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Our success has always
been and will continue to
be based on imagining new
ways to earn consumers’
loyalty and deliver the
required performance
to earn shareholders’
continuing trust.
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DEAR STAKEHOLDER:

ur collective imagination has always inspired us to find new ways to meet the needs of our
consumers. From turning industrial bleach into a household product — as Annie Murray,
one of the original entrepreneurial forces behind our Clorox® brand, did to save the
company not long after it was founded in 1913 — to re-envisioning ourselves as a health
and wellness company today, we've dreamed big from the start.

Our imagination hasn’t been limited to business performance, either. Our

socially relevant products provide essential benefits, such as killing germs,
making drinking water healthier and hydrating your skin. And we donate those
products when disasters strike and people need them most. Throughout our
history, we've never forgotten that our company is only as strong as the
communities around us. That idea has manifested itself in countless ways,
whether imagining new ways to make our products and operations more
sustainable or helping the places where we live and work prosper.

At Clorox, our biggest dreams are best interpreted

through a focus on Good Growth™ — our philosophy A N
that profitable, sustainable and responsible growth (b
are not mutually exclusive but in fact requirements SCENTIVA _,,
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for success in today’'s marketplace. L

DRIVING VALUE THROUGH IMAGINATION
At Clorox, we're combining data and analytics with the power of human insights and imagination
to drive value for our consumers and other stakeholders. It's an approach we’ve taken throughout

the period of our 2020 Strategy, our company’s strategic growth plan that began in fiscal year
2014 and concludes in 2020.

While our results for FY 2019 were mixed, with net sales and diluted EPS both up 1%, I'm
encouraged by the progress we made toward profitable growth. We were able to expand gross
margin by 20 basis points and generate strong cash flow, enabling us to increase our investments
in innovation, technology transformation and other strategic initiatives.

Our commitment to this work has not subsided since we launched
the 2020 Strategy in FY 2014. Starting with bold ideas grounded in
consumer needs, we invested in innovation platforms that quickly

resonated with consumers, such as our Fresh Step Clean Paws®

low-tracking cat litter, Clorox Scentiva® cleaners with experiential

fragrances, and in Burt's Bees® lip care and face care. Initiatives in
these and in other areas of our business helped us deliver incremental
sales of about 3% annually from innovation over the course of the
strategy period.

We also kept up our industry-leading commitment to digital
marketing, which grew from 24% in FY 2014 to about 55% of
our overall media spending in FY 2019. This shift has helped
us increase return on investments by building direct, more
sustainable connections between our brands and consumers
’ ‘.f that aren’t possible through traditional advertising.
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Over the six-year 2020 Strategy period, we tapped
technology to expand our business in other ways, too.
In addition to using data for personalization of ads and
products, we bet big on e-commerce, and it paid off.
Sales in this channel grew from less than 2% to 8% of
overall net customer sales.

While ensuring a healthy core portfolio, we continued
to imagine how new acquisitions could allow us to grow
and meet new consumer needs. Two acquisitions made
during the strategy period — RenewLife® digestive health
products in 2016 and Nutranext dietary supplements in
2018 — created a new, long-term growth platform and
expanded our business even further into the health and
wellness space.

Consistent with our focus on eliminating waste where
possible, we identified nearly $700 million in cost savings
over the course of the strategy period, including

IMAGINATION, WE'VE ALWAYS
BEEN INSPIRED TO FIND NEW $122 million in FY 2019, extending our track record to
WAYS TO MEET THE NEEDS OF 12 consecutive years of at least $100 million in annual
OUR CONSUMERS. 99 cost savings.

Through this work and more, we're imagining — and
realizing — a healthy, long-term future for our brands.

IMAGINING STRONGER COMMUNITIES, PEOPLE AND PLANET
In keeping with our Good Growth philosophy, we have big dreams for the well-being of our people, our
communities and our planet — all part of our long-term commitment to corporate responsibility.

We couldn’t dream big without the imagination of our employees, all 8,800 strong. We're committed to
supporting them so they can develop as leaders and advance in their careers. We're also dedicated to
creating a nurturing, safe environment, with inclusion and diversity central to that approach. Through
these initiatives, our aim is to promote a dynamic culture that enables personal and professional
growth along with Good Growth for Clorox.

Our success is reflected in our 2019 employee engagement rate of 87%%®, which outperforms peer
companies and even top-performing global companies based on industry benchmarks. This is a
metric we've been proud to maintain at the highest levels throughout the 2020 Strategy period.

Our focus on supporting people extends beyond our own

facilities to the places where we live and work. We continued

our long tradition of community support in FY 2019 by providing

approximately $12 million in combined U.S. product donations, h‘
foundation and corporate community cash grants, and cash for

U.S. cause marketing initiatives, with about $83 million given

over the strategy period. Our employees volunteered in their

communities as well, giving approximately 106,000 hours of

their own time in calendar year 2018 — the financial equivalent

of $2.7 million — and about 675,000 hours from 2013 to 2018
— equal to more than $16 million.

© Reviewed by Ernst & Young LLP. Please refer to pages 70-71 for the Review Report.
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As part of our dedication to leadership in
environmental, social and governance, or ESG,
performance, we're committed to reducing our

to meet our 20% energy reduction goal by 2020.
Additionally, we achieved 92% traceability to
the mill with priority domestic suppliers of

carbon footprint, which includes minimizing
our operational footprint and enhancing the
sustainability of our products. Since 2011, our
baseline year, we've reduced greenhouse gas
emissions 33%%, water consumption 21%%
and solid-waste-to-landfill 21% per case of
product sold. Each surpassed our 20% reduction
goals two or more years early. We're on track

palm derivative ingredients and ensured that
more than 99% of the paper-based packaging
we purchase is made from recycled or certified
virgin fiber. From our 2011 baseline year to the
end of the 2019 fiscal year, we made sustainability
improvements to nearly 60% of our product
portfolio, exceeding our 50% goal two years early.

As a signatory to the United Nations Global
Compact, we reaffirm our commitment to its Ten
Principles by driving a corporate responsibility
strategy that imagines a brighter future for our
people and the world around us.

SUSTAINED IMAGINATION DRIVES
STAKEHOLDER VALUE

Always imagining new ways to meet consumer
needs, help our planet and communities, and
do more with less translates into value for
our stakeholders.

net sales CAGR!

Through a relentless focus on driving shareholder
value, we returned $490 million in cash dividends
to shareholders in the 2019 fiscal year, including
a 10% dividend increase announced in the fourth
quarter on top of a 14% increase in the previous
year. For the 2020 Strategy period as a whole,
we maintained total shareholder returns in the
top third of our peer set.

cost savings

EPS CAGR'

Through an equally relentless focus on the
consumer, we strengthened the position of
our brands in the marketplace, increasing

their perceived value over the course of the
strategy period:

earnings from continuing
operations before income taxes

e Percentage of the portfolio’s net customer
sales with superior or equal consumer value
increased from 63% to 74%.

economic profit (non-GAAP)?

e Percentage of the portfolio’s net customer
sales with superior consumer value increased
from 38% to 54%.

among our peers in total
shareholder returns

Additionally, since FY 2015 we've maintained
a high household penetration on our Clorox
Company brands, which are now found in 90%
of U.S. households.

'CAGR, or compound annual growth rate, measures growth over a period of time.

?Economic profit (non-GAAP measure) represents earnings from continuing operations before income taxes, excluding noncash U.S. GAAP
restructuring and intangible asset impairment charges, and interest expense; less income taxes, and less a capital charge. See page 59 for
reconciliation to the most directly comparable GAAP financial measure.

®Reviewed by Ernst & Young LLP. Please refer to pages 70-71 for the Review Report.
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For many of our stakeholders, we know our environmental,
social and governance performance is important. To
provide guidance, including comparability with our peers,
we've expanded our third-party reporting to include
disclosures aligned with the Sustainability Accounting
Standards Board framework. We've already been reporting
in accordance with frameworks of the Global Reporting
Initiative, International Integrated Reporting Council
and the United Nations Global Compact, and continue
to lend additional credibility to our priority ESG data

through voluntary assurance with a third party. net Sa.leS grOWth

Acknowledgment from others who
recognize the value in our work is
always an added bonus. In FY 2019,
we were gratified to be named No. 7
on Barron’s 100 Most Sustainable
U.S. Companies list and No.19 on
The Wall Street Journal-Drucker
Institute 2018 Management Top 250
list. We were also pleased to be
named No. 11 on the 2019 50 Out i B
Front Top Companies for Diversity B incremental Sales
by Diversity MBA and earn our 13th Mot i Al

consecutive 100% score on the Human
Rights Campaign’s Corporate Equality
Index, among other recognitions.

cost savings

IMAGINING AN EVEN BRIGHTER FUTURE , - :
Our competitive landscape is continuing to Rifih g gross margln
change rapidly, driven by an explosion of data _

and technology, growing empowerment and
expectations of consumers, and retail disruption.
Against this backdrop, we're excited to be introducing
IGNITE, our new corporate strategy.

Through this strategy, we’ll fuel growth, create new diluted EPS
innovation experiences, reimagine how we work and
evolve our portfolio. For a snapshot of our plans, refer
to pages 95-97.

With the launch of IGNITE, we're looking forward to
seeing where our imagination will take us next and

turning those dreams into value for our stakeholders. net Cash prOVided by

continuing operations

Benno 0. Dorer

Chair and Chief Executive Officer free cash ﬂow (HOD-GAAP)I

'Free cash flow (non-GAAP measure) represents net cash provided by continuing operations less capital expenditure. See page 59 for
reconciliation to the most directly comparable GAAP financial measure.
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We’re Using Our Imagination to....

INFUSE OUR BRANDS
WITH BOLD IDEAS

A giant inflatable salad dressing bottle in
your front yard? A fountain flowing with
ranch dressing at your next dinner party?
Decked out head to toe in attire adorned
with a pattern of Hidden Valley® Ranch
bottles? These might sound a little crazy
unless you're one of many Hidden Valley
Ranch consumers who love — or really love —
to show their loyalty to their favorite brand.
Building these strong relationships with
consumers is at the heart of what Clorox
people do. And the starting line is defined by their
bold thinking. The more imaginative our people are,
the better to drive the kind of powerful innovation
required to ensure our leading brands stay ahead.
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We’re Using Our Imagination to....

DREAM UP THE NEX
BIG THING "~

Business as usual is often not the key

to success. When we began imagining
cleaners differentiated by scent, we knew
a different R&D approach was required. : TG
That led us to those who know scent best: \ § ==
the world’s top fragrance houses. These it}
experts helped us identify trends across

the personal care, fine fragrance and air

care categories and then translate them into
cleaners with a premium fragrance palette

— think Tuscan Lavender & Jasmine, Pacific
Breeze & Coconut and Fresh Brazilian Blossom.
The result? A wildly different approach that has
led to a wildly successful new product platform.

SCENTIVA

DISINFECTING
WIPES,

-------

THE CLOROX COMPANY | 9 | 2019 INTEGRATED ANNUAL REPORT






We’re Using Our Imagination to....

FORGE A BRIGHTER
FUTURE FOR PEOPLE
AND OUR PLANET

Less equals more. That's the big thought
behind Glad brand’s® revolutionary technology
that is making stronger kitchen trash bags
with less plastic. To do so, we've had to
reimagine both product construction, such
as using a higher-quality resin, and the
manufacturing process. The upshot is the
same great-performing trash bag for our
consumers with a reduced environmental impact for our planet —
saving about 20 million pounds of plastic annually, the equivalent of
over 920 million single-use plastic water bottles. Imagine a better
world? We do it every day.
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Since its start in the 2014 fiscal m\_

year, the 2020 Strategy has
continued to serve as a valuable
guidepost for the company. Using
our collective imagination, we’ve
developed new ideas to shape our
workforce, drive consumer value,
expand our business, support OBJECTIVE \&
our communities, become more ___

. Be the best at building big-share
prOduCtlve and use our resources brands in economically attractive,
more efficiently. In addition, midsized categories.
we’ve maintained very high
employee engagement. These

ors have been driving forces

v
goal of Good Growth COMMITMENT

tainable and Leverage environmental, social and
governance performance to help drive
long-term, sustainable value creation.

We make everyday life better,
every day.

ATEGY

Strategies

Engage our people as business Promote diversity, opportunity and
owners. respectful treatment for all people who

touch our business.

b

Drive superior consumer value behind
strong brand investment, innovation Make responsible products responsibly.
and technology transformation.

Accelerate portfolio momentum Safeguard families through initiatives that
in and around the core. promote health, education and safety.

Fund growth by reducing waste in our Shrink our environmental footprint while
work, products and supply chain. we grow.

= W N
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FOUNDATION

- Our Values Our Resources
e Do the right thing ® Talented and engaged employees
e Stretch for results * Leading brands

e Take personal e Superior brand-building
ownership capabilities and innovation

e Work together e Sustained brand investments
to win ¢ Strong product portfolio

e Financial discipline
e Strong cash flow

FACTORS DRIVING OUR
BUSINESS SUCCESS

To achieve our business
goals, we need to leverage
the unique foundational
attributes of our company,

manage external factors . EXTERNAL
that can influence our Opera’tlng INFLUENCES
success and optimize our MOdel e Laws and regulations

relationships with important
partners such as our
employees, retail customers
and communities.

* Global economy

e Natural resources

e Competition

e Raw materials and
other input costs

OUR RELATIONSHIPS
e Consumers e Communities
e Employees e Investors
e Retail and non-retail customers e Civil Society/NGOs
e Suppliers and other business
partners

2020 Strategy Annual Long-Term Aspirations

GROW EXPAND DELIVER
Net Sales by EBIT Margin Free Cash Flow as

=50 _ a % of Net Sales
FESE 11-13%

" Updated in 2018 from 10%-12% to 11%-13% due to the benefits of U.S. tax reform.
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IMAGINE A WORKPLACE
WHERE EVERYONE
CAN THRIVE.

Business Highlights

ENGAGE OUR PEOPLE AS BUSINESS OWNERS.

FISCAL YEAR 19

e More than 15% of our workforce, including 45 teams around the world,
participated in BOLD Week, a two-day immersive experience focused
on encouraging bold thinking and ideas to drive sustainable growth.
Over 300 employees are now “Bold Champions”and “Bold Coaches”
who are actively reinforcing a faster and more innovative culture.

e We invested in a cross-functional training program for general managers
and high-potential employees who are on track to assume leadership roles,
building skills and business acumen across these critical talent pools.

e We launched a global development program for people managers, connecting
150 global managers in a virtual learning community focused on developing
critical leadership skills.

e Our global employee onboarding process was redesigned to empower
new employees with an on-demand orientation, new hire connection
forums, discussions with senior leaders and new onboarding processes
available online.
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Strategy 1 // Business Highlights

At Clorox, we're committed to being a company that offers a welcoming and
safe environment for all our employees. It's a place where we encourage
bold ideas and where our people feel empowered, accountable and
engaged, benefiting both them and the business.

2020 STRATEGY RECAP

e We maintained employee engagement at levels
higher than comparable companies in the consumer
packaged goods industry and consistent with or
slightly above some of the most highly regarded FY14 86%
companies in the world.

Clorox Employee Engagement

FY15 86%
e Since launching in FY 2018, our Global Mentoring FY16 87%
Program has established 640 mentoring relationships FY17 88%
across 16 countries and 53 locations, providing
employees with one-on-one relationships and FY18 88%
resources to develop leadership skills, build strong FY19 87%2

connections and address growth opportunities.
<& Reviewed by Ernst & Young LLP. Please refer
e As part of our strategy to drive our growth culture, to pages 70-71 for the Review Report.
we rolled out a companywide initiative, “Be BOLD,”
to transform how we develop and advance new ideas, pursue product
innovation, and generate value for consumers and shareholders.

640

mentoring
relationships
across 16 countries
and 53 locations
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STRATEGY

Strategy 1 // Corporate Responsibility Highlights

e Building on our previous commitment to
the CEOQ Action for Diversity & Inclusion, we
hosted a Day of Understanding at five of our
locations as well as virtually. Hundreds of
our employees of different races, ethnicities,
genders, gender identities/expressions, ages
and religions, from the C-suite to recent
college graduates, joined the conversation
to engage in open dialogue about inclusion
and diversity. We also hosted the CEO Action
“Check Your Blind Spots” tour bus at our
Pleasanton, California, campus where

employees were invited to experience diverse

perspectives through virtual reality.

e Reinforcing the importance of safety at
work and home, hundreds of office and
plant employees globally participated in
the #MyReason campaign, sharing videos
and pictures online and on large bulletin
boards explaining their personal reasons
for staying safe.

Corporate Responsibility Highlights

PROMOTE DIVERSITY, OPPORTUNITY AND RESPECTFUL TREATMENT FOR ALL
PEOPLE WHO TOUCH OUR BUSINESS.

FISCAL YEAR 19

A Clorox Peru employee shares his reason for
staying safe at work — his family — as part of
the #MyReason campaign.
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Strategy 1 // Corporate Responsibility Highlights

e As part of continuous improvement efforts, employees in our Kingsford plants
completed a multiyear initiative to improve plant safety through more advanced
training and process enhancements.

e To further enhance safety measures across our enterprise, we began including
distribution centers in Mexico City, Puerto Rico and Peru in our broader safety audit
process and expanded electrical safety training across all Latin American plants.

e The company spent nearly $138 million with diverse suppliers during the fiscal
year. We continue to meet our procurement goal regarding national diverse
suppliers, which include minority-, women-, service-disabled- and veteran-
owned business enterprises as well as LGBT business owners in the U.S.

NEARLY

$138M

spent with diverse
suppliers during FY19

0

g/
>

Employees verify steps as they measure ingredients for dietary supplements.
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STRATEGY

Strategy 1 // Corporate Responsibility Highlights

2020 STRATEGY RECAP

At our offices in Sunrise, Florida, employees walk in
front of a mural depicting the business’s workplace
culture and journey.

e We launched a new inclusion and diversity strategy intended to promote an

inclusive work environment that supports our continued growth. As a public
commitment that reflects this strategy, we signed the CEO Action for Diversity &
Inclusion pledge in FY 2017 and expanded experiential initiatives such as a Day
of Understanding in FY 2019 and unconscious bias education and tools in FY 2018.
The latter aims to lessen the influence of unconscious bias in order to consider
diverse perspectives and make better people- and business-related decisions.

To better reflect the demographics of our workforce, we expanded our employee
resource groups and business resource groups, adding ERGs for veterans,
those with disabilities (or who support a disabled family member), and Middle
Eastern and North African employees — representing protected classes of
individuals — as well as business resource groups that support remote
workers and millennials. In 2016 we also marked the 10-year anniversary of the
founding of our first ERGs, a key pillar of our inclusion and diversity strategy
that has grown to include more than 2,000 members globally.

~ OBSERVED

10-year
anniversary of

the founding of
our first ERGs

.
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Strategy 1 // Corporate Responsibility Highlights

100

learning team sessions
to enhance safety in
daily operations

An employee adjusts equipment used to manufacture gummy vitamins and other dietary supplements.

e Throughout the goal period — and for 13 consecutive years — we received perfect
scores on the Human Rights Campaign’s Corporate Equality Index, a national
benchmarking survey and report on corporate policies and practices related to LGBTQ
workplace equality.

e We were included in the first sector-neutral, global Bloomberg Gender Equality Index
in 2018 and again in 2019, along with other companies committed to transparency in
gender reporting and advancing women’s equality in the workplace.

e We completed the initial Human and Organization Performance training program —
which began in 2015 — for 250 plant managers, key staff and production employees in
U.S. and Canada plants. This philosophy promotes working with cross-functional teams
to better understand processes and identify operational challenges in order to improve
safety in the workplace. Employees across these sites have participated in more than
100 learning team sessions to enhance safety in our daily operations.
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Progress Report: Diversity,
Gender Equality and Safety

With inclusion and diversity as strategic priorities, we
continue to make progress in our goal of having more
diverse representation on our hoard and among
executive leadership as well as within our overall
workforce. Minority and female representation
on our hoard has consistently exceeded average
representation of Fortune 500 companies. Women
continue to assume senior leadership roles, now
making up one-third of our Executive Committee *,
compared with 217 five years ago. During the same time
frame, representation of U.S. minority nonproduction
employees has risen from 307 to 337, while
representation of U.S. minority nonproduction
managers has also risen from 247 to 287.

Teamwork and coffee are two of the ingredients at our
International headquarters in Miami, Florida.

Safety remains an integral part of our daily business
operations. As part of continuous improvement
efforts, our focus now is on how the work gets done, leveraging the knowledge and skills of our
employees. One key industry performance metric that allows us to measure progress against our
goals is the recordable incident case rate. For more than a decade, Clorox's recordable incident rate
has been consistently less than 1.0, a henchmark we consider to be world-class, and well below
the industry average of 3.5. We closed out our 2019 fiscal year with a 0.86 rate *, and averaged
0.68 during the entire 2020 Strategy period.

For us, employee well-being starts with physical and psychological safety — promoting a sense
of belonging, ensuring different perspectives are represented and maintaining a safe work
environment. These are the cornerstones of an engaged workforce that's focused on growing our
business profitably, sustainably and responsibly.

<& Reviewed by Ernst & Young LLP. Please refer to pages 70-71 for the Review Report.
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Clorox U.S. Minority
Nonproduction Managers

FY14 26%

FY15 25%

FY16 25%

FY17 26%
FY18 28%
FY19 28%*
Clorox Women Nonproduction
Managers (Global)

FY14 40%
FY15 1%
FY16 1%
FY17 1%
FY18 43%
FY19 43% ~

Female Clorox Executive
Committee Members

FY14 21%

FY15 31%
FY16 31%
FY17 36%
FY18 33%
FY19 3% >

World-Class Workplace Safety

FY14 0.69

FY15 0.52

FY16 0.61

FY17 0.60

FY18 0.82
FY19 0.86'»

Note: As of June 30, 2019 (close of FY19).

" Recordable incident rate

Clorox U.S. Minority
Nonproduction Employees

FY14 30%
FY15 30%
FY16 N%
FY17 3N%
FY18 32%
FY19 B% A
Clorox Women Nonproduction
Employees (Global)

FY14 49%
FY15 48%
FY16 49%
FY17 50%
FY18 51%
FY19 51% 2
Female

Board Members

FY14 30%
FY15 30%
FY16 30%
FY17 33%
FY18 33%
FY19 B%A

Minority Board Members?

FY14 0%
FY15 0%
FY16 50%
FY17 33%

FY18 33%

FY19 33% ~

2To facilitate comparisons to benchmarking data, we changed the metric from “Independent Minority Board Members”

to “Minority Board Members” in FY17.

<& Reviewed by Ernst & Young LLP. Please refer to pages 70-71 for the Review Report.
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IMAGINE PRODUCTS
THAT MEET CONSUMERS
EVERY WANT AND NEED.

Business Highlights

DRIVE SUPERIOR CONSUMER VALUE BEHIND STRONG BRAND INVESTMENT,
INNOVATION AND TECHNOLOGY TRANSFORMATION.

FISCAL YEAR 19

e Our Hidden Valley® Ranch brand launched a new marketing campaign, You Either
Love It or You Really Love It™, to appeal to the passion of its fans through national
TV spots, the Ranchology Rewards consumer loyalty program and the creation of

a 24-foot bottle of ranch dressing for National Ranch Day.

STRATEGY

-
£

* The NeoCell® brand refreshed its brand positioning to focus on beauty,
which included a full packaging redesign and streamlined product offerings
to make it easier for consumers to shop the brand.

e To reinvigorate and drive overall growth of the charcoal category, the
Kingsford business made holistic portfolio upgrades, including updates
to packaging with the addition of new on-pack claims, modernization
of graphics and simplification of sizes, improving the overall shopping
experience for consumers.

e Our Fresh Step® brand partnered with spcal A and influencers to open Cats on
Glass, an interactive pop-up exhibit that showcased the benefits of Clean Paws
low-tracking litter while furthering the brand’s mission to help every shelter cat
find a forever home.
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Strategy 2 // Business Highlights

We're imagining products that deliver what you want, when
you want it. Whether it’s the sensorial experience of Clorox
Scentiva cleaners, the sustainability of Burt’'s Bees® lip care,
face care and cosmetics, or the effectiveness of Glad® trash
bags, our goal is to always focus on the next big thing, using
the next big technology to reach you.

e Qur Canadian business simplified sizes, assortment and packaging across
the entire Glad trash portfolio and introduced 12 innovations to better
address consumer needs on waste diversion and premium features.

e For the launch of Clorox Ultra Clean disinfecting wipes, the Clorox®
brand created a series of video ads featuring a range of unique product
names, such as Slimy Handprints and Bolognese Boil Over, inspired by
real-life messes. The campaign used purchase and search data to target
consumers with personalized video messages showcasing all the jobs this
wipe can tackle.

e Our Liquid-Plumr® brand partnered with popular YouTube influencers
Vat19 on an integrated campaign showcasing how Liquid-Plumr can defeat
the most extreme clogs, including the world’s largest gummy worm,
massive bacon grease and even the ultimate bathroom clog. “Will It
Clog?"™ has earned six industry awards to date, including Best Use
of YouTube Formats from Google.

e Qur Clorox brand collaborated with Disney and 0
Pixar to promote the launch of Toy Story 4 "'.
through a national TV spot, in-store promotion, .00.
a sweepstakes and more.
00.
e Qur Burt’s Bees brand refreshed its sensitive "
skincare line to bring additional credibility with °
: (>
consumers and dermatologists through new .'
graphics, packaging and the addition of the P
National Eczema Association seal of acceptance. 00
Clinical studies also showed the products ....
, promoted healthy skin better than the leading
EEIT\ITCSAF?EEE?NSEENSITIVE dermatologist-recommended brand. This line :R
was the focus of Burt's Bees' first-ever TV
advertising in the Face Care category. ...
)
® The Clorox brand began introducing a new logo across all its products ’ g".
worldwide. It's been almost two decades since we last updated the logo in ‘
the U.S., and it's the first time we’ll have a global packaging architecture. °0
0.0 o
e
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Strategy 2 // Business Highlights

Clorox delivered approximately

FISCAL YEAR 19

3% of incremental sales behind
product innovation — the

STRATEGY

Sticks;

All Aglow Lip & ~ L
Cheek Sticks;

Bronzer &

Highlighter

Concealers |

L HSIDER ST TR RS R G §
L EERLLERY R

ninth consecutive year of
this achievement.

Burt’s Bees BEES J g
Premium Lip Care ey
— Overnight Lip
Treatment and
Conditioning
Scrub; Cucumber
Mint Lip Balm

= TlEg
s

& Ip;
g =

BURTS BEES

exfoliating

! @

wltrd Gantle
It g

m
|-
Burt’s Bees Masks '.:.ﬂ

H

Burt’s Bees Baby® Sensitive
Line — Foaming Shampoo and
Wash; Ultra-Gentle Lotion

Burt's Bees
Cosmetics —

Fresh Step Mediterranean
Lavender Scented Litter
with the Power of Febreze

Brita® Premium
Filtering Water Bottle

Glad Dual-Layer Trash Bags
Including Gain Scents -

HMEALTHEARS

Clorox Healthcare®
Versasure® Cleaner
Disinfectant Wipes

Kingsford 100% Natural
Hardwood Briquets
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Strategy 2 // Business Highlights

Clorox Disinfecting Bio
Stain and Odor Remover ELUH“K

fn LTRA

CLEAN

Clorox Scentiva
Disinfecting Wet
Mopping Cloths

Clorox Ultra Clean
Disinfecting Wipes

Ever Clean® Total
Cover® Clumping
Cat Litter (Europe)

Kitchen Clog Destroyer Gel, Lemon
Scent; All-Purpose Clog Destroyer
Gel, Lemon Scent; Kitchen Industrial
Strength Gel, Lemon Scent

NeoCell Super Collagen Renewlife Basic Care Probiotics and
Berry Lemon and NeoCell Organic Prebiotics: Healthy Weight
Collagen Peptides and Optimal Energy; RenewLife

Digestmore Enzyme Formula: Dairy,
Fats + Proteins, Plant-Based Foods

4:'.'.

I.t anch

:"al

Hidden Valley Ranch Ready-To-Eat
Ranch Dips - Classic, Bacon and
Buffalo; Blasted Ranch Dipping
Sauces - Bold Buffalo, Ranch-
Dipped Pizza & Zestier Ranch

Clorox
Supreme White
(Latin America)

Clorox Stain Remover
Supreme Whitener
(Middle East)
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2020 STRATEGY RECAP

* Recognizing the shift in consumer behavior, we've

led the consumer packaged goods industry in the ABOUT
percentage of media spending focused on digital, 0
increasing from 24% in FY 2014 to about 55% in 55 /0
FY 2019. - -
of media spending
e Clorox Company products continue to be found in focused on dlgltal
about nine of 10 U.S. households, a household in FY19

penetration rate that has remained strong
throughout the strategy period.

e The Glad brand rolled out dual-layer technology across its kitchen trash bag
portfolio, offering consumers enhanced leak, rip and odor protection. This
breakthrough dual-layer technology platform will fuel ongoing innovation
into the future.

e We invested in innovation within our supply chain, opening a new, state-of-the-art
manufacturing facility in Georgia. Atlanta West is a 258,000-square-foot plant that
is using one-of-a-kind technology to capitalize on the momentum behind our

Home Care business and support long-term growth.

STRATEGY

e To win with the online shopper, our
brands used dynamic advertising
incorporating real-time data to
create personalized experiences
for consumers, as well as artificial
intelligence to help educate
consumers about everyday tasks
such as grilling and cleaning, to
help them find the products best
suited to their needs. They also
formed innovative partnerships
with digital streaming services
and social media influencers.

A new Home Care manufacturing facility opened near
Atlanta, Georgia, in FY18.
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Throughout the 2020 Strategy period, we created superior product
experiences that delighted consumers and supported our brands.
Here is some of the leading innovation from FY 2014 to FY 2019:

Fresh Step Clean

Paws Litter; Fresh
Step Lightweight Litter;
Fresh Step Litter with
the Power of Febreze

Brita
LongLast®
Filters

Glad ForceFlex Plus
Advanced Protection
Gain Original

-

Clorox
Healthcare
Fuzion Cleaner
Disinfectant

Neocell Gummy
Glow Dietary
Supplements

GG

=

Ever Clean Fast
Acting Clumping
Cat Litter (Europe)
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Kingsford Professional,
Kingsford Flavored
Briquets — Hickory,
Mesquite, Applewood,
Cherrywood, Pecan

Clorox Scentiva
Disinfecting Wipes
& Sprays

G 6
SCENTIVA
FoT—

Glad to Be Green Plant-
Based Bags (Australia)

Burt's Bees Lipsticks,
Beauty Line, Burt's
Bees Lip Balm Flavors
— Coconut & Pear,
Cucumber Mint,
Vanilla, Wild Cherry

]
olle

Hidden Valley Ranch —
Southwest Chipotle, Bacon,
Avocado; Hidden Valley
Ranch Simply Ranch® —
Classic, Cucumber Basil,
Chili Lime; Hidden Valley
Ranch Greek Yogurt Dressing
— Classic, Spinach & Feta,
Cucumber Dill

0 e

3
é%
=
in
7
;iE
B

Clorox Total 360°
System

Rainbow Light®
Prenatal Precious
Gems Vitamins

Clorox Ultra Stain
Remover; Clorox Stain
Remover Color Booster
(Middle East)

Clorox Ultra
Stain Remover
(Latin America)
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Strategy 2 // Business Highlights

Brands With Purpose

what
comes
next
project

$250,000

in micro grants

CLOROX WHAT COMES NEXT PROJECT through the Clorox
Clean matters — whether it’s a spotless What Comes Next
space to work in, a germ-free table Project

to feed your family, fresh sheets to
sleep on or safe water to drink. It's
about more than getting rid of dirt
and germs. Where there's a clean
environment, people can do their
best work and live their best lives.
With this in mind, our Clorox brand
has been embracing its purpose: to
champion a cleaner world where
people thrive. The brand committed q
to transforming lives with projects both big and small in

communities across the U.S. To date, it's provided over
$250,000 in microgrants to individuals, adult and youth
leaders, and organizations that are making a positive
difference in their communities through the Clorox What
Comes Next Project. More information about each of the
projects can be found at www.whatcomesnextproject.com.
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BRITA AND NATIONAL GEOGRAPHIC
Our Brita brand’s mission is to make water better 30 ooo
for people and the planet by inspiring people to ) ]

stop using wasteful single-use plastic water pledges to reduce
bottles and choose reusable options instead. In bottled water use

the United States alone, we use 2,000 single-use
) through the Planet

plastic bottles every second. 70% of these bottles . e
never get recycled and end up in landfills or the or Plastic? initiative

world’s rivers and oceans. Brita’'s water filtration
systems — including pitchers, dispensers
and reusable bottles — are the perfect solution for great-tasting water

without the waste. In 2018, Brita filtered the equivalent of 10.6 billion

single-use plastic bottles'. To raise awareness, Brita partnered with

National Geographic on its Planet or Plastic? initiative. Together, they

launched three documentary-style videos detailing the effects of

single-use plastic on our environment. The partnership kicked off
with a New Year’s pledge to reduce single-use plastics, which resulted
in nearly 30,000 pledges to reduce bottled water use. At Clorox, Brita
sent toolkits of educational resources and signage to 43 locations
across North America and Latin America encouraging employees

to go bottled-water-free.

| ER¥IRQHMEINT |

PLAMET OR PLASTIC?

Brita partnered with National Geographic on a campaign to encourage people to sign a pledge to reduce single-use plastic bottles.

'Based on 2018 shipment volume of all Brita systems and filters. Compared to 16.9-ounce bottles.
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Corporate Responsibility Highlights

MAKE RESPONSIBLE PRODUCTS RESPONSIBLY

FISCAL YEAR 19

STRATEGY

To explore new product designs and commerce
models based on a circular economy, a Clorox
disinfecting wipes product and Hidden Valley
topping and dressing product joined TerraCycle’s
Loop pilot program, which launched in the U.S.
Mid-Atlantic region in May. First announced
at the 2019 World Economic Forum, Loop is a
sustainable online shopping platform enabling
consumers to purchase commonly used products
from leading consumer brands in customized,
durable packaging that are delivered to their

homes in a reusable shipping tote. Once products are used, the pack-
aging is collected, cleaned, refilled and reused. Our Loop participation
builds on engagement with other TerraCycle programs for our Burt's
Bees and Brita brands that reduce waste and strive for innovative
sustainable product solutions.

e | eaders from our
Burt's Bees and Glad
businesses joined
academics, NGOs,
scientific experts and
other stakeholders
to participate in the
inaugural Ocean
Plastics Leadership
Summit. The summit
was a forum to develop
innovative solutions to
the causes of plastic
waste, which is posing
a threat to oceanic
ecosystems.

Our Burt's Bees and Glad businesses participated in the
inaugural Ocean Plastics Leadership Summit.
Photo: Bryan Liscinsky
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* The Burt's Bees brand redesigned its lip balm * By optimizing its packaging and streamlining
tubes to be made with 50% post-consumer sizes, the Kingsford brand was able to
recycled plastic, which helped the business exceed maximize the number of charcoal briquets
its 2020 goal to increase the recycled content of in its bags while reducing packaging by an
primary container packaging by 40%. The brand is average of 7% per pound of charcoal on
also leading the industry by introducing post- two-thirds of its packaging where these
consumer recycled plastic into the flip-top closures improvements were made.

for its 4-ounce and larger flexible tubes for lotions,
creams, facial cleansers and soothers.
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INCREASE

in recycled content - --,,___H:,[-:.Q
in Burt’s Bees ' """"’"if-‘l-‘ll!.[
. . THE OB
container packaging p

NEARLY

i o
" POUNDS

less resin used annually in
Glad kitchen trash bags

(452 Lh 1FT 1128 WG FT 1-20 8 .72 L

{2 XS5 cnX 11 pm) e Across its kitchen trash bag portfolio,

the Glad brand combined its new dual-
layer technology with superior quality
resin to create stronger bags using
nearly 20 million fewer pounds of resin
annually while offering consumers the
benefits of reinforced strength and extra
leak protection.
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Strategy 2 // Corporate Responsibility Highlights

2020 STRATEGY RECAP

e We continued to build on our progress as the first major consumer packaged
goods company to voluntarily disclose ingredients in household and commercial
cleaning, disinfecting and laundry products. Early in our goal period, we
expanded the Ingredients Inside program to include fragrance components
identified as potential allergens by the Scientific Committee on Consumer
Safety, an advisory board to the European Union. Recently, we also committed
to publish our list of ingredients on the labels of all 350 of our household
registered disinfecting products sold through U.S. retail channels in addition
to the 300 nonregistered household and professional products covered under
California’s Cleaning Product Right to Know law, taking effect in 2020.

e As a member of the Sustainable Packaging Coalition, we
helped to bring standardized recycling labeling instructions
to packaging by being an early adopter of the How2Recycle
label. Across our portfolio, about 92% of our primary packaging
by global retail sales volume is recyclable, and more than .
85% of our domestic retail sales volume carries the

How2Recycle label.

domestic retail sales
volume carries
How?2Recycle label
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® The Burt’s Bees brand collaborated with 18 diverse beauty and personal care
companies, retail customers and nonprofit organizations to develop a common tool
to evaluate product sustainability. The new rating system is intended to help retailers
make more sustainable personal care products available and promote those attributes

to consumers while also providing an incentive for manufacturers to produce more
sustainable products.

* We reduced the amount of packaging used to ship empty Kingsford bags to our
plants. By working with our bag supplier and rethinking the packaging, the team
eliminated about 50% of the shipping materials, which has reduced the amount of
wood and corrugate used annually by more than 650,000 pounds as well as lowering
shipping costs.

Product Sustainability Goal
Surpassed 2 Years Early

Since our 2011 baseline, the percentage of our product portfolio with Product Portfolio With
sustainability improvements increased steadily, from 77 in the first Sustainability Improvements
calendar year to 58% in FY 2019 *, after we had exceeded our 2020 goal
in CY 2018. iz 7
CY13 15%
How did we accomplish that? By establishing objective, transparent and CY14 20%
verifiable pathways to make products and packaging more sustainable and CY15 2%
then allowing our brands to consider the best approach for their products
that also allowed them to continue delivering superior consumer value. They CY1é 34%
could reduce materials, use more sustainable materials, reduce the amount CY17 49%
of water or energy required by consumers, or source their materials more FY19 58% A
sustainably — taking one or a combination of these approaches. CY20 50%

The end result? Many of our product sustainability improvements were
achieved by reducing the amount of material used in the product or
package, or hoth. This helped minimize the footprint associated with the FY ’| 9 > 58 0/0
materials saved and reduced the transportation footprint because we can .
load more product onto fewer trucks for distribution. All the data were RrOdUCt pprtfql;o
reviewed through a third-party assurance process, providing an additional Wl.th SuSta'lnablhty
layer of credibility to our results. 1mprovements

(vs. 50% goal by 2020)

<& Reviewed by Ernst & Young LLP. Please refer to pages 70-71 for the Review Report.
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Product Sustainability
Improvements by Year

2012

Our transition to concentrated
Clorox bleach saves resources
across the life cycle of the
product, from raw materials

STRATEGY

through manufacturing and shipping, 2014

to even when the consumer recycles Fresh Step extreme lightweight litter is introduced
the hottle. The savings add up to to the U.S. market, offering an option that's 307
225,000 megawatt hours of electricity, lighter than traditional litter along .

196 million gallons of water, 16 million with sustainability benefits derived
pounds of paper and 10 million pounds from less material used and a

of plastic annually. smaller transportation footprint.

2015
A new Kingsford charcoal briquet is
introduced that is optimized for air flow,
reducing materials by 77%. With a lighter-
weight product, we can load more
charcoal onto trucks, saving
over 1 million transportation
miles while providing our
consumers with a faster-
lighting briquet.

2013
Brita packaging is redesigned to better
showcase the pitcher, improve our presence
on shelf and use fewer resources. Instead of a
fully enclosed cardhoard hox,
the new packaging features
an open cardboard base that
reduces the environmental
footprint of the package by ORIGINAL
907% and saves about
$100,000 annually.
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2016

® For its facial towelettes, the Burt's Bees
brand replaces the hard plastic opening
with an adhesive closure, eliminating
approximately 108,000 pounds of hard plastic from
production annually and keeping it out of waste
streams. A redesigned cardboard display tray for the
towelettes also uses 90,000 pounds less paperhoard

per year.

© |n support of our goal to eliminate all PVC packaging, 2018 _
which we are on track to achieve globally by 2020, A Hidden Valley Ranch brand packaging
excluding acquisitions made during the goal period, redesign reduces the amount of plastic needed
we changed the material used for our Kingsford for hottles by a projected 1.5 million pounds

charcoal lighter fluid packaging to more environmentally - annually while also replacing the screw-on
friendly PET cap with a flip-cap lid that is easier to open

and close.

2017
© By investing in our manufacturing process and equipment,
we were able to reduce resin by 20 million pounds
annually in Glad kitchen trash bags in 2017 and 2018,
creating a new, patent-protected product that offers
greater value to consumers.

The Brita brand’s line of Stream pitchers — featuring
Filter-As-You-Pour® technology, which allows users to
fill the pitcher quickly and pour immediately — no longer
requires a water reservoir, enahling us to use 307 less
resin than our standard model with equal capacity.
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IMAGINE TOUCHING
EVEN MORE LIVES.

Business Highlights

ACCELERATE PORTFOLIO MOMENTUM IN AND AROUND THE CORE.

FISCAL YEAR 19

e \We expanded the Clorox Scentiva experiential scent platform to a new area of
the home — consumers’ floors — with the launch of Clorox Scentiva disinfecting
wet mopping cloths, the first branded mopping cloth that also disinfects.

e We strengthened our commitment to public health by launching a new, unified
brand, CloroxPro™, to encompass all our industry-leading healthcare and
commercial-cleaning products. CloroxPro’s mission is to empower people

to confidently come together to work, learn, play, travel, socialize and heal,
eliminating the fear of germs in shared spaces and enabling
communities to realize their potential.

STRATEGY

e CloroxPro partnered with AutoNation, the largest automotive
retailer in the U.S., to introduce PrecisionCare powered by
Clorox Total 360, a sanitizing system designed to enable
cleaner, healthier and safer cars. The system will be available
at 240 AutoNation locations and auto dealers, repair shops,
rental car companies, professional fleets and livery services
through AutoNation’s Wholesale Parts Network.

e Burt's Bees Lip Care grew double digits by expanding into
new channels, limited-edition flavors and white-space
retailers, and continuing digital and product personalization.

POWERED BY Armed with lessons from a 2018 holiday test-and-learn project,

CLOROX TOTAL 360 we began offering personalized Burt's Bees lip balm year-round,

either as four-packs or in bulk.

AUTONATION:

PRECISIONCARE
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We’'re imagining ways we can meet a multitude of consumer
needs while also serving those in need. From entering new
categories in health and wellness to giving during times of
crisis, we want to touch even more people through our products.

Strategy 3 // Business Highlights

2020 STRATEGY RECAP

As part of our ongoing effort to accelerate growth through acquisitions of
leading brands in fast-growing categories, we expanded our health-and-

wellness portfolio with the acquisitions of Nutranext dietary supplements .
and Renewlife digestive health products.

As an early adopter of e-commerce in the consumer packaged goods industry,
we grew sales in this channel by 483%, from about 2% of sales in fiscal year 2014
to about 8% of sales in fiscal year 2019.

The Hidden Valley Ranch brand offered consumers even more ways to enjoy
the taste of ranch, expanding into new categories with the introduction of
ready-to-eat dips and the relaunch of seasonings, while offering a new line
of Simply Ranch dressings without artificial preservatives, colors or flavors.

Building on its strong foundation in Natural Personal Care, our Burt's Bees
brand expanded into the Color Cosmetics category with the introduction of Burt's Bees
Beauty. The cosmetics line — foundation, concealer, powder, blush, eyeshadow, eyeliner
and mascara — provides consumers with access to high-quality beauty products made
with natural ingredients.

We continued to shift investments in our International segment to more profitable
businesses while implementing cost savings plans to mitigate the impact of foreign
exchange headwinds.

The Kingsford brand established a multiyear partnership with Major League Baseball
that paired two of America’s favorite pastimes, baseball and barbecuing, around common
purposes of connecting with family and friends, enjoying food and fun, and tradition.

Through the Natural Launchpad, an annual grant program that supports innovation
in natural products, our Burt’s Bees brand empowered women entrepreneurs who are
passionate about improving the health and well-being of our planet. In total, the brand
gave $300,000 to 30 entrepreneurs across a variety of categories including natural
pest prevention, compostable picnicware and natural remedies. Additionally, the
entrepreneurs received executive advice and networking opportunities to grow their
small business and influence.
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STRATEGY

Strategy 3 // Corporate Responsibility Highlights

Corporate Responsibility Highlights

SAFEGUARD FAMILIES THROUGH INITIATIVES THAT PROMOTE HEALTH,
EDUCATION AND SAFETY.

FISCAL YEAR 19

e In response to disasters such as hurricanes Florence and Michael and Midwest
U.S. flooding, we donated more than 10,000 cases each of Clorox liquid bleach
and Glad trash bags, over 3,500 cases of Clorox disinfecting wipes, three
truckloads of Kingsford charcoal and 1,000 Burt’s Bees lip balms, working
primarily with our partner, the American Red Cross. The Clorox Company
Foundation donated an additional $200,000 to the American Red Cross, and
employees donated nearly $50,000 through our workplace giving program,
which included matching funds from the foundation.

e Our brands continued to engage in cause-marketing programs that are both
consistent with their purpose and meaningful to consumers:

» The RenewLife brand joined the Whole
Foods 2019 Supplier Alliance for
Microcredit and pledged $50,000 to The
Whole Planet Foundation to provide
small loans to the world’s poorest
people — mostly women — to create or
expand businesses to pull themselves
and their families out of poverty.

» As part of a bold new goal to eradicate
newborn mortality from vitamin-
deficiency diseases by 2030, the
Rainbow Light brand kicked off the
Rainbow Light Shine Your Light™
campaign to make nonprofit Vitamin
Angels’ first-ever U.S. vitamin drops,

delivering vitamins to 25 women'’s

shelters coast to coast to celebrate
their 25-year partnership.
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Supplied charcoal for

» Showing faith in the power of barbecue, the 80'000

Kingsford brand sponsored Operation BBQ M EALS | N 8 C |T| ES

Relief's Breaking Bread Tour, supplying charcoal
for events in eight cities where 80,000 meals
were served to raise awareness of the needs
within the military and among first responders » The Scoop Away® brand partnered
and others in need. with cat celebrity Lil BUB on her
mission to spread positivity and
acceptance for animal welfare and
pets with special
needs by creating

a limited-edition
box featuring Lil
BUB on millions

of their packages
and donating to Lil
BUB’s BIG Fund

for the ASPCA (The
American Society
for the Prevention of
Cruelty to Animals).

BEE SPECIES

mapped worldwide

» With a commitment to protecting pollinators, biodiversity and the environment, the
Burt's Bees brand partnered with the E.O. Wilson Biodiversity Foundation to fund the
mapping of 6,000 bee species worldwide. The brand also donated to the National Parks
Foundation while encouraging others to give to the U.S. national park system through a
social media campaign, Let’s Stand United for Nature, reaching over 6.5 million people.
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2020 STRATEGY RECAP

e During the period, we donated close to $50 million
worth of products including Clorox liquid bleach, Glad
trash bags, Clorox disinfecting wipes, Burt's Bees lip
balms and Kingsford charcoal. Working primarily
with our partner, the American Red Cross, some of
our donations in the U.S. went toward helping victims
of natural disasters, including seven major hurricanes,
floods in multiple states and wildfires in California.
Outside the U.S., we provided assistance following a
typhoon in the Philippines; an earthquake in Ecuador;
floods in Canada and Peru; and global disease
outbreaks such as Ebola in West Africa and Zika,
for which we offered support in the Dominican
Republic. Through The Clorox Company Foundation
Employee Emergency Assistance Fund, we also
helped 48 employees directly impacted by Hurricane
Maria in Puerto Rico.

STRATEGY

Red Cross workers in a Fayetteville, North
Carolina, warehouse help load products onto

trucks to help those affected by floods
$50M following Hurricane Florence.
Photo by Daniel Cima/American Red Cross.

in product donations

e We refined The Clorox Company Foundation focus areas and introduced an urban
farming program that expanded our commitment to health and wellness
through a pledge of $1 million in grants over four years. These farms are helping
to strengthen disadvantaged communities by addressing food scarcity through
nutrition education and by removing barriers to eating nutritious food.

e The Burt's Bees brand began an initiative to strengthen 10 global supplier
communities’ capabilities in areas such as access to clean water, women'’s and
children’s empowerment, health and safety, and biodiversity by 2020. To date,
the initiative has benefited over 6,000 people globally in countries including
Tanzania, Vietnam and Burkina Faso.

* Our Clorox brand donated nearly $800,000 in products and funds to organizations
DonorsChoose.org, Visiting Nurses Association, Families Fighting Flu and Alliance
for a Healthier Generation to help families fight the flu and keep classrooms clean,
particularly in January when classrooms are low on supplies, as well as the more
traditional fall back-to-school period when cold and flu season begins in earnest.

e The Burt's Bees brand launched the Bring Back the Bees program in 2016, in
partnership with Rural Advancement Foundation International and public conservation
and farm service agencies, planting 15 billion seeds alongside approximately 145,000
acres of farmland to provide pollinators with nourishing forage.
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e Through our Clorox and Brita brands, we provided access to safe drinking water
globally during disasters and to regions lacking the infrastructure for clean water —
a problem that affects roughly 1 billion people globally.

» The Clorox brand expanded the Safe Water
Project — which it launched in 2012 with
nonprofit PRISMA — to provide 25,000 people
in rural Peru with access to safe water through
bleach dispensers. Through a partnership
with Evidence Action, it expanded to Africa
in FY 2018, providing bleach to support safe
water for 1 million people in Kenya.

Bleach from a dispenser is added to water to make it safe to
drink, part of the Clor<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>