
Aiming EVEN Higher
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SPIRITS sales increased 8o to record as our strategic investments strengthened our brands

and fueled new momentum in markets around the world

HOME SECURITY sales rose go0 and profits accelerated with the henefit of share gains lower costs

and enhanced supply chains



Dear FELLOW shareholders

Fortune Brands achieved our objectives in 2010.. and more Your company delivered strong growth in sales

and earnings Our businesses outperformed their respective markets and emerged from the economic downturn

in strong competitive positions And we charted course designed to maximize long-term shareholder value

NET SALES INCREASED 7% REFLECTING BROAD-BASED GROWTH ACROSS ALL THREE

BUSINESSES

DILUTED EARNINGS PER SHARE INCREASED 98% TO $3.16 REFLECTING STRONG

OPERATING PERFORMANCE AND NET GAIN PRINCIPALLY DUE TO TAX-RELATED ITEMS

EXCLUDING CHARGES AND GAINS DILUTED EARNINGS PER SHARE WERE $2..81 UP i6%
WE GENERATED FREE CASH FLOW OF $690 MILLION

TOTAL SHAREHOLDER RETURN INCLUDING DIVIDENDS WAS MORE THAN 41%

The strength of our three businesses and of our 2010 results is result of our strategic approach during

both the global economic downturn and the front end of the recovery During the downturn our focus on the

Cs consumers costs and cash enhanced the position of our brands in the marketplace improved our

cost structures and the productivity of our supply chains and bolstered our financial strength and flexibility

And our determination to stay on offense at the front end of the recovery as we outlined here year ago

drove our proactive strategic initiatives and targeted investments in 2010 that helped us build profitable

market share

Strong Momentum in 2010 Across All Three Businesses

SPIRITS Our Beam Global spirits business built strong momentum as sales increased to record level up 8%

including 3% benefit from excise taxes and favorable foreign exchange We boosted brand investment by

double digits to promote sustainable long-term growth As expected these investments impacted 2010 operating

income before charges which declined 3% Even so our operating margins remained among the best in the

industry Our investments paid off in record year of brand-building innovations that included the introductions

of Makers 46 Cruzan and Courvoisier 21 and the first full year of the red hot Red Stag by Jim Beam
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We further supported our growth with substantial increase in digital media successful new brand-building

campaigns and our strengthened global sales and distribution organizations .Asa result we grew in our three

major geographies North America Europe/Middle East/Africa and Asia-Pacific/South America and world

wide case volumes expanded for eight of our 10 biggest brands Jim Beam Sauza Canadian Club Courvoisie

Teachers Makers Mark Larios and Cruzan Notably Makers Mark exceeded one million cases sold for the

first time in its history

HOME SECURITY Our Home Security business significantly outperformed the home products market

with sales that grew 8% Sales expanded across all of our product lines Significant new business wins with

retailers robust growth with builders and sustained strength with dealers helped our cabinetry business gain

share and become the North American market leader Moen gained share in the U.S and grew at double-

digit rate in international markets Our advanced energy-efficient window products helped Simonton grow at

double-digit rate and new products and styles fueled healthy growth for Therma-Tru .Master Lock continued

to innovate and the Tough Under Fire brand led strong growth for our security and storage products

The work we did during the downturn to substantially reduce costs and create lean and flexible supply chains

delivered major benefits to the bottom line With the benefit of higher volumes on lower cost base operating

income before charges in Home Security grew 69%

GOLF Our reported golf sales increased 2% and were up 7% excluding the Cobra brand that we sold to

Puma in April Both Tirleisr and FootJoy extended their leadership with robust sales increases fueled by

innovative new products such as the new Titleist 910 driver next-generation NXT and DT SoLo golf balls

and API and AP2 irons FJ ICON and Sport shoes and the new FJ outerwear layering system Our investments

in expanding our position in attractive Asian markets are helping deliver strong gains now and positioning

our brands well for long-term growth These investments included the opening of new golf ball plant

in Thailand market-specific products for Japan and the further development of our sales and marketing

infrastructure in Korea China Japan and Australia Operating income before charges was up 33%



AS PURE-PLAY SPIRITS COMPANY WE EXPECT TO TRADE AT multiple

APPROPRIATE TO THE high-return SPIRITS

INDUSTRY AND attract NEW shareholders

Three Strong Businesses Built to Thrive Independently

The strength and success of our three businesses were critical factors in the decision we announced in

December In order to maximize long-term value for shareholders we intend to separate our three attractive

and well-positioned businesses Our intent is to become pure-play spirits company to spin off the Home

Security business to shareholders in tax-free transaction and to either sell or spin off our golf business

While we are still finalizing detailed separation plans we expect to complete this proposed plan in 2011

subject to final Board and regulatory approvals

This proposal is consistent with the approach the company has taken over long period of time to drive

shareholder value Throughout the years Fortune Brands has actively managed the portfolio to outperform

and create value for the long term These initiatives have come in three primary areas first and foremost

developing our businesses organically second high-return add-on acquisitions and divestitures and third

returning cash to shareholders through high-return share buybacks and dividends As result weve

organically grown brands that have captured or strengthened the leading market position such as Moen

Jim Beam Titleist FootJoy Master Lock and our cabinetry brands and weve significantly enhanced our

spirits and home security businesses over the years with strategic acquisitions while also creating value

through the sale of the wine business the sale of non-strategic brands across caiegories and the innovative

repositioning and subsequent spin-off/merge of the ACCO office products unit These steps have significantly

enhanced each of our businesses as well as our overall portfolio while also creating substantial value for

shareholders Since the company began trading as Fortune Brands in 1997 our total shareholder return has

significantly exceeded that of the SP 500

Maximizing Long-Term Value for Shareholders

In line with this approach our Board and management conducted an ongoing strategic review over the past

four years that included regular evaluation of separating our businesses at the right time to serve the best

interests of our shareholders As we neared the end of 2010 it was very clear to us that our businesses

had navigated the downturn better than we had expected and were strong enough to compete and grow

EMERGING FROM ECONOMIC CONSISTENTLY STRONG THREE STRONG BUSINESSES

DOWNTURN IN STRONG POSITION GENERATION OF CASH
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HOME SECURITY WILL BE AN INDUSTRY leader WITH THE opportunity

TO.. drive SUBSTANTIAL upside FOR SHAREHOLDERS

AS THE HOUSING MARKET RECOVERS

aggressively on their own as the economy recovers Accordingly we made the decision to take the next logical

step
in the evolution of Fortune Brands which we believe will maximize long-term value for our shareholders

While the breadth and balance of our portfolio have served shareholders very well we see the potential for

even greater value by separating our businesses into focused companies when they are in such strong competi

tive positions and have such compelling growth prospects

We have tremendous confidence in the future of each of our businesses We expect these businesses will

have the management infrastructure capital structures and growth and returns prospects to flourish apart

from one another and build on their solid foundations of premier brands and leading market positions

Assuming completion of the proposed separation

We will be one of the worlds leading spirits companies with momentum in key markets and an organization

designed to win As pure-play spirits company we expect to trade at multiple appropriate to the high-

return spirits industry and attract new shareholders

Home Security will be an industry leader with the opportunity to leverage strong brands innovative

new products lean and flexible supply chains and great customer service to continue outperforming the

competition and drive substantial upside for shareholders as the housing market recovers

Our Acushnet golf business will be positioned to extend its leadership with the best brands and finest

people in the industry Its valuable company with strong growth prospects that can create significant

value for shareholders through sale or as an independent company

Each of these businesses competes in attractive consumer categories with excellent long-term fundamentals

and we see substantial headroom for profitable growth in all three We are confident the course weve set will

enable our shareholders to participate in the exciting future that each business will build We look forward

to executing this business separation in the months ahead and continuing our track record of value creation

hope youll read more about each of these strong businesses in the following pages

On behalf of the 25000 people of Fortune Brands around the world thank you for the confidence youve

placed in us We will continue to aim even higher to continue earning your trust

SINCERELY

BRUCE CARBONARI

Chairman and Chief Executive Officer

February 22 2011



Spirits

GLOBAL SPiRITS LEADER WITH STRONG PREMIUM BRANDS

INNOVATION AND DISTRIBUTION

Worlds fourth largest premium spirits company

Largest US-based spirits company

million cases sold annually

2010 net sales $2.7 billion 8% comparable sales 5% outpacing estimated worldwide market growth

2010 operating income before charges $y86 million -3% reflecting increased

investments to fuel sustainable long-term profit growth

VODKA



DRIVEN BY strong brands AND passionate people WERE

DETERMINED TO outperform OUR MARKETS AND

drive SUSTAINABLE long-term growth

MATT S1-IATTOCK CEO BEAM GLOBAL

With our foundation of trusted brands focused strategy and increased investment Beam Global is poised

to thrive as standalone spirits company

Beam Globals strategy Create Famous Brands Build Winning Markets and Fuel Our Growth is proving

highly effective and is positioning us for sustainable long-term growth that outperforms the market

Over the past two years weve brought laser-like focus to build this business into an outperformer

It starts with creating an organization designed to win and focus on our biggest brands and best market

opportunities

Creating Famous Brands

Weve invested in enhancing our new-product development pipeline and elevating our marketing capabilities

all to help us Create Famous Brands and build momentum with consumers Were now able to bring new

products and new brand-building marketing programs to market faster than ever In 2010 we boosted our

brand investments by double digits and we saw excellent results

Our innovations have brought new energy to key categories Just look at bourbon where our heritage dates

to 1795 Red Stag by Jim Beam is attracting new consumers to the category were continuing to expand

the distribution of Red Stag in the U.S and were launching it in key international markets in 2011 the

re-launched double aged Jim Beam Black is adding to our performance in bourbon weve just rolled out

Knob Creek Single Barrel Reserve and the first new product from Makers Mark Makers 46 has been

homerun Sales of the new Cruzan spiced rum doubled our initial expectations new Teachers Origin

Scotch whisky is adding to our strong growth in India and DYC and Larios 12 are supporting our

performance in the challenging Spain market With the new Connoisseur Collection featuring Courvoisier 12

and Courvoisier 21 ours is the first of the major Cognac houses to introduce products with declared age

statement Importantly these are all value-added innovations that sell at premium to the core product and

enhance our brand equity And we have even more innovations ready to energize the market throughout 2011
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Home Security

LEADER WITH THE BRANDS SUPPLY CHAINS AND STRATEGIES

TO CONTINUE OUTPERFORMING

North American leader in home and security products

2010 net sales $3.2 billion 8%

2010 operating income before charges $234 million 69%



OUR strong brands AND NEW-PRODUCT INNOVATIONS COMBINED WITH

lean AND flexible SUPPLY CHAINS position HOME SECURITY FOR

ROBUST sales AND profit growth AS THE HOUSING MARKET RECOVERS

CHRIS KLEIN CEO FORTUNE BRANDS HOME SECURITY

The Strategic initiatives we pursued during the economic downturn paid off in 2010 and are helping position

Home Security to outperform in the future as standalone company

This business starts with foundation of strong brands and leading market positions Weve developed the

Home Security business over the years through both organic growth and acquisition with focus on

what we consider the industrys most attractive categories over the long term kitchen and bath advanced

materials and security and organization Today more than 90% of Home Security sales comes from

market positions including the legendary Moen and Master Lock brands and our industry-leading cabinetry

business In addition to our premier positions we enjoy additional competitive advantages including breadth

and balance across channels of distribution balance between the replace-remodel and new construction

segments of the market and leadership in energy efficiency and water conservation

Outperforming with Lean and Flexible Supply Chains

Behind our brands are lean and flexible supply chains that are helping us win in the marketplace and drive

profitable growth As the economic downturn severely challenged the home products industry we went on

offense to seize competitive advantage with proactive strategy that was about much more than just reducing

costs Even as we reduced our manufacturing footprint by about 40% over the course of the downturn we

initiated or accelerated valuable productivity enhancements including lean manufacturing processes product

platform simplifications improved purchasing and sourcing and expansion of distributed assembly in

cabinetry that has brought assembly closer to key customers while reducing freight costs Our supply chains

and cost structures are creating favorable operating leverage as volumes return And as we substantially

completed our major restructuring initiatives in 2009 weve been able to sharply focus on growing sales in

2010 and beyond

Importantly we maintained sufficient flexibility in our production capacity to ramp up when volumes

improved and we are already reaping the benefits of this strategy and gaining substantial market share

This capability combined with our track record of innovation manufacturing excellence and superior

customer service is helping us win important new customer business

II
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Golf

BUILDING ON GLOBAL LEADERSHIP WITH INNOVATION AND

INTERNATIONAL GROWTH

Worlds golf company

2010 net sales Sr billion 2% sales 7% excluding divested Cobra brand

2010 operating income before charges $8o million 33%

Leading markets United States Europe Japan Korea Canada



THE ACUSHNET COMPANY WILL CONTINUE building ON ITS LEADERSHIP

BY delivering SUPERIOR HIGH-PERFORMANCE PRODUCTS

AND expanding IN PROMISING GLOBAL MARKETS

WALLY UIHLEIN CEO ACUSI-INET COMPANY

Powered by the iconic Titleist and FootJoy brands our Acushnet Company golf business is the worlds

strongest and most profitable golf company

Titleist is the longest running success story in the industry In the 75 years since the first Titleist golf ball

was sold in 1935 Titleist has become golfs symbol of excellence.. and the ball in golf At the same

time FootJoy developed the positions in golf shoes and gloves. and more recently the leading position

in golf outerwear in the U.S In the 35 years that Fortune Brands has owned Acushnet our golf sales

have increased more than twenty-fold Thats testament to the strength of our brands and our people

including our RD sales and management teams all of whom are second to none

The milestones achieved by this business tell powerful story For example underscoring how more of

the worlds best players trust their livelihoods to our brands Titleist has been the most played golf ball

at the U.S Open for 62 consecutive years
In 2010 alone Titleist Pro Vi and Pro Vix golf balls were relied

upon by more players and earned more victories across the worldwide professional tours than all other

golf balls combined In total 19904 of these players trusted Titleist golf balls nearly six times the nearest

competitor At the same time more than 60% of tour professionals trust FootJoy the shoe in golf since

1945 The trust of the worlds finest players forms the top of the pyramid of influence that cascades to

club professionals competitive amateurs and all golfers We are further strengthening our brands by

cultivating following of brand fans including significant use of digital media to build our Team Titleist

community of golfer loyalists

Extending Leadership through Innovation and Global Expansion

We continue to build on this legacy of excellence and extend the leadership of Titleist and FootJoy by

investing in two key areas innovation and global expansion

The golf marketplace rewards innovation and no product better demonstrates that fact than the Titleist

Pro Vi golf ball The Titleist Pro VI is the most successful golf ball of all time selling more than 900 million
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FINANCIAL HIGHLIGHTS Fortune Brands Inc and Subsidiaries

in millions except per share amounts 2010 2009 change 2008

Net Sales

Spirits $2665.9 $2469.6 $2480.9

Home Security 3234.0 3006.8 3759.1

Golf 1241.6 1218.3 1368.9

$7141.5 $6694.7 6.7 $7608.9

Operating Income

Spirits
544.3 484.7 543.7

Home Security 222.0 87.0 465.6

Golf 88.7 25.0 125.3

Less Corporate expenses 91.1 91.5 57.8

763.9 505.2 51.2 145.6

Net income attributable to Fortune Brands 487.6 242.8 ioo.8 311.1

Earnings per common share

Basic 3.20 i.6i 98.8 2.05

Diluted 3.16 .6o 97.5 2.02

Net income from continuing operations 487.6 242.8 ioo.8 i8.6

Income from discontinued operations 152.5

Earnings per common share from continuing operations

Basic 3.20 i.6i 98.8 1.04

Diluted 3.16 i.6o 97.5 1.03

Free Cash Flow 690.0 724.7 691.5

Add

Discontinued operationssale of wine business i.o

Capital expenditures net 80.6 141.6 157.1

Cash flow from operations 770.6 866.3 817.6

Dividends paid per common share 0.76 1.01 24.8 1.72

Actual number of common shares outstanding basic 153.3 150.5 150.1

Average number of common shares outstanding diluted 154.3 15i.8 153.7

Additional Free Cash Flow Information

in millions 2007
2006

Free Cash Flow $767.4 $801.3

Add

Capital expenditures net 197.8 181.4

Cash flow from operations $965.2 $982.7

Free Cash Flow is Cash Flow from Operations less net capital expenditures capital expenditures less proceeds from the sale of assets

including property plant and equipment 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 pay dividends and repurchase common stock This measure may be inconsistent with similar measures presented

by other companies

CEO and CFO Certifications

In 2010 Fortune Brands chief executive officer 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 zolo reports
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BOARD OF DIRECTORS

Bruce Gas bonari Pierre Leroy Anne Tatlock Norman Wesley

Chairman and Former President Former Chairman and Former Chairman and

Chief Executive Officer Worldwide Con truction Chief Executive Officer Chief Faecutive Officer

Fortune Brands Inc Forestry Division and Fiduciary Tiust Company Fortune Brands Inc

Global Parts Division International

Richard Goldstein Deere Company Peter Wil on

Former Chairman and David Thomas Former Chairman

Chief Executive Officer A.D David Mackay Foimer Executive Chairman Gallaher Group Plc

International lavors Fyi mer Pi esident and IMS Health Incorporated

Fragrances Inc Chief Executive Officei Lead Director

Kellogg Company

Ann Fritz Hackett Ronald Waters III

Founder and President Toi mer Pi esident and

Horizon Consulting Chief Executive Officer

Group LC Lojacle Corporation

CORPORATE OFFICERS

Bruce Carbonan Anthony Diae Allan Snape

Chairman and Vice President Vi Presidei

Chief ILrecutive Officer mv sror Relatioi Bucines

Developnie

It 41

-aig
Omtved Clarkson Hi Matt St nton

Senior Vice Pi eiiden Vice President Vice Pr sident

and Chief bin ncial Coiporate
lubl Affairs

Officer Communications

and Public
Affairs

Mark Hausberg Eli abeth Lane Lauren Tashnia

Seuoi Vi Presiden Vice President Vice President

Finance and Treasurer Hun an Resonices so iate neral

Counsel and Assistant

Seer tat

Patrick Koley John Lee Gary Tobison

Senior cc Pie ident Vice President Vice Pi esident and

Strategy Compoi te Strategy Chief Internal Auditor

velopnient

Mark Roche Jeffrey Olin Edward Wiertel

Senioi Vice Pi esident Vice President Vice President and

General Counsel and Ta Corpoiate Controller

Sec etary



OPERATING COMPANIES OFFICERS AND LEADING BRANDS

SPIRITS

Beam Global Spirits Wine Inc Donard Gaynor Small Batch Bourbon Cordials Liqueurs

510 Lake Cook Road Senior Vice President Knob Creek Bookers Bakers DeKuyperi Sourz After Shock

Deer field IL 6oo 15-49 64 Corporate Development Basil Haydens Leroux Kamora Castellana

164 79488888
Kevin George Blended Whisky/Whiskey Vodka

OFFICERS Senior Vice President Canadian Club Teachers Whisky EFFEN Vox Wolfschmidt

Global Chief Marketing Officer DYC Jim Beam Rye riJ Old Kamchatka Gilbeys
Matthew Shattock

Overholt Windsor Lord Calvere
GinPresident and Ian Gourlay

Alberta Premium Canada House

Chief Executive Officer Senior Vice President Larios Gilbeys Calvert

Kessler Calvert Extra

Global Operations Supply Chain RumRobert Probst
Single Malt

Cruzan Ronrico Conch RepublicSenior Vice President Mindy Mackenzie
Laphroaig Ardmore

Chief Financial Officer Senior Vice President

Ready-to-Drink Cocktails
Human Resources Tequila

William Newlands Beam Cola Beam Black Cola
Tres Generaciones iso Ados

President North America Kenton Rose Jim Beam Choice Dry Jim Beam

Hornitos Sauza Gold Sauza Silver

Senior Vice President Zero Sugar Cola Canadian Club

Philip Baldock El Tesoro

General Counsel Cola Canadian Club Dry
President

Cognac Canadian Club Ginger

Asia-Pacific/South America LEADING BRANDS
Courvoisier Salignac

Cocktail Cubes

Albert Baladi Bourbon
Brandy and Sherry Complete brand listing at bramglobateom

President EMEA
Jim Beam Jim Beam Black Makers

Harveys Fundador Terry Centenario

Mark Old Crow Old Grand-Dad
Tres Cepas

Red Stag by Jim Beam

HOME SECURITY

Fortune Brands Home Security John Heppner Cabinetry Windows

zo Lake Cook Road President Fortune Brands Storage Omega DecorÆ Kitchen Craft Simonton Reflections Impressions

Deer field
IL 6oo 15-5611 Security LLC Diamond Thomasville CabinetryW StormBrea her Plus ProFinish

Dynasty by Omega Diamond Decorum Prism DaylightMax
David Randich

OFFICERS President Therma-Tru Corp

Reflections Martha Stewart Livingl Madeira Verona

Schrock Kemper Somers by

Christopher Klein Mark Savan Homecrest Aristokraft Capital

Architectural Millwork

President and Chief Executive Officer President Simonton Windows Inc Cabinets Kitchen Classics
Fypon

Contractors Choice Value Choice
SecurityGregoryJ Stoner LEADING BRANDS

Allen Roth
Master Lock Master Magnum

President
Faucets and Accessories Fortress American Lock Dudley

MasterBrand Cabinets Inc Exterior Doors
Moen ShowHouse Cleveland Faucet

Therma-Tru Classic-Craft Fiber- Tool StorageDavid
Lingafelter Group Moen Home Care Donner

Classic Smooth-Star Benchmark by
Waterloo Craftsman Magnum

President Morn Incorporated Moen Commercial
Therma-Tru Tru-Defense Fortress

GOLF

Acushnet Company Joseph Nauman Pinnacle Titleist

333 Bridge Street
Executive Vice President Dimension Gold Precision Gold Players Players -Flex Perma-Soft

P.O Box 965
Corporate and Legal Distance Ribbon

Fairhaven MA 01719-0965
Golf Outerwear

William Burke Golf Clubs FootJoy1-508-979-2055

Senior Vice President and Titleist
Dryjoys Tour Collection Performance

OFFICERS
Chief Financial Officer 910D2 9isD3 drivers 91sF fairway Light Series Softshell Jacket and Vest

Walter Uihlein Dennis Doherty
metals 9soH hybrids APi APz CB ProDry Performance Base Layer

MB irons Vokey Design wedges ProDry Performance Long Sleeve
Chairman and Senior Vice President

Chief Executive Officer Human Resources
Scotty Cameron

putters Shirt Performance Half-Zip Pullover

Sport Windshirt Supersoft Windshirt

Gerald Bellis
Margaret Nicholson

Golf Shoes
and Vest ProDry Pique Solid Shirt

FootJoy
President Titleist Golf Balls Senior Vice President and ProDry Pique Golf Shirt and ProDry

FJ ICON SYNR-G Dryjoys Tour
Chief Information Officer Pique Sport Shirt Softshell Jacket

James Connor FJ SPORT Contour Series

Golf Mock Supersoft Windshirt

President FootJoy LEAD INC BRANDS FJ SuperLites LoPro Greenjoys
Performance knits

PJ Summer Series Myjoys

Jeffrey Harmet Golf Balls

President Titleist Golf Clubs Titleist Golf Gloves

Pro Vi Pro Viz NXT Tour NXT FootJoy

DT SoLo PureTouch Limited StaSof SciFlex

SPIDR2 SofJoy WeatherSof

StaCooler RainGrip WinterSof
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CORPORATE DATA

Executive Office

520 Lake Cook Road

Deer field IL

60015-5611

1-847-484-4400

Website

wwwfortunebrands corn

Email

mail@fortunebrands.com

Registered Office

2711 Centerville 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 Stock

holders will take place on

Tuesday April 26 2011 at

030 p.m CDT at

The Hilton Northbrook

z8 Milwaukee Avenue

Northbrook IL 6oo6z

Transfer Agent for Common

Stock and Preferred Stock

Wells Fargo Shareowner Services

Box 64874

St Paul MN 55 164-0874

1-800-225-2719

Quarterly Earnings News

Summaries Copies of News

Releases and Corporate

Publications

Shareholder Direct

1-800-310-5960 or

www.fortunebrands.com

Duplicate mailings of proxy

materials to the same address

are costly to Fortune Brands and

may be inconvenient to many

stockholders Securities and

Exchange Commission rules

allow for the elimination of

duplicate reports provided your

request is in writing Eliminating

these duplicate mailings
will not

affect your dividend or proxy

card mailings

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

2011 Annual Meeting of

Stockholders is accompanied

by copy of our Annual Report

on Form to-K as filed with

the SEC for the last fiscal year

You may also view electronic

copies of our Annual Report

on Form io-K and other

documents that we file
with

the SEC on our website

www.fortunebrands.com

Fortune Brands Inc is holding

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 companies or both

depending upon the context

API AP2 Canadian Club Courvoisier

Cruzari Whiskey DYC Dmmoud

Dryjoys DT EFFEN FJ FootJoy

Hornitos Jim Beam Jim Beam

Black Knob Creek Larios Laphroaig

Makers 46 Makers Mark Master

Lock Morn NXT Pinnacle Prelude

Pro VI Red Stag by Jim Ream Sauza

Scotty Cameron Soure Speed Dial

SPIDR5 Spot Resist Teachers Therma

Tm Tisleist Tiugh Under Fire Vokey

Design and Waterloo are among the

trademarks held by subsidiaries of

Fortune Brands Inc in the U.S and

various countries internationally

DeKsyper is the trademark of Koninklijhe

DeKspper 8.91

0Thomasville Cahinerry isa regisirred

trademark of Thomasvile Furniture

tndsirirs Inc

Craftsman the trademark of

Sears Brands LLC

dMaiha Stewart Lising it the trademath of

Mattha Sirwart Living Omnimedia sc

Lowe and Allen Roth ate seademaths

it6 LF LLC

Waterhrnseis the trademark ui the U.S

Envuritnmental Prosectiuin Agency

RECONCILIATION OF NON-GAAP MEASURES

in millions except per share amounts

Operating Income hefore charges/gains

Spirits

Home Secunty

Golf

List Corporate eopenses

Operating income before charges/gains

Restructuring and uther charges

suet impairment cha rgeo

List on sale of brands and related assets net

Business iepaeaiiac costs

Oiueratine income

2010 aoo change

$586.3 $607.5 3.1

234.1 i99.O 655.7

80.2 fo.a 33.a

88.8 07.55 i.s

812.2 7i8.9 i3.O

45.3 iai.a 65.9

fya too.o

4.7 sxo.o

2.3 ioo.o

$763.9 $poy.a p.c

Operating Income before charges/gains is Operating Income derived in accordance wIh GAAP

cod uding restructuring and ocher charges asset impairment charges gains/I osses sin the sale of

brands and related assets net and other select items Operating Income hef ore charges/gains to

measure not derived in accordance with GAAP Management uses this measnre to determine

the returns genreated by our operating segments and to evalssate and identify cost reduction

initiatives Management believes this measure provides investors with helpful supplemental

inf ormation regarding the perform ance ii the company from year to year This measure maybe

inconsistent with similar measures presented by other cismpanics

Business separation costs are external costs directly related to implementing the proposed

separation of the Companys three businesses Tb etc cssts predominate yconsist of required

fiiancial legal and related advisory feet

Beconctliaten of Percentage Change in

Comparable Net Sales so Percentage Change in CAAP Net Sales 2010

Spriiis Compsrablo Net Sales 5%

Spirits excise taxes 2%

Fiireign currency exchange rates 1/

Dieeslitsres 1%
New international distrsbu lion structure 1%

Spirits Nrt Sales GAAP basin 8%

Comparable Net Sales is
Net Sales derived in accordance with GAAP excludtng changes in

fireign currency exchange rates spirits excise taxes the impact of acquisitions/divestitures

and the imp act of required accounsing for the new international spirits distribution structure

Comparable Net Sal es isa measure not derived in accordance with GAAP Management uses

this measures evaluate she overall perform ance of she company and believes this measure

provides snvessors wish helpful supplemensal informatton regarding the underlying performance

of the
company from pear to yeas This measure may he inconsistent with similar measures

presented by other companies

Earnings Per Common Share Diluted 2010 aooy change

Income hef sire charges/gains
2.8i $0.43 ty.6

Maooium distrihutisin gain 0.00 soo.o

Income sax-related credits 0.54 00.0

Assei impairment charges 0.44 uoo.o

ott on sale of brands and related asoets net 0.05 ox.o

ussness separasi on costs 0.01 too.o

Restructuring and isther charges i3 0.47 7a.3

Net income attributable iii
Fortune Brands 3.i6 BiOs 97.5

FPS before charges/gains is
Net Income calculated sin per.share basis excluding

restructurtng
and other charges and other select Oems

EPS before charges/gains isa measure nut derived inaccisrdance with GSA Management uses

this measure to eialnate the oveeall performance of she company and helieves this measure

prssvidesinsestors with helpful supplemental infirmation regarding the underlying perfusrmance

ssf
she company from year 55 year This measure may beincsnsistent wish similar measures

presented by oihercsimpanics

The Home Depot is she irademsrk of

Homer TLC Inc

FSC FSC C017307

ilssug Si iarines

kxruijcs ih.i.osPhv 00 allen

inong Onsrsei ilupOcs
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