CHURCH & DWIGHT CO., INC.

Barclays Back-To-School Consumer Conference
September 3rd, 2014



Safe Harbor Statement <)

This presentation contains forward-looking statements relating, among others, to short- and long-term financial
objectives, sales and earnings growth, margin improvement, marketing spending, new product introductions, the timing
of new product launches, consumer demand for the Company’s products, shareholder returns, earnings per share and
other financial metrics. These statements represent the intentions, plans, expectations and beliefs of the Company, and
are subject to risks, uncertainties and other factors, many of which are outside the Company’s control and could cause
actual results to differ materially from such forward-looking statements. These uncertainties include assumptions as to
market growth and consumer demand (including the effect of political and economic events on consumer demand), raw
material and energy prices, the financial condition of major customers and increased marketing spending. With regard
to the new product introductions referred to in this presentation, there is particular uncertainty relating to trade,
competitive and consumer reactions, and retailer acceptance. Other factors, which could materially affect the
Company'’s results, include the outcome of contingencies, including litigation, pending regulatory proceedings,
environmental remediation and the divestiture of assets. For a description of additional factors that could cause actual
results to differ materially from the forward- looking statements, see the Company’s quarterly and annual reports filed
with the SEC.

This presentation contains non-GAAP financial measures, including organic sales growth, adjusted earnings per share,
adjusted gross margin, free cash flow and EBITDA. The Appendix at the end of this presentation includes the
definitions of these non-GAAP measures and reconciles such measures to the most directly comparable GAAP
measures. We believe that the presentation of these non-GAAP financial measures, among other things, provides
enhanced visibility into our performance. It is important to view each of these non-GAAP financial measures in addition
to, rather than as a substitute for, the comparable GAAP measures.
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What You Are Going to Hear Today )

1. 13 Consecutive Years of Double-Digit EPS Growth.

2. “Playing to Win” in 2014 With Aggressive But Achievable Plan.
3. Largest New Product Pipeline Ever - Off to a Good Start

4. Increased Focus on 4 Mega Brands.

5. Avid Vitamin Acquisition Delivering Exceptional Results.

6. Aggressively Pursuing Additional Acquisitions.
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Our Investors Love Us, Our Non-
Investors Keep “Missing the Boat”

CHD Investor Non-CHD Investor




CHD Significantly Outperformed S&P 500
Over Past 10 Years

7/1/2004 | 8/18/2014 CAGR
CHD Stock Price |$  13.23|$ 67.74| 17.74%

S&P 500 $ 1,14084 | $ 1,969.16| 5.61%
$1,000 Invested: 7/1/2004 8/18/2014
CHD Indexed CHD $1,000 $5,154 S&P 500
Stock Price S&P 500 $1,000 $1,879 Index
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est TSR in CPG Industry

Cumulative Total Shareholder Return - Since July |, 2004()

-~ _I ® ®
450% | | During my tenure, CHD has delivered
412% | .
0% || | superior Shareholder Return
| 56%
i || | (July 2004 through August 18,2014)
300% || | . Stock Price Appreciation
I
I 9
el T || Dividends
I : 196%
200% : | 179% 178%
I %
150% : : 58% 39% 124%
' !
100% : : 75%
I
I
I
--%
: Reckitt Unilever Energizer Colgate Kimberly- S&P 500
| Benckiser Clark
I

Source: FactSet.
(I) Represents cumulative $USD return to equity holders from 07/01/2004 to 8/18/2014, assuming reinvestment of dividends. 8



Great History, But What About
The Future?

Why CHD Can Continue
to Deliver
Superior TSR Results!/



“Top 10" TSR Drivers

1. Recession Resistant

Product Portfolio




Consumer Confidence is Not Translating
Into Stronger Retail Sales

“Slowing Customer Traffic

Worries U.S. Retailers” (wsi710014)
“Macy’s Cuts Full-Year Sales Outlook” (wsi siana)

“For Retailers, No Christmas in July” (wsasnana)

1



Our Unique Product Portfolio Has Both
Value and Premium Products

remiu Value
P M

12



Category

Laundry Detergent

Fabric Softener Sheets

Toothpaste

Cleaners

Vitamins

s Hay,
2

CHD’s Value Products Offer Meaningful $ o
Savings vs. Competitors Premium Brands

"'m.w'f 4

Price vs. Premium Brands

50-65% lower than Tide

Over 50% lower than Bounce

50% lower than Crest / Colgate

45% lower than Scrubbing
Bubbles

45% lower than One-A-Day

gummies
13



Recessionary Pressures Have Accelerated the Shift G

"'amo'"’e

From the Premium and Mid-Tier to Value Brands

Buying Households

-18.8

Premium Mid

Value

Extreme Value

Pre-2008 Recession vs. 52 Weeks Ending June 2014

Source: Nielsen Homescan Panel 52 W/E 6/28/08 vs. 52 Weeks Ending 6/28/14.

14



More U.S. Households Now Buy a Value 5
Detergent Than Premium or Mid-Tier Products

52 Weeks Ending June 2014
% Household Penetration

60.0% —

48%

50.0% -

40.0% -

29% 28%

30.0%

20.0% -

10.0%

0.0%

Value Mid Premium

Nielsen Homescan Panel : Value incl Extreme Value + PL, 52wks ending June 28", 2014 15



The Value-Price Liquid Laundry Tier Has Now Passed
the Mid-Priced Tier to Become the #2 Price Tier

% Liquid Detergent
S

Share
Priced Tiers 2009 H1 2014
Premium 42.4% 40.5%
Mid-Priced 27.2% 25.4%
Value 26.8% _-:? 31.4%|

Private Label 3.7% 2.6%

Source: C&D Custom Nielsen Scanning CY 2009 vs 26 wks end 6/28/14 16
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"~ CHD +3.1
Share Pts.
In 4+ Years ..

Phoenix Rem MF

Brands /" 0.8% Phoenix
4, ‘ Brands
2.1%

H1 2014

Source: C&D Custom Nielsen Scanning Database, $ Share, Value + Extreme Value (excl PL) 17



’ urch & Dwight is the Only Liquid Detergent
- Manufacturer Reporting Share Growth vs. 2009, And

Now Second to P&G in $ Share

ollar Share Liquid Detergent Manufacturers

2009 H1 2014 Change

57.4% 55.0% (2.4 pts.)

15.7% 14.5% (1.2 pts. )
Henkel 7.8% 7.4% (0.4 pts.)
All Other 7.6% 6.9% (0.7 pts.)

Source: C&D Custom Nielsen Scanning Database 18



Liquid Laundry Washload Shares
2009 vs. H1 2014

Share Point
2009 H1 2014 Change
Procter & Gamble 38.6 34.9 (3.7 pts.)
Church & Dwight | 203 | 266 |  +63pts. |
Sun Products 21.8 20.0 (1.8 pts.)
Henkel 10.2 11.5 +1.3 pts.
Private Label 4.9 3.2 (1.7 pts.)

All Other 4.2 3.8 (0.4 pts.)

Source: C&D Custom Nielsen Scanning Database 19



Al
Launched 3 Major Laundry Innovations (=
in 2014

Fulfilling Unmet Consumer Needs
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Freshness is a Top Driver of Consumer
Delight in Laundry

Freshness /
Fragrance

Cleaning /
Stain Removal

23%

Convenience
& Ease of Use

28%

Value

Source : Nielsen BASES Competitive Insights Analysis, Key Category Drivers, General population, March 2013 21




H1 2014 Results

Powerfully
Clean.
Vibrantly
Fresh.
Great Value.

Acadia — Maine
III! : rouhl
sACHNES
&

Excellent Retail
Distribution

Best New Product
Launch Since A&H
w/ OxiClean

Drove 18t"
Consecutive Quarter
of A&H Liquid
Laundry Detergent
Share Growth

22



% of Consumers Dissatisfied with Current Performance on:

Removes Blood Stains

Removes Tough, Set-In Stains

Removes Stains the First Time

Removes All Types of Stains

Source: Marketview Research, Hierarchy Benefit Study, August 2013. 23



Launched OxiClean Laundry &
Detergent

H1 2014 Results

e Tackles the

toughest stains Excellent Retail

Distribution

e Premium
priced but 20%
better value
than leading
brand

Achieved 1.0% SOM

> 80% Incremental

ACKSE ¢

38... Alppien-
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!onsumers Want Alternative to Bleach

93% of Consumers Agree:

=  “Chlorine bleach is harmful to some fabrics.”

Top Frustrations with Chlorine Bleach

= Risk of Fabric Damage / Fiber Weakening
= Discoloration / Yellowing of Whites

= Harsh Smell / Fumes

25



Launched OxiClean White Revive ¢
Laundry Booster

. Powers out laundry
stains

. Delivers bleach-like
whitening

e No chlorine smell,
yellowing or color
damage

Ak,g,¢
3“5

a,%a

H1 2014 Results

Excellent Retail
Distribution (bleach
section)

Achieved 2.2% SOM

> 70% Incremental

26



“Top 10" TSR Drivers

*s %
"'f 9" %
Y

2. Build Mega

Brands Share




-
- CHD Past Success Driven by 8

Power Brands

HAIR REMOVER

" Spinbrush
) —

28



The Power Brands Represented Over 80% =f
CHD’s Sales & Profits

g

«Other
80%
Power Brands

29
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The Power Brands Are All Market Leaders @

ot /4

A&H A&H Products in 86% of US Households
® o

TROJAN. Trojan #1 Condom Brand

\?3;69 XTRA #1 Extreme Value Laundry Detergent
I’&%'%%‘Emsf First Response #1 Pregnancy Kit Brand
/,'/m/’" Nair #1 Depilatory Brand
g

Spinbrush | Spinbrush #1 Battery Powered Toothbrush Brand
@%ﬂ OxiClean #1 Laundry Additive Brand

Orayel | Orajel #1 Oral Care Pain Relief Brand

30



D’s Future Success Will Benefit From 2 New
Power Brands

e make Nutrition Taste GO0 ¢ oy 0 o on Taste Good:

5 ,‘_.’ € make Nulrmon m\; Good.
vitafusion)) [(vitafusion)

Complete A Complete
Multivitamin 3 fomplete ultivitamin
ultivitamin

Gummy

© Omega-3 DHA
© Vitamins B6
© Folic Acid & K

Essenta Daily o™
100 ot oeby i

13 GUMMY \ G s 4
Iz Complet -
SRS " pman sapmowen _ )Ogm;y

Soam"a W
-y,
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r' -
Our Power Brands Are Important to Retailers  (<;

# of Top 10'SKU’s
Brand Category by $ Sales

TROAN Condoms 10
Orjel Oral Pain Relief 7
‘ Battery-Powered Toothbrush 5
Nair Depilatories 5
@A L aundry Additives 5
I“T"NSE Pregnancy 4
Cat Litter 1
Liquid Laundry Detergent 1
Adult Gummy Vitamins 7
Child Gummy Vitamins 4

32


http://www.nnpvitamins.com/lilcritters/gummy-bear-vitamins.php
http://www.nnpvitamins.com/vitafusion/multivites.php

s HAY

CHD’s Consistent Share Growth Formula @

"'m..uf 4

Innovative New Products

Increased Marketing Spending
Increased Distribution

—
—

Share Growth on Power Brands

33



CHD Has a Track Record of Successful Innovation s*@":
= New Products Launched Since 2007 Represent over 32% of
CHD’s 2013 Domestic Sales

B Gross Sales

$BILLION

2007 2008 2009 2010 2011 2012 2013

34



CHD is 13t" Largest U.S. Advertiser, Higher Than Many

Major CPG Companies:

13.

15.
16.
17.
18.
21.
23.
27.

Church & Dwight

Campbell Soup
Coca-Cola

Clorox
Kimberly-Clark
GlaxoSmith Kline
S.C. Johnson
Colgate-Palmolive

Source: Syndicated Media Research (Oct. 2011 — Sept. 2013)

35



New Products - Increased Marketing S
== [ncreased Distribution |

Change in All Distribution Channels

2013 Change
2009 - Index vs. 2009 - Index

A&H Liquid Detergent 100 186
A&H Clumping Litter 100 165
Trojan Condoms 100 119
First Response Diag. 100 110
XTRA Liquid Detergent 100 140
Nair Dep/Wax/Bleach 100 98
Spinbrush Toothbrushes 100 148

OxiClean Stainfighter 100 146

Source: Nielsen AOC 52 Weeks Ending 06/21/14 vs. 12/26/09 Total ACV Points 36
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!CHD Consistent Share Growth Formula Worked! (<,

""m.a \f"’é

m
£

Power Brands Exceeded Category Growth
75% of Time Over Last 6 Years

2008 | 2009 |201o |2011 2012 |2013 IHl 2014

cHp | cHD m cHp | cHp [ cHD

A&H
XTRA

OxiClean

First Response (PTK)
Nair

Trojan

Spinbrush

Orajel (Toothache)
Vitamins {na NA NA NA

Source: Nielsen All Outlet YE 2007, 2008, 2009, 2010%, 2011* 2012*, 2013, H1 2014 All Outlet 37



HD Future Growth: Greater Focus on
4 Mega Brands!

vitafusion’

)




The 4 Mega Brands Represent Approximately
60% of CHD’s Sales & Profits

39



The 4 Mega Brands Have Delivered Strong
Revenue Growth

/&-8_?

Arm & Hammer 100 147
OxiClean 100 137
Trojan 100 123
Vitamins 100 392

TOTAL 100 159

*2014 data TTM through June 30%. 40
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CHD’s Consistent Share Growth Formula @

"'m..uf 4

Innovative New Products

Increased Marketing Spending
Increased Distribution

—
—

Share Growth on Power Brands

4



However, Mega Brands Have 4 Advantages )
Over Power Brands

_—auu

1. Bigger Bang for Marketing Investment
2. Greater Licensing Potential
3. Bigger Bang for R&D Investment

4. Lower Organizational Costs

42






= Licensed Products generated in excess of $185MM in Retail Sales

» Qver 400 Licensed Products prominently feature the Arm & Hammer logo across 10 additional store aisles
including:

v Arm & Hammer Vacuum Bags and Filters - #1 selling bags and filters
v Arm & Hammer Diaper Pails — fastest growing brand in the diaper pail category
v Arm & Hammer HVAC Filters — available at 6,670 retail stores in Launch Year

v Arm & Hammer Pet Durables — only comprehensive cat waste management brand

Source: Licensees Sales Data 44



Baking Soda Product Benefits

uDeodorizes uCleans aWhitens
Fabric Pet Carpet Oral Personal

Care Care Care Care Care

45



And, Mega Brands Require Less Organizational ()
Costs

Multiple Brand Teams

Leader
Mega Brand _
elg‘ eg‘” eg‘” e?" 013
Team
Leaders
Leader
Leader
Marketing Sales Operations Finance

A HE



Lower R&D Investment

Bigger Buy for Marketing Spending

Greater Licensing Revenue Potential

Lower Organizational Costs

47



" The ARM & HAMMER Mega Brand ©:

Right Brand...Right Value...Right Time.

A True Mega Brand for Today’s Consumer
A Billion Dollar Portfolio with the Right Combination of:

m Performance
= Innovation

m Trust

m Value

B,

) Z , Bure
“="—~"T Baking Soda" @
Fresh Burst™ America’s #1 Ynm;?‘chin( Soda Brand %

48



Covers > 12 Cateqgories

Baking Deo Cleaners Laundry Personal Floor Air Baby Home Textiles
o Care Care Care are

49



'ARM & HAMMER Covers More Aisles Than s’“"“
Any Other Brand!




ARM & HAMMER Spans Both Premium and G-

e

Value Segments

(D .
et

Baking Soda’

Mandredn of vass Bbs -
Trowh s e ek

e

Baking Goods
Premium

TS TR AP =Y

T\ ADVANCE g
@ e

N WHIT LS
Oral Care
Anti-perspirant/

Deodorant
5



160+ Year Old Brand Delivering High Single o
Digit Growth! e

2008

2014

*2014 data TTM through June 30, 52



Driven By Innovative New Products

AMERICA'S
National Parks

é\/w&m panx

———

Powerfully clea
yibrantly; F'Gsh

ETE opop
sg&L/NG LITTER Truly
Radiant

DEEP CIFAN

‘iLLtAN
SCENTSATIONS:

Inspired by Nature

Purifying Waters
Glacier Bay _ Alaska

HLORII)[ ANTICAVITY Tt HPASTE « FRESH MINT FLAVOR @

7i'ul Radlant

For a Ré ull ant Smile in Just 5 Days*

Whitening & Enamel. Saengdwnmg

53



H1 2014 Results

Powerfully
Clean.
Vibrantly
Fresh.
Great Value.

- . Acadia
Kocnacon - -
L0ADsorriecinn =
LR R 6L ai2iiihes
[PEE” -
a CRESEL  CALITION: £ RRANT HAIF § SARLLONED 5 X

Excellent Retail
Distribution

Best New Product
Launch Since A&H
w/ Oxi-Clean

Drove 18t"
Consecutive Quarter
of A&H Liquid Share
Growth
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)

Odor Control is #1 Consumer Concern and &)
Desire for Litter

“When someone enters my home,
they can’t smell the litter box.”

Source: Next Generation Cat Litter Strategic Research




Litter

H1 2014 Results

Outstanding
incremental

distributi
«  Guaranteed 7 day Stribution

odor free home Drove >20% Increase

. Premium Priced in A&H Cat Litter sales

Strengthened #2
position

Helped drive 7%
category growth

57



Oral Care @

58



Whitening is #1 Toothpaste Segment....But X
Consumers Demand More Than Whitening =7

Agreement on Scale of 0 - 10

| wish there were an easy way to
improve the overall health and
appearance of my teeth

Teeth with weak enamel are more
likely to develop stains and
discoloration

Healthy teeth look smooth and
lustrous

Whitening isn’t all you need for a
beautiful smile

10

Source: Acupoll October 2012 59



For a Radiant Smile in Just 5 Days

Superb whitening &
excellent cleaning

Repairs and
strengthens enamel

Delights consumers
with outstanding taste

Whitening & Enamel Strengthening

H1 2014 Results

Strong distribution

Delivered best sales
growth since 2010

2X growth in total
toothpaste category

60



Innovative Bristle Design

Reaches Deeper
Between Teeth

Removes 100% More
Plague Than a Manual
Toothbrush

TruI :
Radiant

DEEP CLEAN

H1 2014 Results

Strong distribution

Maintained brand
leadership position in
battery segment:
« 5 of top 10 adult
SKUs
9 oftop 20 kid
SKUs

61
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" Innovations Supported by Powerful, Holistic Marketing
Campaign

71‘ : |
GIVE US 7 DAYS. /
AN

50*WHITER
. 50*FRESHER

TAKE THE OUCH OUT OF ICK CREAM.

P
0 T —

GUARAN TS

ODOR-FREE
%, HOME o
S 4 05 TROYS 95

Digital
© (e :
BEV= S
In-Store
Online

Public Relations |

“Even after
seven
days,
it was

odor-free.”

- Erin

™WOo
POWERFUL 1, |

LAUNDRY
FORCES. &
Anm & nammer  BRIGEHESS

Plus OxiClean'™ G (4]
Detorgent ’

62




Top 100 Brands

1. L’Oreal

/. Crest

23. Colgate

24. ARM & HAMMER
28. OxiClean

30. Tide

36. Clorox

79. Gain

96. Oral-B

Source: Syndicated Media Research (Oct. 2011 — Sept. 2013)

63



mCIean: Our New Mega Brand
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= #1 Brand: Bigger Than Next 3 Brands Combined

=  #2 Most Advertised Brand in Fabric Care

= Loved By Its Consumers

65



Time to Expand OxiClean Into a Mega
Brand

2013 2014

Laundry Detergent:
$7B Category

Bleach Alternative:
$800MM Category

Auto Dishwashing:
$1B Category

Laundry Additive:
$1B Category

66



Launched OxiClean Laundry &
Detergent

H1 2014 Results

e Tackles the

toughest stains Excellent Retail

Distribution

e Premium
priced but 20%
better value
than leading
brand

Achieved 1.0% SOM

> 80% Incremental

ACKSE ¢

38... Alppien-

AL
(SIS ITTL S e e
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A
Launched OxiClean White Revive ¢
Laundry Booster

\"

. Powers out laundry H1 2014 Results

stains
« Excellent Retall

Distribution (bleach
section)

e Delivers bleach-like
whitening

e No chlorine smell, « Achieved 2.2% SOM

yellowing or color

damage

e >70% Incremental

68
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9% of Consumers Experiencing Cleaning
Issues Due to Phosphate Removal

= Dried-on Food, Stains and Filming are the
Key Detergent Gaps

% Experiencing Cleaning Problems

Cleaning Problem:
Dried-On Food 76%

Cascade Filming 77%
Baked On Stains 35%

Total

Source: a leading consumer publication 70



OxiClean Extreme Power Crystals
Auto Dish Detergent

H1 2014 Results

- Eliminates toughest
stains

« Solid distribution

- Delivers crystal
clear and clean
dishes every time

e Achieved 1.6%
SOMin Q2

« Ontrack to
become #3 player
by year end

- Great performance
at value to super
premium detergents

4
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The power of America’s Look what's oW
#1 stain fighiter brand'... from America’s
¢ B NOW as alaundry detergent #1 Stain Fighter
Brand. Al

Save$1

America’s #1 s
stain fighter brand®
OW as a
laundry
detergent.

Online Public Relations REAL SIMPLE

Entertaining
XD made easy:
QooaeE 46 recipes and

decorating ideas

OETERCENT, “WTAONDRY
DETERGENT

A
America’s #1 stain fighter brand®
NOW as a laundry detergent.

72
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OxiClean Will Increase Mega Brand
Advertising by 53%

(3
j aa“g

g,o‘
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Laundry Additive:

N

+35%
consumption
| in Q2 2014

Laundry Detergent:

74



Trojan Mega Brand

Natural Feeling For HIM!
Ultimate Stimulation For HER!

AMERICAS #1 CONDOM TRUSTED FOR OVER 90 YEARS | &

ULTRASMOOTH™ LUBRICANT
inside for HIM

INTENSIFIED LUBRICANT
outside for HER

10 LATEX CONDOMS
For Contraception Plus STI Protection

TROJAN LIR@JANE

LUBRICANTS VIBRATIONS

vibrating

tri-ohorior

TROAN
Qo

75



y

Just Condoms: #1 Brand with
70% Market Share

76



g
" Launched Vibrators in 2005

IREJAN| TROJAN

VIBRATIONS VIBRATIONS

vibrating

p U I S e vibrating

tri-phoria 8

QST

e\ N
TROJAN
N 7
190";\“

1 MULTI-SPEED MASSAGER

TROJAN]

VIBRATIONS

vibrating

twister

s HAY
=(eN:
""ﬁammﬁ’Pe
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Successful Launch Into Lubricants

in 2013
TROJAN

LUBRICANTS

Crazy
SEXY

I ("( ’/ TROJAN

Arouses: &
INTEENSIFIES

—/ ,/ 307107 687 n'iL)-“ g

. B
.\,

78



TROJAN

DOUBLE

tri- phOI'IO

10 LATEX CONDOMS
For Contraception Plus STI Protection

Condoms Lubricants Vibrators

79



Trojan Mega Branding Delivered Strong R
Sales Growth ™

2008

1H 2014

80



Trojan Condoms Innovation in 2014 )

Natural Feeling For HIM!
Ultimate Stimulation Por HEFII

AMERICA'S #1 CONDOM TRUSTED FOR OVER 90 YEARS [{is e

TROJIAN

LATEX CONDOMS

DOUBLE

ECSTASY7

FEELS LIKE NOTHINGS THERE! &

ULTRASMOOTH™ LUBRICANT
inside for HIM

INTENS!FIED LUBRICANT
outside for HER

10 LATEX CONDOMS
For Contraception Plus STI Protection

e Ultra smooth lubricant inside for him

» Stimulating ribbing and intensified
lubricant on outside for her

TROJAN"

\"'

MAGNUM

NEW!

IRIBBED|

sTIMULATION WHERE IT COUNTS

LUBRICATED

&

19 T All
| A il

For Contraception Plus STl Protection

« Stimulating ribbing for extra pleasure

81



Trojan Vibrations Innovation in 2014 )

SR

2 N
1 ROIAN

‘-_‘::r Al-in-One Design « Unigue Comfort Grig

= HIRGIAN

m VIBRATIONS

£ 1 ibrating bullet

Spark your pleasure
with 3 Taxtured Thrilis|

oL V)

Grooves Studhs wow!

Three-in-one compact vibrator

DESIGNED TO TOUCH
THE RIGHT SPOT!

TROJAN

VIBRATIONS

/HOT SPOT.

A\

Vibrating ring designed for
extended reach &
continuous contact

CRAZY SEXY SAVINGS INSIDE!

TROJAN

VIBRATING RUNG « PREMIUM LATEX CONDOMS « PERSONAL LUBRICANTS

[ ECSTASY:
| ———

o ESD= g

A variety pack for play and

protection:
- 4 Pure Ecstasy Condoms
- 4 Arouses & Intensifies Lubricant Packets
- 1 Duo Vibrating Ring

82



. RICANTS LUBRICANTS
- 2 LUBRICANTS

EXPLORE

Just Pure Fun-
A2

Water-Based Gel
PLEASURE e . I " — Fragrance & Dye Free

ulimate lubrication
only 2 ingrecsients

PERSONAL LUBRICANT

NETWT 40z (118mL)

Preservative
. Free

83



Trojan Mega Brand Strategy Is Working! 3

Condoms:

new I s * Record quarterly
, sales

| AMERICAS #1 CONDOM TRUSI‘IED FOR OVER 90 YEARS ’;F [c) If'\n\

TROJAN « Record quarterly

UM LATEX CONDOMS

DOUBLE

ECSTASY=

share in sexual
health category

« Record quarterly
sales and share
on condoms

ULTRASMOOTH™ LUBRICANT
inside for HIM

INTENS!FlED LUBRICANT
outside for HER

10 LATEX CONDOMS
For Contraception Plus STI Protection

84



Complete Muitivitn
DIETARY SUPPLEMEN
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GINMV

BEARS
-

We make Nutrition Taste Gooc V¢ make Nutrition Taste Goo

’ vitafusion

Complet
Muluvn::ﬂ: _ Complete
Multivitamin
Gum EART
il <upPOF

© Omega-3 DH:
© Vitamins B6
o Folic Acid &

Essential Daily For!
lg-o In:mvwgi‘yum

S

e make Nutrition Taste Good-

/7 . . . \
\vitafusion’)
Complete S
Itivitamin IGESTIV

Y supPoRT Ig

© 2.59 Dietary
Fiber
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Vitamin Mega Brand History ‘

7
;"”a

E Acquired in October 2012
- Fastest Growing Segment of Growing Vitamin Category

= Pioneered Gummy Vitamin Form For Kids (L’il Critters)
= 60% of all kids’ vitamins today

» Launched Gummy Form for Adults in 2009 (Vitafusion)
= Still only 7% of all adult vitamins
=  Adult VMS category is $6.7B 20 times kids’ VMS category

=  #1 Gummy Brands for Kids and Adults
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“We Make N

| ADULT VITAMINS

Complete
Multivitamin

Gummy

Natura| berry flavor

70

gummies

hlights Ke
; lngTasto

HAIR, SKI'

& NAILS
SUPPORT’

i C&E
© Vitamins A, C |
O Biotin & Lutein

i la
LY F:Tmu
DIETARY SUPPLEME

GUMMY
BEARS ) N

R,

DIETARY SUPPLEMENT
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84% of adult vitamin users take a multivitamin plus at

least one other supplement

= We combined multivitamin with the 4 biggest
supplements

make Nutrition Taste Got

& make Nutrition Taste Good.
\vitafusion)! | (Vitafusion)

- Complete
Itivitamin

Aultivi i & Gumy
oy ‘ r I supponT (gt
Gummy 0 2.5 Dietar

0Zine Patural berry flavor SUPPO’ ; Fiber : © Biotin in
70| Essential Daily Formul
Wi | DRETARY SUPPLEMENT

1 - =
120 Essential Daily Formula lg..o | Em?ﬂmmm

omees | DIETARY SUPPLEMENT
100 Essential Daily For
gummies | DIETARY SUPPLEMEN
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Vitamin . ZnC & s
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%upportﬂng Product Innovations With a 37%
Increase in Advertising

AR,
if ‘,E
:"’ e

vitafusion




’;ltamln Mega Brand Strategy is
Working

/_\
DM,

V|tafu5|on

. # Gummy Brand For //

Kids & Adults

« 1 Of Only 2 Vitamin
Brands to Grow SOM
in Q2

« Delivering Double
Digit Sales Growth in
2014
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2014 Plan Reflects Greater Focus On 4 Mega Brands

= Major New Product Launches in Every Mega
Brand

= |ncreased % of CHD Ad Spending on Mega
Brands

= Entering White Space to Expand Breadth of
Mega Brands

93



Major Product Launches on All 4 Mega Brands

- )
S E £TE ODOR
\ bc&ﬁﬁw LITTER
} RANTEE
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> ¢ 7 DAY,
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) %, . HOME ocf"o
A s 4 pesTROT, _ow Truly
N . — . Radiant
our G

ACLEAN ' — s
oo Lo = |

TROJAN

LUBRICANTS

TROJAN

UDRAICAN

Complete
Multivitamin
I HEART

LY suppOFT

0 Omega-3 DHA
) B6 &

LR 2y b

s HAY

@
""m»v'f 4

—
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" The 4 Mega Brands Represent 60% Revenue But Receive
74% of CHD’s Total Marketing Spending in 2014

% CHD Revenue
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Entering New White Space to Expand Breadth
of Mega Brands

2013 2014

TROJAN

LUBRICANTS
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And...Major Product Innovations on CHD’s
Other Power Brands

g

v Nair

v First Response

v Orajel



®m  Now Nair has the most luxurious ingredient in beauty, Moroccan Argan Oil

m  Ultimate Roll-On Wax: Breakthrough technology removes very short hair and rinses clean with water
m Delivered Record Quarterly Share in Q2 2014

m  Strengthened Nair's #1 Depilatory Brand Position for 39 Consecutive Quarters
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014 Product Innovations: First Response 6
Day Claim

"6 DAYS & 6 DAYS 6 DAYS
SOONER Z=25%m0 SOONERZ:=25% SOONER iz
5 'FIRST FIRST
RESPONSE RESPONSE
PBECNANCY PBECNANCY

GOLD ™ DEGITAL

Pregnancy Test
First to Detect ™ Technology

i

Test First. Then Conflem Resadns mith Cigial

TEST & CONFIRM
Pregnancy Test
rst to Detect= Technology

ST LT

m First Response is the Only Brand that can tell you 6 Days Sooner

m Enhanced technology to detect more forms of the pregnancy hormone, 6
days sooner than the missed period

m Maintained First Response position as the #1 Pregnancy Test brand for 38
consecutive quarters
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2014 Product Innovation:

Adult

m Y “» 3X MORE
# Active Ingredients vs Store Brand
ORAL PAIN

RELIEVER FOR
TOOTHACHE

SEVERE

Toothache & Gum Relief Plus

A—— —

TRIPLE MEDICATED

v 20% Benzocaine to Relieve Oral Pain
v Antiseptic to Help Prevent Infection

7 Menthol fo Soothe - e NETWTOA0L(19)

—~

LONG-LASTING
CREAM

Delivers on #1 oral pain consumer need
(strong pain relief)

#1 Pharmacist Recommended Brand
4 Consecutive Quarters of Share Growth

R COLD SORES

ONE DAY, ONE DOSE, HEALING BEGINS™

SINGLE DOSE + Moisturizer

? E::= ,
.— e — SINGLE DOSE

SINGLE DOSE

2 TRENTMENT YIALS .04 FL Q7 (1.2 ml) TOVAL + 1 WCRSTURKCER 0.16 L 02 (4.59)

= Only Cold Sore Product that delivers on
2 most critical consumer needs: faster
healing and moisturization

= 8 Consecutive Quarters of Share Growth
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“Top 10" TSR Drivers ¥
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http://www.pinata.fi/work/01_davidgoliath/images/full_davidgoliath.jpg

LR

CHD Purchased OxiClean in 2006 and Increased Its =
Market Leadership to 40.5% by 2009

Stain Fighters Share

40.5%

27.0% ‘

2006 2009

Nielsen FDMxWM, Dollar Share of Stain Fighters 102




We Did This Through Innovative New Forms, New
Products and Claims...

{

i"' aa“s

2009 2009-10

Increased Pretreat support Premium Pretreat line Increased Liquid support Versatility emphasis

extension
“See it Work before your “Cleaner, Whiter, “Gets tough stains out all

»nn»

eyes” “The Best in Stain Removal” Brighter around the home”

103
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...And Increased Marketing Spending 400% ©

Annual Marketing Index

500

400

300

200

100

Source: First Response Actual Yearly Marketing Spending 104
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’C'HD Ferociously Defended OxiClean With <h
Innovative New Products

More Power
In Every Drop!

Seeks out Clings to
stains in your ~= and breaks down
stains!




bl D

"’We Also Co-Branded OxiClean With Other Leading G
CHD Brands to Drive Higher Brand Awareness "

Branded
Launches

Co-
Branded
Launches

107



We Increased Ad Spending to Make OxiClean
the #2 Most Advertised Brand in Fabric Care e

100/_\

Source: Reported Media spend ($MM), 52 week data October 2012 through September 2013 108



OxiClean is Not Only Still #1 — But Has Grown Share
And is Bigger Than Next 3 Brands Combined!

Market Share

2009 Q2 2014 Change
OxiClean  40.5% 455% +50pts. |
S/
P&G 11.5% 10.6% -0.9pts./ o=
Reckitt 13.8% 7.2% -6.6 pts!

SC Johnson 20.1% 19.6% -0.5 pt.

Source: Nielsen Scanning Database, Stain Fighters — AOC CY 2009, 13 week ending 6/21/14. 109



“Top 10" TSR Drivers
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4. Driving
International

Growth




CHD 2001 — 2013 Geographic Mix Transformation SN

CHD has transformed from almost
totally a U.S. business to more of a global player.

2001 2013
INTERNATIONAL - 2% INTERNATIONAL - 17%

|

United States
83%

United States 3

111



International Net Revenues in 2013 Were &
>$500 Million With 95%* in 6 Countries

Brazil Other

Canada

Mexico

Australia

France

UK

* Includes exports from these subsidiaries to over 100 countries.
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5 Out of 6 Subsidiaries Have Good Long-Term
Net Sales Growth Records '"

m

Australia +9%
England +7%
Mexico +6%
Canada +6%
Brazil +4%

France Flat

113



2.

3.

4.

Continue to Grow International
Power Brands

Expanding Corporate Power
Brands

Building Scale Through
Acquisitions

Leveraging “One Company”
Strengths Across All Functions

114



“Top 10" TSR Drivers
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9. Expanding

Gross Margin




CHD 2001 — 2013 Gross Margin @
Expanded 1,600 bps

2001 2007 2013

116



CHD Has Delivered Greater Gross Margin Growth

Over Past 7 Years Than Key Competitors

Gross Margin

2007 2013 Change
CHD | 39.1% | 45.0% | +590 bps |
Colgate 56.2% 58.1% +190 bps
Kimberly-Clark  31.2% 32.0% +80 bps
Clorox* 43.1% 42.9% (20 bps)
P&G* 52.3%  49.6% (270 bps)

Source: SEC Filings
*June 30 Fiscal Year End
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Key Gross Margin Growth Drivers &

Actions

B Good to Great Cost Optimization
Program
m  Supply Chain Restructuring

m Acquisition Synergies

m Price/ Mix

s HAy,
g&

m
£

Examples

Reformulation, Reduce Packaging, Reduce
SKU’s, Laundry Compaction, Hedges

New Laundry & Cat Litter Plants
- York, PA (2008)
- Victorville, CA (2012)

Acquire Higher Margin Brands And Implement
Cost Synergies

Launch Higher Margin
New Products

118



25% of All
Employees
Annual




1H 2014 Gross Margin Impacted by Costs to
Launch Record Number of New Products

m\

Change vs. YAG

Q12013 +110 bps
Q2 2013 +110 bps
Q3 2013 +20 bps
Q12014 (150) bps |

Includes New

QZ 2014 (50) bps B (P:l:)S(::Ct Launch

120



“Top 10" TSR Drivers

s
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6. Proven Track
Record on

Acquisitions




We Have Clear Acquisition Guidelines to Ensure
Accretive Acquisitions

m Primarily #1 or #2 Share Brands

m Higher Growth, Higher Margin Brands
m Asset Light

m Leverage CHD Capital Base in Manufacturing,
Logistics and Purchasing

m Deliver Sustainable Competitive Advantage

122



Proven Track Record on Acquisitions Has Been a Key s*@f"

e

Driver of CHD Growth

CHURCH & DWIGHT REVENUE DEVELOPMENT - PAST 13 YEARS ‘

‘I’l"‘

s
s ® Fox I e
0

it
0 ' o
(50 fline pine
: G
pinbrush. o saoy T
S?® ry poo
$3,194
$2,922| i

$960 $1,047 $1,057

¢ ¢ \4 % v % v * v

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013

$ in millions 123



http://www.nnpvitamins.com/lilcritters/gummy-bear-vitamins.php

sHay,

8 of 9 Power Brands Acquired Since 2000 @

ot /4

YEAR

ACQUIRED
és“%%‘ o
5@ Arm & Hammer  $1 Billion Brand
TROAN  Trojan #1 Condom Brand 2001
XTRA #1 Extreme Value Laundry Detergent 2001
FIRST "

Iﬁ':‘.?mé? First Response  #1 Pregnancy Kit Brand 2001
/VW Nair #1 Depilatory Brand 2001
S
pinbrush. ;

st Spinbrush #1 Battery Powered Toothbrush Brand 2005
#1 Laundry Additive Brand 2006
#1 Oral Care Pain Relief Brand 2008

#1 Adult & Kids Gummy Vitamin 2012 "


http://www.nnpvitamins.com/lilcritters/gummy-bear-vitamins.php
http://www.nnpvitamins.com/vitafusion/multivites.php

CHD Has Quickly Integrated and Grown Share on

Power Brands Since Acquisition

Year
o Acquired
L L8
TROJAN Trojan 2001
W XTRA 2001
. ' First Response 2001
/VWW ~ Nair 2001
g———
okl Spinbrush 2005
OxiClean 2006

Avid 2012

Nielsen All Outlet Scanning Share for 2012
Nielsen FDMx Share for 2005 and Later
IRI FDMx Share prior to 2005

Pre-Acquisition
Share

68.9%

5.1%
12.0%
22.8%
30.1%
26.1%

2.71%

9“44,4

&)

.

2013
Share

75.8%

6.3%
31.2%
47.4%
38.4%
43.4%

3.3%

125
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)

Actively Pursuing New Acquisitions &)
With Significant Dry Powder

™/
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“Top 10" TSR Drivers
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/. “Best in Class”
Free Cash Flow

Conversion




2002 — 2013 Free Cash Flow* Has :*""‘j

Increased 525% to $469MM

$469

2002 2004 2006 2008 2010° 2013

111.9% NI 183.1% NI 100% NI 143.9% NI 131.0% NI 119% NI

* 2013 excludes $36 million tax payment that was deferred from 2012 due to Hurricane Sandy 128



A
“Best in Class” FCF Conversion

Year Average 2007 - 2013

| | 1185%

Church & Dwight

114.3%
Clorox °

. 119.0%
Energizer

99.4%
Colgate ’

9
P&G 96.1%

91.4%
Consumer Staples Average ’

0,
Kellogg 88.9%

85.2%
Kraft °

84.3%
Coca-Cola °

. 77.1%
Pepsi ’

58.4%
Campbell's ’

53.5%
Avon °

0.0% 20.0% 40.0% 60.0% 80.0% 100.0% 120.0% 140.0%
Source : Bloomberg 129




s,

439% Increase in Dividends Since 2009! (<

Mﬂf 4

l

\..——"'"—' ;—__—\

/ +439%

Target:

40%
Payout
Ratio

2009 2010 2011 2012 2013 2014

130



“Top 10" TSR Drivers
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8. Superior
Overhead

Management




Revenues Have Increased 113% Since 2004, Headcount @
Has Increased Only 11% =7

e

2004 2013 Change
Revenue $1.5B $3.2B 113%
# Employees 3,800 4,200 11% @

EPS $0.68 $2.79 310%

132



s HAY

Resulting in Highest Revenue Per Employee of Any O
Major CPG Company

%.n“f 4

Revenue Revenue Per

Employees (SMM) Employee

Church & Dwight (Total) | 4200 | $3194 | s760,476 |
Procter & Gamble | 121000 | $84200 | $695,600 |
Clorox | 8400 | $5623 | $669,400 |
Colgate | 387700 | $17,000 | $453,200 |
Kimberly Clark | 58000 | $21,063 | $363,200 |
Energizer | 15000 | s4646 | $309,700 |
Avon | 39100 | $10863 | $274,100 |

Source: SEC Filings 133



CHD Has The Lowest SG&A As % Of Revenue
Of Any Major CPG Company

60.0% -

50.0% -

40.0% -

30.0% -

20.0% -

10.0% -

0.0% -
CHD RB K GIS KmB CLX CL TAP HSY PG ENR KO PEP EL AVP

SG&A data as reported is taken from latest SEC filings as of 6/14. For peers that do not break out SG&A and 134
marketing, above result is total SG&A less advertising per SEC filings



' M'anagement Team “Walks the Walk” on Tight
Overhead Controls

135



Continue to Drive Lower Overhead
Costs in 2014

s

m New Health Care Plan

m New Information System

m Leveraging Headcount



“Top 10" TSR Drivers

o
¥
N

9. Expert
Management

Team




We Believe in Leadership Expertise and Longevity Versus Cross- g@f'f»
Functional Experiences and Management Turnover &

/_\

m Our 8 Strategic Business Unit Leaders
are “Lifers”.

m The Average Experience of Our SBU
Leaders in The CPG Industry is 23 Years.

138



“Management Expertise” Pays Off &

m 8 Original Power Brands Exceeded Category
Growth Rate 37 Out of 50 Times Iin Last 6
Years

m Able to Minimize Headcount Growth
m QOutstanding Execution Across All Functions

m Able to Absorb Acquisitions With Minimal
Additional Headcount

Source: Nielsen All Outlet 2008-2012 139



“Top 10" TSR Drivers

10. TSR
Junkies




Incredible Decade of Growth Has
Transformed CHD

zy
Q

M,g,¢
j aa“g

- Net Revenues Have Doubled to $3.2 Billion.

« Gross Margins Have Increased 850 bps to 45.0%.

- Marketing Spending Has Increased 150 bps to 12.5%.

« SG&A Has Decreased 70 bps to 13.0%.

« Operating Income Has Increased 780 bps to 19.5%.

- EPS Has Increased 310% From $0.68 to $2.79.

- Free Cash Flow* Has Increased 187% to $469MM, 119% of Net Income.
- Market Cap Has Grown From $2 Billion to $9 Billion.

*2013 FCF Excludes a $36 Million Federal tax payment that was deferred from December 2012 to January 2013 141



And Delivered Outstanding Returns to Our
Shareholders

7 TSRCAGR
< 16.3%




pr

4
( TUESDAY NYSE
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CHD Team is 100% in the Game 9

1. Bonuses Tied 100% to Business Results:

— 25% Net Revenue

—  25% Gross Margin Expansion
- 25% EPS
— 25% Free Cash Flow
2. Equity Compensation is 100% Stock Options

3. Required to be Heavily Invested in Company Stock

144



1. Opening Remarks Jim Craigie

2. “Top 10” TSR Drivers Jim Craigie

3. 2Q14 Results & 2014 Outlook Matt Farrell

4. Q&A Jim Craigie
Matt Farrell

145
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Second Quarter 2014 Highlights

m 3.0% Total Company Organic Sales.

m Grew Market Share on 3 of 4 Mega Brands

m Gross Margin Contracted 50 Basis Points.

m Marketing Spending Increased to 14% of Revenue.
m SG&A down 60 Basis Points.

m Operating Margin Contracted 70 Basis Points.

m EPS up 7% to $0.65.

m Free Cash Flow Up 18.5% to $93.6MM.

146



Aggressive But Achievable 2014 Targets

2014 Outlook

May August
Organic Sales Low end of +3-4% range ~+3%
Gross Margin -50 - 75 bps -75 bps
Marketing Flat %, High $’s Flat %, High $’s
SG&A Leverage Leverage
Operating Margin ~ +50 bps ~ +50 bps
EPS +7 - 9% +7 - 9%

Outlook as of August 1, 2014 147



Organic Sales ~3% in 2014

2010 2011 2012 2013 2014

148



Consistent Strong Adjusted EPS Growth

N

2.99 - $3.04
§2.79 999
srog Sz2l’ on
- il

2009 2010 2011 2012 2013 2014

* Adjusted EPS Excludes a Deferred Tax Valuation Allowance Charge of $0.09 From Q4 2011.

149



2013 2014

150



Minimal Capital Investment ©:
m
5.4%
$85 2.5% 2.8% 2.6% 2.1%

0 $64 $77 $75 $67

2009 2010 2011 2012 2013
- Base Business

New Laundry Plant
151
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Significant Financial Capacity

Ot
(in millions)
Cash and Cash :
Equivalents on Hand $200

Yo Wy $2.2B

Leverage Capacity

Current Debt |
o
) L

2014 Q2 Bank EBITDA = $742M;
Leverage capacity to 3.25x EBITDA AS Of QZ 2 0 14

Acquisition EBITDA multiple of 12x

Credit Rating
BBB+/Baat

152



Prioritized Uses of Free Cash Flow

1. TSR-Accretive M&A

2. New Product Development

3. Capex For Organic Growth & G2G
4. Return Of Cash To Shareholders
5. Debt Reduction
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1. Opening Remarks Jim Craigie

2. “Top 10” TSR Drivers Jim Craigie

3. 2Q14 Results & 2014 Outlook Matt Farrell

4. Q&A Jim Craigie
Matt Farrell |

154
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Reconciliations

go
Q

= The following pages address the non-GAAP
measures used in this presentation and
reconciliations of non-GAAP measures to the
most directly comparable GAAP measures:

= Non-GAAP measures: Organic Sales Growth.
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Organic Sales Reconciliation <

System Calendar/ Shipping

Year Reported FX  Acq/Div Disc. Ops. Upgrade  Other Terms  Organic
2Q14 2.6 0.2 0.2 0.0 0.0 0.0 0.0 3.0
1Q14 0.3 0.8 0.1 0.0 0.0 0.0 0.0 1.2
2013 9.3 0.5 -7.6 0.0 -0.3 0.0 0.0 1.9
2012 6.3 0.8 -3.1 0.0 0.6 0.6 0.0 5.2
2011 6.2 -1.0 -1.2 0.8 -0.3 -0.6 0.2 4.1
2010 2.7 -1.1 0.5 0.0 0.0 0.0 0.9 3.0
2009 4.1 2.0 -1.2 0.0 0.0 -0.2 0.0 4.7
2008 9.1 -0.2 -1.6 0.0 0.0 0.0 0.0 7.3
2007 14.0 -1.0 -8.0 0.0 0.0 0.0 0.0 5.0

Organic Sales Growth

The presentation provides information regarding organic sales growth, namely net sales growth excluding the effect of acquisitions,

divestitures, the change in customer shipping arrangements, foreign exchange rate changes, the impact of an information systems upgrade, a
discontinued product line and the change in the fiscal calendar for three foreign subsidiaries, from year-over-year comparisons. Management
believes that the presentation of organic sales growth is useful to investors because it enables them to assess, on a consistent basis, sales
trends related to products that were marketed by the Company during the entirety of relevant periods excluding the change in customer

shipping arrangements and the SAP Conversion, without the effect of the change in the fiscal calendar and foreign exchange rate changes

that are out of the control of, and do not reflect the performance of, management. 158



2013 2012 2011 2010 2009 2008 2007

Net Sales NA NA NA 2,589.2 2,520.9 2,422 4 NA
Rpt Gross Margin NA NA NA NA 43.7% 40.1% NA
Adjustment NA NA NA NA -28.4 -10.2 NA
Adj Gross Margin NA NA NA NA 44.8% 40.5% NA
Rpt SG&A NA NA NA 374.8 NA NA
Rpt Patent Settlement 20.0

Adjustment NA NA NA -24.3 -20.0 NA NA
Adj SG&A 350.5

Adj Patent Settlement 0.0

Reported Op Margin NA NA NA 17.2% 16.4% 14.1% NA
Adj Op Margin 18.1% 16.7% 14.5%

Rpt Taxes NA NA 185.0 NA NA NA NA
Adjustment -12.8

Adj Taxes 172.2

Effective Tax Rate NA NA 37.4% NA NA NA NA
Adjusted Tax Rate 34.8%

Rpt EPS $2.79 $2.45 $2.12 $1.87 $1.70 $1.39 $1.23
EPS YOY Change 14% 16% 13% 10% 23% 13%

Adj EPS $2.79 $2.45 $2.21 $1.98 $1.74 $1.43 $1.23
ADJ EPS YOY Change 14% 1% 12% 14% 22% 16%
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