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§ & §§ g % About this Report Using the Global Reporting
: b Initiative Framework

m ran %}f 5 Our fiscal year 2013 report represents continued
progress in integrated reporting, applying several This year’s report has been developed according to
principles from the International Integrated Reporting the Global Reporting Initiative (GRI) G3.1 guidelines,
Council (IRC) framework, as well as third-party which provide a recommended framework and key
assurance of key nonfinancial metrics as indicated performarce indicators for sustainability reporting.
with a €% by Ernst & Young LLP. We plan to continue More information on the G3.1 guidelines is avail-
issuing an integrated report annually. able at globalreporting.org,
This report builds on the materiality and stakeholder Based on the numbers of disclosures in our report,
engagement assessment that was conducted for as well as third-party assurance of nonfinancial
nonfinancial topics in fiscal year 2012 and also metrics, our fiscal year 2013 report meets a GRI-
highlights a broader set of material topics for the checked application of “B+". The report’s GR}
company. These topics include our ability to drive content index provides the location of our GR|
sales; the strength of our product portfolio and standard disclosures found in our fiscal 2013
demand-creation capabilities; product innovation annual report and on our corporate website,
(surface disinfection, natural products, sustainability
improverments); employee engagement; financial Reporting Period and Boundary

discipline and cash flows; product responsibility
(human and environmental safety, ingredient trans-
parency); environmental sustainability (product
and operational) and publi¢ health (community

Unless otherwise stated, the data in this report
cover wholly and majority-owned opéerations dur-
ing our Centennial Strategy period, which we define
and healthcare settings). As always, we provide as fiscal year 2008 through fiscal 2013. In some

a discussion of the company’s key tisks in our instances, we have inctuded data on a five-year
Form 10-K Annual Report. period and from other years to show year-over-year

comparisons. We also include specific performance
metrics for our latest fiscal year, orjuly 1, 2012,
through June 30, 2013. Environmental sustainability
data is tracked on a calendar-year basis and is

Our key stakeholders are stockholders and
the broader investment community, employees,
consumers, customers, government and

nongovernmental organizations. For a more detailed global unless otherwise noted.

look at how we work and communicate with key

stakeholders, please visit Stakeholder Engagement

at TheCloroxCompany.com. Information on the G-3.1

Reporting Guidelines
and application levels
is available at
globalreporting.org.
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Our Centennial Strategy was successfulin a
challenging environment.

Almost six years ago, Clorox embarked o
Strategy, which was anchored in our mission of
everyday life better, every day.” Our missio
fact that all of our products have a mear“mgml impact on
consumers’ e\/@rvday lives. And it speaks 1o the company's
legacy of making a positive difference in our communities,

Centennial
We make
o the

nour C

o

1 speaks

While our mission is simple, it's a powerful source of inspiration
for our employees who have focused relentlessly on deliver

results against our Centennial Strategy objectives.

We delivered strong total stockholder returns
Despite a challenging external envirormem including the
worst U.S. recession since World War 1, we delivered total
stockholder returns in the top third of our peer group. For the
past five-year period beginning in fiscal year 2008, Clorox total
stockholder r s 88 percent, compared to an average of
82 percent for our peer group and an average of 40 percent
for the S&P 500. And Clorox’s track record of generating strong
cash How allowed us to significantly increase our dividend
from $1.60 to $2 56. Between share repurchases and total
ends paid to stockholders, we have returned

eturn we

annual divid
more than 32 billion in cash to our stockholders over the

last five years.

Ovc\r a f:ve‘y@a period, we've grown sales at a compounded
annual growth rate of about 3 percent, due, in part, to strategic
and bolt-on acquisitions as well as price increases implemented

“Clorox et ed as a proch

across our brands to address higher commodit y costs and
inflation. We've also delivered record levels of product
innovation, which contributed more than 3 pe{cemage points
of incremental sales growth in the last two fiscal years. We're
also constantly striving fo make products that consumers want
over competitors’ products, and today, more than 50 percent
of our U.S. retail portfolio is made up of consumer-preferred”
producis‘;, And, we've made sustainability improvements o

5 percent of our product portfolio by ¢
formulas or reducing packaging materials.

enhancing our product

In addition, we're proud of our team’s excellent execution of
our "3D" demand-creation mode! of desire, decide and delight,
the cornerstone of our Centennial Strategy. We've created
high-impact marketing communications to drive consurner
desire, best-in-class, in-store promotions to influence purchase
decisions at the point of decide and delivered supericr-quality
products to delight consumers.

3 ) leading brands.

day, nearly 90 percent of our brands are the No.1 or No. 2
market share leaders in their categories. We've made prog-
ress reshaping our portfolio toward faster-growing, profitable
s by focusing on global consumer “megatrends”
and wellness, sustainability, multiculturalism and
aﬁ'ordabiéé'{y/value:

» Addressing the emerging consumer demand for natural
products, we acquired Burt's Bees®, the leader in natural
pers and launched Green Works® r
derived cleaners and gid® natural personal care products
for millennial consumers.

rVErsus ac

npetdor proauct in ting



o Buiiding on the company’s S‘z‘?@r‘:gz‘."x in disinfecting products
to help reduce healty uired intections, we
expanded our Pro?egs%mat

heare channels. In fiscal year 2010, we acquired

sinfect-

siness into

~mducis k

Caltech Industries, a US. leader in healthcare dis

ing products. In fiscal year 2012, we purchased Aplicare,
Inc., aleader in infection prevention products for the
skin, and HealthLink, which bundles a range of products
for individual physicians, doctors’ offices, outpatient care
centers and other small healthcare facilities
ging demographics in tr
CHispanic
brand of

» Regponding to the chan

we ve

deveioped and mart 4 products for

ox F

consumers, including the Clot
cleaners, air fresheners and spray
CloroGel™, a multipurpose, bieach-based cleaner with a
thicker formula; an ts for Pine-Sol®

addrass Hispanic con

ints: Clorox

disinfacta

cleanars that

s appreciation for fra

= In our international business, we refocused our efforts

nes and categories where we have

on sirategic geogrs

scale and competitive advantage. We grew our Home
L"Y’. A” HQ & ' A

Bees bt

grew

Care business in L

1siness.

our international Burt's

31 and

We drove b loyee engagemer

AES,
strategy begins with our people. Our strong
3 well-belr

fnw 1s on the ﬂ:?‘zgagemérﬁ. davelopment ar

our 8,400 employees arc
motivated people who give their b
survey employees to determing thel
covering such topics as thelr pride in the company and in

satisfaction in professional development, as
-day jobs

st every day. We regularly

rlevel of sgr“sg,;aqmw@r}!; by

their work, their

of discretionary effort in their d

ast few yea ur employee engagement ¢
d q§obal benchmarks of companias. In

ly engagec

santly surpasse
3, the perc
reached

entage of "engaged” and "high

amplo 87 percent.

d employees around the world to capture
t working at Clorox. These
pride in our trusted brands

We also surveye
the core attributes they value abou
include living o

attributes ur values,

‘lf:gm

and products, and having opportunities to make a real impact

on our business. We distilled these insights into a core employer
brand - Gur‘ Clorox: Powered by everyone’s leadership, every

day - that will help us preserve and nurture the qualities that
make Clorox unigue.,

"}ur commitment to fostering a culture of diversity and inclusion
s a priority that sets Clorox apart. Focused recruiting, cormpre-
herasw@ training and support for cur employee resource groups
a%! contribute to our ongoing efforts to ensure diversity and
nolusion is a business imperative. Since 2006, Clorox h
received a perfect score in the Human Rights Campalign's

Carporate Equality Index for our benefits and programs for
gay, bisexual and traasgender er‘m!oyees. And,
the company was nared one of the 2013 "Best

»

of the Best” for top diversity employers by Hispamc

lasbian,
this year,

Network Magazine.

Another important part of our people strategy is robust
succession planning that creates opportunities for new leaders
and ensures the continuation of strong governance. In fiscal
2013, Larry Peiros, & longtime Clorox veteran who made
extensive contributions to the business, retired from his post as
chief operating officer (COQ). We then moved to a structure
of two COOs, with the appointments of Benno Dorer to

executive vice president and chief operating officer - Cleaning,
International and Cor p@ rate Strategy, and George Roeth

and chief op@ramq officer -

Household and L%fest‘y%e fm p&eaced about current structure
itive teamn, with leaders whose extengi\/@ i!“!di,ss;{ry

capabilities will continue our focus

ol our execu
axperience and strategic

on delivering stockholder value.

consumers and investo
wallets when it comes to companies that do the right thing.
While our values have guided our success for more than
100 years, in fiscal 2010, the company established a
corporate responsibility strategy that is tightly integrated
business.

More than ever, rs are voting with their

formal

with the

aith




Five-Year Total ¢

{(Fiscal Year 2008 - Fiscal Year )bi?}

100%
80% 9%,
60%
40%
20% 29%
- 15%
0%

W pividends Paid

8 Stock Price Apprec

cormy

From 2007 to 2012, we made a lot of progress in reducing the fragile consumer. Overall, we are pleased with our results,

environmental impact of our operations. We reduced greenhouse which also include:

gas emissions by 26 percent, energy consumption by 15 percent, ¢ Earnings from continuing operations that increased to

water consumption by 22 percent and solid waste to landfill by $574 million, compared to $543 million in fiscal 2012

27 percent (per case of produc;. sold). Earlier this year, Clorox « Diluted net earnings per share from continuing operations of

wasg ranked No. 41 on the 3 Global 100 Most Sustainable $4.31, an increase of & percent, versus fiscal 2012 of $4.10

Corporations in the World L‘J by Corporate Knights, a Toromc;v g s margin expansion of 80 basis points, up to

based media and investment research company. The same listing 42 .9 percent versus 421 percent in fiscal 2012

placed us second am ong household and personal products s Fconomic profit of $426 million, an increase of 6 percent

companies. ”me company also received the Most Innovative compared to $402 million in fiscal 2012

Corporate Social Responsibility Disclosure Policy Award by s Free cash flow of $583 million, more than 10 percent of net

Corporate Secretary magazine. The award recognized our 2011 sales, versus $428 million, or about 8 percent of net sales, in
nnual re ;‘“H Think Qutside the Botile,” which was Clorox’s first fiscal 2012™

time to combine its financial, environmental, social and governance

g)é‘e;’formamce in an integrated report. And finally, for the third Despite this solid performance, our top-line results came in slightly

consecutive year, Clorox made it to Corporate Responsibility lower than anticipated, prir dn!y due to challenges we faced in the

magazine’s Top 100 list of most responsible companies. second half of the fiscal year, including unusually cold weather

which significantly impacted our Charcoal business and the overall
We continue to also believe that vibrant, healthy communities play — category; dec ign currencies in multiple international

a large role in the longevity of our business. That’&% why The Clorox — markets; and increased competitive activity in disinfecting wipes
Company Foundation has awarded cash grants totaling more than  and laundry. We have plans in place to help address these chal-
$90 million to nonprofit organizations, schools and colleges since its  lenges, including increased merchandising activity and product
foundi r\g in 1980. In fiscal 2013 alone, the foundation awarded innovation scheduled for fiscal 2014,
more than $4 million in cash grants, while the company made
product donations valued at about $15 miilion®, and cur brands’  While one of our biggest challenges racently has heen
cause marketing programs contributed ancther $1.3 million continued pressure on our margins - particularly from high
deserving nonprofits. inflation, price controls and foreign currency declines in
Venezuela and Argentina - we made strong progress in
We delivered solid results in fiscal year 2013. rebuilding our margins in fiscal 2013, with gross margin up
Turning to our fiscal 2013 resulis?, we delivered 3 percent sales almost 1 percentage point to 42.9 percent. Once again, our track

growth, driven in part by record levels of product innovation, record of delivering strong cost savings made a difference in
while continuing to face a bumpy economic recovery and a margin improvement, with a savings of more than $100 millior

Sl



VA

. .
al ZlUid

ur 2 Strategy continues the company’s
focus on fﬁe%‘%xf@f@ ioci«% older vaim;%.,

), with a strategy that builds ont
rs and directs the company 1o t
rm profitable growth amd

';T‘(lr\\( X\‘

hem (o make

/ ;’,?”&‘()WG(”"’ {

@Ssing wbvear‘y(.)r"u@'ss
anable Clorox

neople to make &l

ation model of d

T CONSUMErs i a more

sroduct nee

€ seeking

(’XL‘S

W

& Growing

supply chain ro

er anticipate the needs of consumers
y focus on the value

nore flexible and be

mnd customers. We'll also continue

10
i

proposition of our brands, emg
and rmeaningful innovation.

yy also includes pursuing busines
f‘im strong profit ucterj . Thescf} opg

s channeis such as hie

here we want to QXC’;‘""* our product offeri

fi to be meaningful to Clorox and

os that leverage our brand strengths and

and-creation C"’“ab ittes.

tive dynami

oroducts and

As we continue our transformation into an even more agile
enterprise, we're placing the consumer at the center of every-
1g we do. When it comes to our day-to-day tasks and

5 on work that driv
oons
e growth. This means el
orise. Delivering strong cost
> 14 D

Hility initiativ

o ultimately leads to

inating we

ross the enter

tive expens

er time and driving our sustalr

twill help reduce waste and fund ¢

Al
Vviie

- Centennial Strategy
our vision for 2020, the term "constancy ©
rmind. We s and aspirations for ou
rmilestones. We're leveraging the power of our bran dw building
on proven results and focused on a purposeful strategy, while
remaining grounded in strong principles of corporate respon-

sibility and :»zz,rwa\/s rem’wcs&n’sb&ring our great

next set of

sei ¢l

o5t competitive

acdvante

Thank y¢




Company Profi

w

Our Mission:
We make everyday life
better, every day.

SALES

CLEANING

Home Care 17% <%
CLEANING Laundry 10% ¢H59
‘ Professional Products 5% €G0SR ¥tk
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HOUSEHOLD

Bags & Wraps 14%
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, the reasons management e tax rate applied is the effective tax > . t £
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Making responsible products, responsibly

FY 2017
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Shrinking our environmental footprint while growing our business

SOUD WABTETO L

Safequarding families with our be healthy, be smart and be safe initiatives

FY 2013

22.1 m%?ﬁm@

o

sendent Bector,

d on the 2012 industry standard from in

s reflect US o

raport

Refer to pages 15-16 for tr
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Promotmg diversity, opportunity and respectful treatment

FY 2013

Emiployes Engagement

80% BENCHMARK™

“The global benchmark is based on responses from over 250,000 employees
frorm more than 25 countries around the world.

*Arecordabie incident rate (RIR) of 1.0 or less is considered world ¢lass.

FEMALE INDEPENDENT
BOARD OF DIRECTORS™®

MINORI E‘
BOARD O

¢

d on total number of | en
& Young LLP. Refer to pages 1

2013, b

Reviewed by

Swaewe®

u.s.

MANAGERS

«White 76%

® Asian 13%

¢ Black/African-American 5%
¢ @ Hispanic/Latino 5%

= Other 1%*

s

a
N
‘

EMPLOYEES

« White 70%
@ Asian 13%
« Black/African-American 10%
*Hispanic/Latino 6%
# Other 1%*

WS Minority Non-Production

“miployees ve 2B% U5, C

inciudes

Native American,

Native Hawsalian and muttiracial




wernance

Clorox's core values — led by “doing the right thing’
&:‘wgram@d in our culture and influence every business decision
iry our rigorous corporate

F
]
Y,

s

------ are

we make. These values are embodie

Clorox believes that treating people with dignity, respect and
equal opportunity is a principle that should extend to the prac-
tices of our business partners as well. To that end, contractors

governance practices.

Our corporate governance guidelines provide a framework
by which our board of directors oversees

s the governance

and ¢ SUT J‘xp

must certify their compliance
Clorox Business Partner Code of Conduct,
addresses business practices expected of our partners,
as well as their parent companies and affillates. This code

hmugh the
hi ,b “v?}@uﬁ(cﬂ /

P

of the company, and our committeg charters establish the addresses our partners’ practices in areas including human

authorities, duties and responsibilities of ¢
rect

committeas. In addition, all of our ¢
nployees are required to comply wit

s
LOoGe

which we operate. We provide

every 18 months on a rolling bagis in me
and Chinese. In fiscal year 2013, 91 percent of all Clorox
I compliance training, which includes

employees comple
our Code of Conduct.

Donald B, K
Chalrman af the Be
Chief Executive Offi

Senior Vice ?ressr‘mv
General Manager,
Specialty Division

Senior Vice President
Chief Marketing Officer

iy

Hlichasl
Vice Presscenf -
General Manager,
international

IS

Senior Vice President -
Chief Innovation Officer

nduct, which detﬂ is the ethical and le

rights, labor,

21Gh foa board

ai rda'm by

=

anduct traini

ealth and safety, environmental stewardship,

business conduct and sthics.

Highly Experier
. Clorox is proud of the
Spanish leadership of our dedicated management tearn. While each
leader brings a unique set of talents and perspectives to the
table, the team shares a common v

b

ed Executive Committee
depth of industry experience and strategic

vision of driving profitable,

sustainable growth while staying true to Clorox's values.

E;xouu.ve \/sw President and
Chief Operating Officer -

. Cleaning, International and
Corporate Strategy

Ser r\s & President -
Chief Product
Supply Officer

Jacgueline P Kane
Senjor Vice President -
Human Resources and
Corporate Affairs

Senior Vice Presid
General Manager,
Professional Products

T

&

Seni m\/sce President —
| Chief Financial Officer

o,

Executive Vice President and
Chief Operating Officer -
Household and Lifes tyie

senior \/}CP Pre ident -
General Counsel

rank A, Tataseo
Executive Vice President -

& Acquisitions, Partn

erships
- and Information Techn

ology

1
onn

ﬁii 3‘( yigil
Senior Vice Px@‘ ident
Chief Customer Officer

Dawn
Senior Vice Prem ent -
General Manager,
Cleaning Division

Professional Products, Mergers
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Since our founding, Clorox has attracted smart, values-driven people
who want to make a positive impact. Whether it’s developing products
that stop the spread of infection, ensuring safety in our workplace or
driving our corporate responsibility strategy, Clorox people are driven
to do their best every day. Working with a great team and having the
opportunity to take on challenging and meaningful experiences are
examples of why our people are such an asset to our ofganization.

. J SING CAR
ur “3D” demand-creation model — desire, decide and delight -
we strive to build powerful brands and lifelong consumer loyalty. We
produce award-winning marketing communications to drive consumer
desire; create standout product packaging and in-store promotions to
compel purchases at the point of decide; and deliver superior-quality
products to delight consumers.

s J
We leverage global consumer megatrends of health and wellness,
sustainability, multiculturalism and affordability/value to guide and
shape our portfolio. Our overarching objective to build big-share brands
in economically attractive, midsized categories is the foundation for our
decisions, By clearly knowing our direction, having a strong 3D demand-
creation model and meaningful product innovation, we've achieved
proven results: nearly go percent of our brands are the No. 1 and
No. 2 leaders in their categories.

RONG 11
Notable financial discipline, sound strategy and a track
record of delivering strong cost savings all contribute to
Clorox’s ability to generate strong cash flow. Qur
priorities for using cash include reinvesting
inour business and returning cash to our
stockholders. Between share repurchases
and increases in total annual dividends
paid to stockholders, we have retumed more
than $2 billion in cash to our stockholders in
the last five years.

For more than a century, our moral compass has guided us to win
the right way.

D0 THE RUSHT THING

The long-term health of our company depends on our integrity, We
have a tradition of honesty, fair dealing and ethical practices, We look
at facts to make purposeful decisions, and we are committed to
openly communicating our choices with our key stakeholders,

Qur success is measured by our ability to consistently win in the
marketplace by exceeding the expectations of our consumers,
customers, stockholders and each other.

We make progress by taking personal ownership in both the
results and the process to get there, Our team knows that every
individual plays an important role in delivering excellent work and
achleving our company goals,

Our success depends on productive collaboration among Clorox people,
our business partners and our communities. Individual ownership and
contributions are critical, but none of us can accomplish our goals alone,
Teamwork is essential for achieving even greater results.

( AL ECONOMY

There are a number of global, external factors that can affect our ability
to drive growth in the short and long term. Economic conditions, foreign
currency declines, price controls in certain markets, population growth
and the political climates within countries where we do business are just a
few that can positively or adversely impact our consumers, customers and
areas of our business. Our strategies are designed to help us navigate
the challenges we face and seize opportunities for business growth.

nmodity costs have a significant impact on our profit margins. When
costs are high, we rely on internal cost savings and judiciously imple-
menting price increases to help offset expenses,

As a multinational company, Clorox is subject to diverse and complex laws
and regulations. We monitor compliance with the changing regulatory
landscape across our business and provide regular compliance training
to our employews.

&

o
ke all companies, Clorox relies on the availability of natural resources,
such as water, plant-based ingredients, minerals and other inputs to
our business, That's why we're mindful of our product and operational
footprint and have an environmental sustainability strategy that seeks

to minimize our impact as we grow our business

CUR RELATIONSHIPS

CONSUMERS

Our ability to tap into what our consumers
want and, in turn, deliver value comes from
deeply knowing their preferences and taking

their feedback to heart. Through our global

insights team, we have a 360-degree view of our
consumers: their relationship with our brands, under-

standing what product gualities really matter to them,

how they shop for our products and how they use them at
home. We develop or enhance our products with these insights

in mind, constantly looking for ways to make everyday life better,

RETAIL CUSTOMERS

We have a long tradition of partnering with retail customers to grow our
categories and help them achieve success. A corerstone of our approach
is leveraging our deep consumer insights and sharing this data to help
customers make smart decisions about their own businesses. This
has proven successful ~ Kantar Retail, an industry research group,
has often ranked Clorox in the top 10 among manufacturers for our
sales force and customer teams.,

INVESTORS

Above all, we focus on delivering stockholder value. We have a strong
reputation for communicating clearly and transparently about our financial
performance through quarterly earnings communications, in-person
meetings between our investors and senior leaders, as well as our
anrrual stockholder meeting, among other engagement activities.

COMMUNITIES

Vibrant, healthy communities play a significant role in our business, which
is why we have a long history of contributing to economic vitality and
social well-being in areas where we operate.

EMPLOYE

Our 8,400 employees are the engine of our company; ensuring high levels
of engagement is a top priority for Clorox. We maintain an ongoing
dialogue with our team, through quarterly town hall meetings, surveys
and meaningful workplace programs, to keep heads and hearts in the
game each and every day.

SUPPLIERS AND OTHER BUSINESS PARTNERS

We strive to establish strong business relationships with third-party
organizations, including suppliers who provide raw materials and ser-
vices that help us develop, manufacture and distribute high-quality
products. Having close working relationships starts with influencing
our partners’ business practices so that they mirror our own in areas
such as human rights, labor, equal opportunity, sustainability, work-
place safety and ethics.
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Engage our people as
business owners.

Support the long-term health
of sur brands through more
targeted “30” plans and

product novation.
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b healthy besmartand
besafe inftiatives.

sReduce the enyironmental
impa ourop

slmprove the sustainability of -
outupstream supply chain.

sEnsire key renewable
r als ar ainably
sourced:

g



2

P
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VE SUMMARY

oard of Directors and Shareholders of The Clorox{

The B

accordance with the stand:

We have audited, in s of the Public
Company #\Cceummg Oversight Board (United States), the
consolidated balance sheats of The Clorox Company and sub-
idiaries at June 30, 2013 and 2012 and the rel onsolidated
statements of earnings, comprehensive income, stockholders’
equity (deficit), arid cash flows for each of the three years in
the period ended June 30, 2013 (not presented separately
herein), located at annualreport thecloroxcompany.com,
and in our report dated 313, we expressed an
L‘:rzc:;uaued opinion on those Jated financial statements
nour opinion, the info t forth in the
sments is falrly stated

AUgus

ccompanying

condensed consolidated fing

H

in all material r@gpccis iry refation 1o the consolidated financial

Company and subsidiarie
Wea also have audited, in accordance with the standards of

the Public Company Accounting Oversight Board (United
States), the ef ess of The Clorox Company's internal
contral over financial reporting as of June 30, 2013, 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 23, 2013
(not presented separately herein) expressed an ungualified
thereon.

fectiven

oninion

sisco, California

San Franc

August 23, 2013
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FAccountants on

To the Board of Directors and Management of the Clorox Company

We have reviewed selected quantitative performance indicators
(th@ “subject matter”) included in the accompanying Schedule

of Reviewed Performance Indicators (the “schedule”) and as
pf‘esemed in The Clorox Company's 2013 Annual Report and
Executive Summary (the "Reports”) for the period of July 1,
2012 to June 30, 2013 or as otherwise noted. We did not
review all information included in the Reports. We did not
review the narrative sections of the Reports, except where
they incorporated the subject matter. Clorox mamagemem is
responsible for the subject matter included in the accompa-
nying table and as also presented in the Reports, and f@r
selecti f the criteria against which the subject malter is
m ea@wcd and presented.

Our review was conducted in accordance with attestation
standards established by the American Institute of Certified
Public Accountants, and, accordingly, included:
¢ inquiries of persons responsible for the subject
s obtaining an understanding of the data
generate, aggregate and

matter,

management
systems and processes used to
report the subject matter;

« analytical procedures over the
matter with the criteria; and,

o performing such other procedures as we considered
necessary in the circumstances.

conformity of the subject

antially less in scope than an examination, the

Areview is sub
objective of w?uch is an expression of opinion on the subject
matter. Accordingly, we do not express such an opinion.

Non-financial information contained within annual reports are
subject to measurement uncertainties resulting from limitations
inherent in the nature and the methods used for determining

such data. The selection of different but acceptable measure-
ment techniques can result in materially different measurerments.
The precision of different measurement techniques may

also vary.

Based on our review, no tention that caused
us to believe that the subject matter for the year ended June 30,

thing came to our at

2013 or as otherwise noted, is not presented, in all material
respects, in conformity with the relevant criteria

Srnet + %«ZJLLP

San Francisco, California
September 3, 2013

oy
(9al



THE CLOROX

"?%w Clorox Company
e’:ime of Réa;%eweé Performance i

Greenhouse gas &%} ammion Scope 1& 2 L8, chm, Hage reduction of tonnes carbon dioxide cqu:va?em ~10%

. Soope 3¢ ner stat case sold® from 2011 t0 2012

Energy consumption’ Scope 1 &2~ U8, Percentage reduction of megawatt hours (MWh) per stat 10%
case sold from 2011 to 2012

Mo, o e et ! : : ¥ W

Sustainability improvemenis 1o progust Slobal Fercentage of product portfolio® 7

portiolio since danuary 2012

Workforce demographics/diversity Global® Percantage minority non-production employees in United 30%
States (U.5)
Parcentage female non-production employees 49%
Pe tage female non-production managers in U.S. 40%
Percentage female independent Board of Directors® 27%
- . . [oTaT>)
Parcentage fernale executive committee members 20%

U8, product donations ' W.SLonly Fair Market Value” of products donated in U.&, Dollars ,W’MQQQOG’

Total recordable incident rate® Global Racordable incident rate (RIR) 61

Employes enéég%ﬁésm Soore? Gilobal Poroent of amployee engagement 8%

ne ordefed and s
5 (OSHA) guide

: 85 1o a composite
il Curm Discretionary y i point scale

gi-ié



L et of Record Ho ]
The &Tmmx Lomp:my s common stock is listed on the New York
Stock Exchange, identified by the symbol CLX. As of July 31,
2013, the number of record holders of Clorox’s common stock
Was 12,321,

istrar and 3
im:;a ries %’eid‘(i ng to stockholder records, ‘hange of ownership,
change of address and the dividend reinvestment/direct stock
purchase plan should be sent to:

Computershare

2.0, Box 43078

Providence, Rl 02940-3078

800-756-8200 or 781-575-2726

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

computershare.com/investor

Service

Stockholders can call Clorox S tackholder Direct at 888-CLX-NYSE
(259-6973) toll-free 24 hours a day to hear news and messages
about Clorax, request company materials or get a 20-minute-
delayed stock quote, The latest company news is also available
at TheCloroxCompany.com.

Clorox has amhomed Compmershaae m oﬂ‘er adi vxdmrﬁ
refivestment/direct stock purchase plan, Registered stockhotders
can pu rcmﬂ:e additional shares, Nonstockholders may join the

plan with an‘initial investment, lump sum or bank debit. Most fees
am paid by Clorox. For more information or plan materials, call
888-CUGNYSE (259-6973) or contact Computershare (see above),

at Control

Clorox management, under the supervision and with the
patticipation 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, 2013, and contluded
that it is effective. For more information, see Item 9.A. of the
company’s annual report on Form 10-K for the fiscal year ended
june 30, 2013,

& " (e . [RR8 7
Full financial statements for The Clorox Company are provided in

the company s 2013 proxy statement. Detailed Financial information.

is available without charge through the following sources:

The company’s proxy statement is available at
ThelloroxCompany.com.

The company’s annual report on Form 10-K for the fiscal year
ended June 30, 2013, is available at TheCloroxCompany.com and
through the SECs EDGAR database. Printed copies are available
by calling 888-CLX-NYSE (259-6973).

Except for historical information, matters discussed in the

annual report are forward-looking statements and are based on .

management’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 Operations” sections in the company’s annual
report on Form 10-K for the fiscal year ended june 30, 2013, and
subsequent SEC filings, for factors that could affect the company’s
performance and cause results to differ materially from manage-
ment’s expectations. The information in this report reflected
management’s estimates, assumptions and projections as of
August 23, 2013. Clorox has not made updates since then and
makes no representation, express or xmpixes that the information
is still current or complete. The company is under no obligation
to update any partof this document.

~ Cumulative Total Returms™

Y 1€ gra ;}h be low compares ihe cumulative total stockholder
return of the Common Stock for the last five fiscal years with
the cumulative total return of the Standard & Poor’s s 500 Stock
Index and a composite index composed of the Standard & Poor’s
Household Products Index and the Standard & Poor’s Housewares
& Specialties Index (referred to below as S&P Benchmark Index)
for a five-year period ending June 30, 2013. The composite index
is weighted based on market capitalization as of the end of each
quarter during each of the last five years. The graph lines merely
connect the prices on the dates indicated and do not reflect
fluctuations between those dates,

ylative Tota

lorax Lompany, P 500 index and a S&P Bench

¢
Among The

mark ndex™

Clorox: $188.3%

$0

6108 6709 6710 6111 &/12

"$100 invested on 6/30/08 in stock or index, including reinvestment of
dividends. Fiscal year ending June 30.

“Composed of the 8&P's Household Products Index and the S&P's
Housewares & Specialties Index.

17



THE CLOROX COMPANY The Clorox Company

gy 1221 Broadway
’{/// Oakland, CA 94612

thecloroxcompany.com

Read the 2013 Integrated Annual Report and Take Our Survey:
annualreport.thecloroxcompany.com

PRINTING THIS BOOK ON PAPER MADE WITH POST-CONSUMER RECYCLED FIBER SAVES*

,a/\* A\
digh g

ive, collaborative effort of Clorox and its
sspinsible manufacturing processes to ens
otrces and low-impact manufacturing
and the use of UV inks and
the carbon signature of the

ble rraterials and
sing rengwable
ing of residual matert
n offsefs matthing

R}

supply chain partners. Exceptional care was taken to util
stre & minimized environmental impact. This report
i ’ e practices include lean manufaciuring g
hich do not reléase any VOCs (volatile organic compounds
s well as the printing process, were purchased rendering t

Sh

eport carbone-neutral.

- Printed on Mohawk Via Paper, which is certified he Forest Stewardship Councll™ (FS0) and GreenSeal.org, is acid-free, contains 100% post-consumer
E Printed on Mobawk Via Paper, which is certified by the ¥ t Stewardshiy RS0 and C Lorg, J-free, contains 100% post-consume
fiber and s made with 100% renewable energy.
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w RECYCLED
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FRIENDLY™
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