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Supplemental Volume Growth Information

% Change vs. Prior Year

Business Segment FYO05 FY06 Major Drivers of Change
Q1 Q2 Q3 Q4 FY Q1 Q2 Q3 Q4 FY
Q4 decline reflects prior year launch of Clorox Bath
Laundry / Home Care % | 9% | 3% | 8% 7% | 2% | 5% 3% -5% 0% | Wand and softness on Clorox 2, partially offset by
strong growth on Clorox disinfecting wipes and prior-
guarter launch of Clorox Anywhere.
Q4 increase driven by very strong Auto shipments
Water Filtration / Canada/U.S. | o 10 20 50 o o 1e0 o 50 behind increased merchandising, early season new
Auto / PPD* 4% 2% 1% 3% 2% 5% 0% 15% 3% 2% products and “Saves Gas” campaign. Brita shipments
were lower following price increases earlier in the year.
Total Household Group — % | % | 1% | 5% 4% | 0% | 4% -3% 3% | 1%
North America
Q4 decline reflects impact of price increases taken on
Bags & Wraps 14% 9% 3% 3% 7% -7% 1% -1% -6% -3% Glad products earlier in the year and softer
consumption in plastic wrap.
Q4 shipment increase reflects strong results from new
Litter / Food / Charcoal 2% | 5% | 1% | -1% % | 3% | -2% 3% 2% | 20 | Liuerwith activated carbon and growth in Charcoal
from the prior-quarter’s launch of Sure Fire Grooves.
Food shipments declined slightly.
Total Specialty Group 5% 6% 2% 0% 3% -1% 0% 2% 0% 0%
Total International 7% | 13% | 9% | 13% 10% | 14% | 1% 4% 6% 6% | Q4 Vvolume growth behind strong results in Mexico and
Argentina, partially offset by declines in Puerto Rico.
Total Clorox 5% 8% 3% 4% 5% 1% 2% 0% -1% 1%

* Professional Products Division

Note A: All periods presented exclude sales from businesses transferred to Henkel, which were treated as discontinued operations, including Q1 FYO05 which has been reclassified for such

treatment.
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