just

80o in 2008

We believe we ca perform better in the
spirits marketplace and with

these initiatves place we see excellent prospects to profitably grow our

key brands and elevate our longterm performance



In Home Security we remained proactive in the marketplace and

continued to outperform the category We gained share with successful

initiatives including expanded customer relationships at major home

centers advanced fliucet designs made possible by the new compact Moen

Duralast cartridge revollutionary security products like the Master Lock

Speed Dial and innovative garage organization products from Waterloo

Even though the economy challenged bigticket remodeling purchases

we still sold more than si billion of kitchen and bath cahinetry As consumers

shifted cabinetry purchases to home centers we strengthened our position

by developing new cabinetry lines to fill price gaps and new styles to appeal

to todays consumer

Weve also emerged as an industry leader in promoting energy efficiency

and green products For example Moens industrydeading line of

ecofriendly faucets reduces water consumption by o% arid the energy

conservation benefits of Simonton Windows helped the brand gain share

as consumers capitalized on an energyefficiency tax tredit

PD continued to outperform the Golf market in aoo9 on the success of

our investments in two key areas innovation and international growth

Newproduct innovations helped us gain share at the high end of the

market The Titleist Pro Vi golf ball continued to grow share as golfers

remained committed to the products technological and performance

benefits Advanced-performance Tideist clubs gained share and commanded

premium pricing And Footjoy reinforced its industry leadership with

innovative products such as the new ICON and SYNR% shoe lines

Iritemnation ally weve invested to develop the golf industrys finest sales

organization in Korea as well as in growth initiatives in Japan China and

Australia In local currencies our golf sales across Asia and Australia were

up at doublwdigit rate in aoo To further support these growth opportm

nities were constructing new ball plant in Thailand to complemesst our

U.S golf ball production

tmnprovin Cost Miurisres and hi anastnst Ca.sh

Tb help all of our businesses deliver operating margins at the forefront of

their categories we continued to reduce cost structures and enhance the

efficiency and flexibility
of our supply chains

These included tough hut necessary decisions over the course of the

downturn to take significant cost out of our businesses as sales volumes

declined These moves including 40% reduction in the number of

Sptrits
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positions and facilities in Home Security and more modest reductions We Define Trust Many Ways

in Golf have resulted in competitive cost structures while also retaining

flexibility
in our supply chains so we can ramp up as demand rebuilds ball in golf

Our
spirits

business has also implemented initiatives to enhance organiza
Titleist

tional effectiveness and supply chains dedicating savings to reinvest in

brand growth

Lastly we aggressively managed our cash to strengthen our balance Buy it for looks
sheet and financial flexibility Our aggressive cash-management initiatives

Buy it for life
included lower capital expenditures and significant reduction in working

Moen

capital After careful consideration we also reduced the annual dividend

rate to $0.76 per share prudent action that aligned our dividend with our

historical payout ratio The combination of these measures enabled us to Tough Tinder Fire

generate our strong free cash flow for 2009 Master Lock

Confidence in the Future ThevVorlds
Fortune Brands performance

continues to be built on foundation of

powerful enduring and profitable brands in categories with attractive Finest Bourbon
long-term fundamentals Moving into 2010 we see the front end of Jim Beam

recovery as an excellent time to stay on offense in the marketplace and

invest to build profitable market share We also recognize the consumer shoe in golf
wont recover overnight and were sure to face continued challenges

Footloy

However the success of your company in navigating the historic challenges

of 2009 enhances our prospects in 2010 and beyond The 24000 people

of Fortune Brands are inspired by the confidence demonstrated by your
The Brand

ownership of our stock and we will always remain focused on earning Bartenders Trust
and rewarding your trust

DeKuyper

Sincerely We Make Lasting

Impressions
Simonton

Bruce Carbonari
The Le endary

Chairman Chief Executive Officer Rum St Croix
Cruzan

February 23 2010
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builds passion for its brand one consumer at time

The worlds superpremium bourbon engages both bartenders and

consumers by embedding Makers Mark Distillery Diplomats in key

markets throughout the world From New York to Los Angeles London

to lokyo the Distillery Diplomats are instrumental in inspiring and

enlightening these ke influencers about the brand The result Makers

is recommended nearly two-to-one over the competition Makers Mark

Ambassadors the brands community of fans spread the ss ord even

further and sales grow at double digit rate year after year
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has built its position as the number one faucet brand in North

America with an intense focus on consumers Proprietary research into how

consumers interact sith ssater helps Moen develop products for the kitchen

and bath that deliser
style

and performance Mocns industryleading line

of ecoUriendly faucets plus innovations like the i0DIGITAI shower system

and the reliable new Duralast cartridge help consumers enjoy water wisely

\nd Moens uncommon commitment to customer service helped the brand

increase sales at US iome centers in the challenging economy of 2009

the Most usted Bal in Go
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Were proud to be an industry leader in developing and promoting inno

sative energyetficient products Moen offers an extensive line of ecofriendly

faucets carrying the FPAs WaterSense designation ihermaTru pioneered.

and continues to redefine the thermally efficient fiberglass entry door

category And by utilizing advanced materials leveraging innovative spacer

systems and develop ng stateof the-art glass packages our researchers

at combine aesthetic beauty with energy efficiency..

enabling consumers to lower their energy bills while adding comfort and

curb appeal to their homes Simonton sales surged late in 2009 due to share

gains and tax incenti es rewarding consumers for going green
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When it comes to innovation se dont follow the herd

is differcnt breed of bourbon that brought excitement and

new legal-purchase-s ge consumers to the category Boosted by its unique

flavor profile and partnership with Kid Rocks sold-out summer concert

tour this bourbon infused with natural black cherry quickly became one

of the most successfr new spirits products in
years

Red Stag shipments

tripled our initial projections and this
runaway success helped contribute

to strong sales growth for the Jim Beam brand in the U.S
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With strong foundation that includes teaching infrastructure practice

facilities and successful Tour professionals Korea offers
very attractive

growth prospects in golf Weve built the markets finest team in the golf

industry to drive sustained growth.. and Korean consumers are embracing
the performance and quality offered by our and brands

As result we outperformed the market in Korea with sales that grew more
than 3oo in local

currency in 2009 Boosted by additional growth in Japan
China and Australia sales from markets outside the U.S rose to 440o of

our total golf revenues



Enriching our DURNC DFFiCULT ECONOMIC TIMES THE INVESTMENTS WE

communities
MARE iN OUR COMMUNiIIES ARE MORE IMPORTANT THAN

EVER REFLECTINC OUR COMMITMENT TO ENV1RONMENTAL

SUSTAINABILIT WE CONTINUE TO MAKE MULTIMILLION

DOELAR IMPROVEMENTS TO REDUCE ENVIRONMENTAL IMPACTS

COHSERVE NATURAL RESOURCES AND REDUCE CENERAT1ON

OF WASTES WERE PROUD TO BE AN INDUSTRY LEADER IN

PROMOTING RESPONSIRIEITY IN ALCOHOL CONSUMPTION AND

IN COMBATING ALCOHOL ABUSE AND THROUGH ORGANIZATIONS

SUCH AS HABITAT FOR HUMANITY THE STOREHOUSE

THE UNITED WAY OPERATION HOMEER ONT SUSAN ROMEN

FOR THE CuRE AND HAIL EARTHQUAKE REL FT AGENCIES

THE PEOPLE OF FORTUNE BRANDS MAKE DFEERENCE

i6



Our leadership in the spirits industry is evident in many
III ways We established the industrys strictest standard in

the U.S to limit exposure of
spirits advertising to young

people Were spearheading programs to eliminate

underage consumption and binge drinking on college campuses We partner

with the National Center for DUI Courts to combat drunk
driving And with

specially labeled bottles of Jim Beam the Red Stag sponsorship of Kid Rocks

tour and volunteer efforts proudly teams up with

to support American service personnel and their families



Financial Highlights

Fortune Brands Inc and Subsidiaries

in millions except per share amounts 2009 2008 change 2007

Net Sales

Spirits
$2469.6 $2480.9 $2606.8

Home Security 3006.8 3759.1 4550.9

Golf 1218.3 1368.9 1405.4

$6694.7 $7608.9 12.0 $8563.1

Operating Income

Spirits
484.7 543.7 766.7

Home Security
87.0 465.6 503.0

Golf 25.0 125.3 165.5

Less Corporate expenses
91.5 57.8 58.9

505.2 145.6 247.0 $1376.3

242.8 311.1 22.0 762.6
Net income

Earnings per common share

Basic 1.61 2.05 21.5 4.98

Diluted 1.60 2.02 20.8 $4.87

NetincomefromcontinuingoperatiOnS
242.8 158.6 53.1 749.5

Income from discontinued operations
152.5 13.1

Earnings per common share from continuing operations

Basic
1.61 1.04 54.8 4.89

Diluted 1.60 1.03 55.3 4.79

Other Data

Operating income 505.2 145.6 247.0 $1376.3

Less

Interest expense
215.8 237.1 293.6

Other income expense net 6.0 279.9 37.5

Income taxes
36.3 95.6 346.3

Noncontrolling interests
4.3 65.8 24.4

FreecashflowW 572.5 430.3 518.9

Add

Discontinued operationssale of wine business 31.0

Capital expenditures net 141.6 157.0 197.8

Dividends paid
152.2 261.2 248.6

Cash flowfrom operations
866.3 817.5 965.3

Dividendspaidpercommonshare
1.01 1.72 41.3 1.62

Actual number of common shares outstanding 150.5 150.1 153.9

Average number of common shares outstanding diluted 151.8 153.7 156.5

Free Cash Flow is Cash Flow from Operations
less net capital expenditures and dividends paid to stockholders It additionally excludes credits and payments of taxes on the

discontinued operation sale of the wine business Free Cash Flow is measure not derived in accordance with GAAP Management believes that Free Cash Flow provides investors

with helpful supplemental information about the companys ability to fund internal growth
make acquisitions repay

debt and repurchase common stock This meosure may be

inconsistent with similar measures presented by
other

companies

CEO and CFO Certifications

In 2009 Fortune Brands chief executive offi cer provided
to the New York Stock Exchange

the annual CEO certification regarding
Fortune Brands compliance

with the New York

Stock Exchanges corporate governance listing standards In addition Fortune Brands CEO and chief financial officer filed
with the United States Securities and Exchange

Commission all required certifications regarding the quality of
Fortune Brands public disclosure in its fiscal 2009 repOrts

i8



Board of Directors Corporate Officers

Bruce Carbonari

Chairman and

Chief Executive
Officer

Fortune Brands Inc

Richard Goldstein

Former Chairman and

Chief Executive Officer

International Flavors

Fragrances Inc

Ann Fritz Hackett

Founder and President

Horizon Consulting Group
LLC

Pierre Leroy

Former President

Worldwide Construction

Forestry Division and

Worldwide Parts Division

Deere Company

A.D David Mackay

President and

Chief Executive Officer

Kellogg Company

Anne Tatlock

Former Chairman and

Chief Executive Officer

Fiduciary Trust Company
International

David Thomas

Former Executive Chairman

IMS Health Incorporated

Lead Director

Ronald Waters III

President and

Chief Executive Officer

Lojack Corporation

Norman Wesley

Former Chairman and

Chief Executive
Officer

Fortune Brands Inc

Peter Wilson

Former Chairman

Gallaher Group Plc

Bruce Carbonari

Chairman and

Chief Executive
Officer

Craig Omtvedt

Senior Vice President and

Chief Financial Officer

Mark Hausberg

Senior Vice President

Finance and Treasurer

Patrick Koley

Senior Vice President

Strategy Corporate

Development

Mark Roche

Senior Vice President

General Counsel and

Secretary

Anthony Diaz

Vice President

Investor Relations

Clarkson Hine

Vice President

Corporate Communications

and PublicAffairs

Elizabeth Lane

Vice President

Human Resources

Charles Ryan

Vice President Taxes

Allan Snape

Vice President

Business Development

Maft Stanton

Vice President Public
Affairs

Chris Swonger

Vice President

Government Relations and

Public Affairs

Lauren Tashma

Vice President

Associate General Counsel and

Assistant Secretary

Gary Tobison

Vice President and

Chief Internal Auditor

Edward Wiertel

Vice President and

Corporate Controller

Reconciliation of Non-GAAP Measures

Operating Income

Before Charges 2009 2008
change 2007

Spirits 607.5 634.6 4.3 725.2

Home Security 139.0 348.2 60.1 599.3

Golf 60.2 125.3 52.0 166.3

Corporate expenses 87.8 57.8 51.9 58.9

Operating income

before charges 718.9 1050.3 31.6 1431.9

Restructuring and

othercharges 121.2 119.2 1.7 101.2
Asset impairment charges 92.5 785.5 88.2

Gain from the sale of The

Dalmore Scotch assets 45.6

Operating income 505.2 145.6 247.0 $1376.3

Operating Income Before Charges is Operating In come derived in accordance with

GAAP excluding restructuring and other charges assets impairment charges and the

gain from the sate of The Dalmore Scotch assets Operating In come Before Charges

isa measure not derived in accordance with GAAP Management uses this measure to

determine the returns generated by our operating segments and to evaluate and identify

cost reduction initiatives Management believes this measure provides investors with

helpfyl supplemental information regarding the performance of the
company from

year to year This measure may be inconsistent with similar measures presented Is-

other
companies

Earnings Per Common Share Diluted 2009 2q08 change 2007

Income from continuing

operations before charges/gains

Maxxium distribution gain

VS auction
process

costs

Maxxium investment write-down

Accelerated Future Brands

deferred gain

Gain on Future Brands termination

Tax-related credits

Asset impairment charges

Beam Global minority

interest repurchase

Restructuring and

other
charges

Gain on sale of The Dalmore

Scotch assets 0.18

1.60 1.03 55.3 4.79

0.99 100.0 0.08

1.60 $2.02 20.8 $4.87

EPS from Continuing Operations Before Charges/Gains is Net Income from Continuing

Operations
calculated on per-share basis excluding restructu ringand other charges

and other one-time items

BPS from Continuing Operations Before Charges/Gains is measure not derived in

acco rdance with GAAP Management uses this measure to evaluate the overall

performance of the company and believes this measure provides investors with helpfyl

supplemental information regarding the underlying performance of the company

fromyear to year This measure may be inconsistent with similar measures presented

by other companies

2.43 $3.75

0.08

0.03

0.33

35.2 $5.06

100.0

100.0

100.0

0.29 100.0

0.95 100.0

0.64 100.0

0.44 4.29 89.7

0.53 100.0

0.47 0.48 2.1 0.45

Income from
continuing operations

Income from discontinued operations

Net income

19



Operating Company Officers

Spirits
Ian Gourlay David Lingafelter James Connor

Beam Global
Spirits

Senior Vice President President President

Wine Inc Operations Supply Chain Moen Incorporated FootJoy

Matthew Shattock Mindy Mackenzie John Heppner Jeffrey Harmet

President and Senior Vice President President President

Chief Executive Officer
Human Resources Fortune Brands Storage Cobra and Titleist Golf Clubs

Robert Probst Kenton Rose
Security LLC

Gerald Bellis

Senior Vice President Senior Vice President David Randich President

Chief Financial
Officer

General Counsel President Titleist Golf Balls

Therma-Tru Corp
William Newlands Keith McLeod Joseph Nauman

President BGSW USA Chief Information Officer Mark Savan Executive Vice President

President Corporate and Legal
Donard Gaynor Home Securit

Simonton Windows Inc
Senior Vice President Fortune Brands Home William Burke

Managing Director Security LLC Golf Senior Vice President and

International Acushnet Company Chief Financial
Officer

Christopher Klein

Kevin George President and Walter Uihlein Dennis Doherty

Senior Vice President Chief Executive Officer
Chairman and Senior Vice President

Global Chief Marketing Officer Chief Executive Officer Human Resources

Gregory Stoner

President Margaret Nicholson

MasterBrand Cabinets Inc Senior Vice President and

Chief Information Officer

Operating Companies and Leading Brands

Spirits Cordials Liqueurs Cabinetry Golf Balls

Beam Global
Spirits DeKuyper Sourz After Omega DecorÆ Kitchen Titleist

Wine Inc Shock Leroux Kamora Craft Diamond Thomasvile Pro VI Pro VIx NXT Tour

510 Lake Cook Road
Kuemmerling Castellana Cabinetry Dynasty by

NXT DTSoL0

Deerfield IL 60015-4964 Omega Diamond Reflections
Pinnacle

1-847-948-8888
Vodka

Schrock Kemper Somersby
Dimension Gold Precision

Gold Distance RibbonEFFEN Vox Wolfschmidt

Bourbon Kamchatka Gilbeys

HomeCrest Aristokraft

Jim Beam Jim Beam Black
Capital Cabinets Kitchen Golf Clubs

Makers Mark Old Crow Gin Classics Contractors Choice Titleist

Old Grand-Dad Red Stag by
Larios Gilbeys Calvert

Exterior Doors
909D Comp 909D2 909D3 drivers

909F fairway metals 909H hybrids

Jim Beam Rum Therma-Tru Classic-Craft API AP2 GB MB irons Vokey Design wedges

Small Batch Bourbon Cruzan Ronrico
Fiber-Classic Smooth-Star

Scotty
Cameron

putters

Knob Creek Bookers
Conch Republic

Benchmark by Therma-Tru Cobra

Tru Defense Cobra ZL drivers Cobra S2 drivers

Bakers Basil Haydens Ready.to.Drink Cocktails Cobra S2fairways
Cobra Baffler Rail

Blended Whisky/Whiskey
Beam Cola Beam Black

Windows
fairways Cobra Baffler

Rail hybrids

Canadian Club Teachers Cola Jim Beam Choice Simonton Reflections Cobra S2 irons Cobra S2 Max irons and

1Alhisky DYC Jim Beam Rye Dry Jim Beam Zero Sugar Impressions StormBreaker iron-hybrids
Cobra S2 Forged irons

ri1 Old Overholt Windsor Cola Canadian Club Cola
StormBreaker Plus

Golf Shoes

Lord Calvert Tangle Ridge
Canadian Club Dry

ProFinish Prism Verona

Footjoy

Alberta Premium Canada Canadian Club Ginger Beer Architectural Millwork Fl ICON SYNR-G Dry Joys

House Kessler Calvert Extra Cocktail Cubes
Fypon FJ SPORT Contour Series Fl SuperLites

Fürst Bismarck Complete
brand

listing
at LoPro Myloys

www.beamglobal.com
Security

Single Malt Master Lock Master
Golf Gloves

Laphroaig Ardmore Home Security Magnum Fortress FootJoy

Fortune Brands Home American Lock Dudiley
PureToucis Limited StaSof SciFlesti Spidr2

Tequila
Security LLC Sof Joy WeatherSof RainGrip WinterSof

Tres Generaciones 100 Afios
520 Lake Cook Road

Tool Storage Titleist

Hornitos Sauza Gold Sauza
Deerfield IL 60015-5611

Waterloo Sear Craftsmant Players Players-Tech Perma-Tech

Blanco El Tesoro
1-847-484-4400 Magnum Fortress Perma-S oft

Cognac Faucets and Accessories Golf Golf Outerwear

Courvoisier Salignac Moen ShowHouse Cleveland Acushnet Company FootJoy

Port Brandy and Sherry Faucet Group Home Care 333 Bridge Street Dryloys Tour Collection Performance Light

Cockburns Harveys
Donner Moen Commercial P.O Box 965

Series Softshell Jacket Golf Mock Supersoft

Fundador Terry Centenario
Fairhaven 02719-0965

Windshirt Performance knits

Tres Cepas
1-508-979-2000
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Corporate Data

Executive Office

520 Lake Cook Road

Deerfield IL

60015-5611

1-847-484-oo

Website

www.fortunebrands.com

E-mail

mail@fortunebrands.com

Registered Office

2711 Centervifie Road

Suite 400

Wilmington DE 19808

Common Stock

Fortune Brands common
stock is listed on the

New York Stock Exchange
Our trading symbol is FO

Annual Meeting

The Annual Meeting of

Stockholders will take place

on Tuesday April 27 2010

at 13o p.m CDT at The

Westin Chicago North Shore
6oi Milwaukee Avenue

Wheeling IL 60090

Web Site Directory

Fortune Brands Inc

www.fortunebrands.com

Spirits

www.beamglobal.com

www.drinksmart.com

www.jimbeam.com

www.theredstag.com

www.sauzatequila.com

www.makersmark.com

www.cruzanrum.com

www.canadianc1ubwhiskycom

www.courvoisier.com

wwwiaphroaig.com

www.dekuyperusa.com

www.smallbatch.com

www.knobcreek.com

www.hornitostequila.com

www.eltesorotequila.com

www.effenvodka.com

www.voxvodka.com

www.rilwhiskey.com

www.americasnativespirit.com

www.harveys-usa.com

www.lariosdrygin.com

www.teacherswhisky.com

www.ardmorewhiskycom

www.virtualspirit.org/allaccess

Transfer Agent for Common
Stock and Preferred Stock

Wells Fargo Shareowner

Services

P.O Box 64874

St Paul MN 55164-0874

1-800-225-2719

Quarterly Earnings News

Summaries Copies of News

Releases and Corporate

Publications

Shareholder Directs

1-800-310-5960 or

www.fortunebrands.com

Duplicate mailings of proxy

mater ials to the same address

are costly to Fortune Brands

and may be inconvenient to

many stockholders Securities

and Exchange Commission

rules allow for the elimina

tion of duplicate reports

provided your request is in

writing Eliminating these

duplicate mailings will not

affect your dividend or proxy

card mailings

Home Security

www.moen.com

csi.moen.com

showhouse.moen.com

www.masterlock.com

www.masterbrand.com

www.omegacabinets.com

www.decoracabinets.com

www.kitchencraft.com

www.diamondcabinets.com

www.schrock.com

www.kempercabinets.com

www.homecrestcab.com

www.aristokraft.com

www.thermatru.com

www.benchmarkdoors.com

www.myilglydoor.com

www.waterloojndustries.com

www.siinonton.com

www.fipon.com

www.diamondatlowes.com

www.misgabinetes.com

www.thomasvillecabinetrycom

www.kitchenclassicsatlowes.com

www.capitalcabinets.com

Please write to

Fortune Brands Inc

Shareholder Services

520 Lake Cook Road

Deerfield IL 60015-5611

SEC Filings

The distribution of this

Annual Review with respect

to our 2010 Annual Meeting

of Stockholders is accompa
nied by copy of our Annual

Report on Form 10-K as filed

with the SEC for the last fiscal

year You may also view elec

tronic copies of our Annual

Report on Form 10-K and

other documents that we file

with the SEC on our website

www.fortunebrands.com

Golf

www.titleist.com

www.footjoy.com

www.cobragolf.com

www.pinnaclegolf.com

www.scottycameron.com

www.vokey.com

www.myjoys.com

www.mytpi.com

www.flttingworks.com

www.titleistblog.com

Fortune Brands Inc is hold

ing company with subsidiaries

engaged in the manufacture

and sale of distilled spirits

home and security and golf

products To make this annual

report easier to read weve

used the words we our and

similar terms to describe the

activities of Fortune Brands

Inc or its subsidiary compa
nies or both depending upon
the context

Aristokraft Canadian Club Cobra

Courvoisier Cruzan Duralast

DYC EFFEN FootJoy HomeCrest Icon

ioDigital Jim Beam Kitchen Craft

Laphroaig Lariol Maker MarL Master

Loclc Moen Omega Pro VI Red Stag

by Jim Beam Sauza Schroclc Scotty

Cameron Simonton Therma-Tru

Tztleior Vokey Design and Waterloo are

among the trademarks held
by subsidiaries

ofForsuneErands Inc in the U.S

and various countries
internationally

DeKayper
is the trademark of

KoninklijkeDeKuyperB.V

WaterSense is the trademark of the U.S

Envi ronmental Protection Agency

Thomasville
Cabinetry is registered

trademark of Thomasville Furniture

Industries Inc

dSeors and Craftsman are the trademarks

of Sears Brands LLC

This annual review is produced on

Monadnock Astrolite PC sos

post-consumer_recycled material

All of Monadnock Paper Mills Graphic

Arts and
Packaging Papers are

manufactured carbon neutral with

soo% renewable electricity

Envronmental benefits for using

MonadsoekAstrolite PC coo in the

Fortune Brands 2009 Annual Review

6183 pounds of solid waste

not produced

67555700 nus of energy

not consumed

60614 pounds of wood saved

18860 net pounds of greenhouse

gas CO2 not produced

97530 gallons of

not produced

7928 pounds of carbon emissions

not produced

Design IV Partners Wilton CT svppartners.com Photography Ron Wu Studios Chicago It
ronwuphoto.com Printing Dynagraf Canton MA dynagraf corn
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