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An accurate and comprehensive examination of competitor cost
structures of leading marketers of household cleaning products,
focusing on key trends, developments, and business opportunities
designed to:

B Understand how key marketers' cost structures have changed
during the recession

m  Offer a benchmark for industry cost performance

B Reveal profit and loss line items for each players' household
cleaning products business and their largest product classes

B Assess the cost positions of market leaders including Procter &
Gamble, S.C. Johnson, Reckitt Benckiser, and Clorox

B Give subscribers critical insights in order to succeed in the face of
intensifying cost pressures

B Provide an appraisal of expected future performance
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Report Scope

Household Cleaning Products: U.S. Competitor Cost Structures 2009 has been successfully completed six times
before and was last published in 1998. The report presents information on the financial performance, profitability,
and costs structures of the eight leading household cleaning products companies in the United States. It is designed
to help companies benchmark their cost structures with those of their competitors. For each company, cost
breakdowns are provided for its overall household cleaning business, as well as its leading product classes.

Company profiles will also feature overviews of each company's household cleaning business unit, an assessment of
domestic cleaning product sales by product class, and analysis of costs, expenses, and profitability.

Cost structures refer to U.S. operations only. Sales, expenses, and profits are presented for the 2008 calendar year
and first half of 2009 and do not include extraordinary or nonrecurring items reports in published financial
statements. References to overall corporate results are for the latest fiscal year available.

Key Benefits

This study will provide subscribers with accurate and concise profitability information and cost structures of eight
major household cleaning products marketers in the United States. It is designed to help household cleaning
products firms benchmark their cost structures with those of their competitors.

Specifically, this report will assist subscribers by providing:

Line-item detail to allow companies to benchmark their business against that of competitors
Details on how household cleaning products marketers structure and run their operations
Insights into decisions companies have made regarding outsourcing, resource allocation, and product portfolios

Competitive intelligence that will help companies make decisions to take steps to lower costs

Important comparisons of marketers' cost structures between 2008 and first half of 2009 and understanding
how marketers are coping with the recession by shifting their costs

Charter subscribers to the study will have the opportunity to shape the final scope of the study.
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Tentative Report Contents
1. INTRODUCTION

2. EXECUTIVE SUMMARY

State of the industry

Impacts on the industry from the recession
Market sales and growth

Industry cost structure

Key factors influencing profitability
Analysis of key expenses

Appraisal and Outlook

3. COMPANY PROFILES

Competitive landscape/ impact of mergers on costs structures
Product class cost structures (for those listed in Table 1)

For each of the companies profiled (listed in Table 2), the report will provide information on profitability for its household cleaning products
business unit and leading product classes (illustrated in Table 3) and will include:

u Corporate overview
= Corporate sales and profits
u Business unit cost structure
- Profitability
- Analysis of key expenses
[ Cost structure of leading product classes
= Appraisal

Table 1
Product Classes Covered

= Deodorizers and Disinfectants

= Dish Care Products

» Laundry Care Products

= Multipurpose and Specialty Cleaners

= Polishes and Waxes

Table 2
Companies to be Profiled
= Church & Dwight
= Clorox
= Colgate-Palmolive
= Henkel
= Procter & Gamble
= Reckitt Benckiser
=  S.C. Johnson

n Unilever

Table 3

Cost Structure of the
Household Cleaning Products Industry

Line item % Of net sales
NET SALES
COST OF GOODS SOLD
Raw materials
Packaging
Processing
Overhead
Total
GROSS MARGIN
MARKETING EXPENSES
Promotion
Trade
Consumer
Total
Advertising
Marketing department
Sales force/sampling
Distribution
Total
MARGIN AFTER MARKETING EXPENSES
OTHER OPERATING EXPENSES
Administration
Research and development
Total
OPERATING MARGIN
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Methodology

Kline is unmatched in our ability to gather hard-to-get market and competitive intelligence with a high degree of
confidence. Kline's approach relies heavily on primary research, employing the use of field and telephone interviews
to capture insights and information from a wide range of industry experts and opinion leaders including:

m Executives from household cleaning products firms in functional areas such as finance, production,
procurement, sales, marketing, distribution, and research and development

m  Suppliers of raw materials, packaging, and processing equipment

= Service providers such as advertising agencies, logistics providers, contract manufacturers and packagers, and
retailers/distributors

m  Key professionals specializing in manufacturing economics, packaging, chemicals, and technology assessment

This report will also draw upon nonconfidential data from Kline & Company's internal database, which contains 50
years of syndicated research on the household cleaning products industry. The analysis will be supplemented by
secondary research, including a review of annual reports and other financial files and analyses. This approach has
proven to be the most effective and reliable approach to obtaining accurate data and expert insights.

Kline Credentials

Kline is a worldwide consulting and research firm dedicated to
providing the kind of insight and knowledge that helps companies
find a clear path to success. The firm has served the management
consulting and market research needs of organizations in the
chemicals, materials, energy, life sciences, and consumer products =  Household Cleaning Products USA
industries for 50 years.

Recently published or in-progress research for the
Household Cleaning Products industry includes:

m  Home Fragrances USA 2008

m  Personal Care: U.S. Competitor Cost Structures

Kline's research and consulting services extend across the entire 2009

personal care industry value chain. Our solutions have helped

clients develop better ways to create and profit from new business ®  Green Cleaning: A Significant Element Of
opportunities, respond to competitive and economic threats, Environmentally Sustainable Solutions
improve productivity, achieve sustainable growth, and optimize m Food Service Cleaning Products 2008
performance. Kline provides clients with facts, forecasts, and

recommendations based solidly on the realities of the market.

Our market research reports and services are designed to provide subscribers with a deeper understanding of their
markets, an outlook for their business, and accurate information about their competitors. Our clients tell us they
often use Kline's market research to validate their own internal analysis, and many clients rely on Kline reports as
their most critical source of information.

For more information about this study or Kline's other services, e-mail us at sales@klinegroup.com, visit our website
at www.KlineGroup.com, or contact us at any of our regional offices listed below.

North America Latin America Europe Japan Asia India
+1-973-435-6262 +55-11-3079-0792 +32-2-770-4740 +81-3-3242-6277 +86-21-6876-8600 +91-124-4546-100
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Ordering Information & Contract
The standard subscription includes:

Direct access to the project team
1 day of consultation time to be used within six months of the
publication date

B Unlimited enterprise-wide online access to contents via MyKline.com u
®  Downloadable PDF files of contents via MyKline.com ]
® 1hard copy of the report

Prices do not include sales tax. (NJ add 7% sales tax.) Ground shipping within the contiguous U.S. is included in the subscription price. Overnight and inter-
national shipping are available for an additional fee and will be added to the total amount. This study is available by subscription only. Once the study is
launched, you will be invoiced for the full amount, payable within 15 days upon receipt of the invoice. Expenses related to any travel made at the request of
the subscriber are to be reimbursed by the subscriber.

20% off 15% off 10% off 5% off
Through July 16 through Sept. 1 through Oct. 1 through Amount
Standard price July 15, 2009 Aug. 31, 2009 Sept. 30, 2009 Nov. 30, 2009 (please fill in price)

$19,000 $15,000 $15,600 $16,800 $17,900

Additional hard copies: @ $500 each =

Subtotal

NJ only: 7% sales tax

NOTE: All prices in U.S. funds. TOTAL

An authorized signature agreeing to the subscription terms below is necessary to confirm your order.

We agree that, for a period of three years after its date of issue, we will: (1) restrict its circulation to employees of our corporation, to subsidiaries and joint
ventures in which our corporation holds more than a 50 percent interest, or to any parent organization that holds more than a 50 percent interest in our
firm; (2) use all reasonable precautions to prevent the disclosure of its contents to any other persons or organizations. We may however use or disclose any
information in this report that is public knowledge, that was already in our possession before receipt of the report, or that comes to us from third parties
independently of this report. Kline & Company, Inc. similarly agrees that it will use all reasonable precautions to prevent the disclosure of the contents of
this report to any person or organizations other than subscribers for three years after its date of issue. We understand that this agreement is fully binding
on the corporation and non-cancelable.

We have completed and signed this subscription agreement. Please indicate your acceptance of

this subscription by countersigning and returning one copy for our files. Send invoices to:

COMPANY NAME

SIGNATURE DATE TITLE

NAME ADDRESS

TITLE

E-MAIL E-MAIL

PHONE PURCHASE ORDER #
Shipping address (if different than billing address): Kline use only:

NAME ACCEPTED

TITLE SIGNATURE

ADDRESS NAME

TITLE

E-MAIL DATE
METHOD OF PAYMENT: D Send invoice I:I @tld
Card #: Exp. Date: Name (as it appears on credit card):

Signature (for credit card authorization):

Fax the signed agreement to +1-973-435-3395
or e-mail to Lisa_Carnevale@KlineGroup.com
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