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Except for the historical information contained herein, this news release contains forward-

looking statements concerning WD-40 Company's outlook for sales, earnings, dividends 

and other financial results. These statements are based on an assessment of a variety of 

factors, contingencies and uncertainties considered relevant by WD-40 Company. Forward-

looking statements involve risks and uncertainties, which may cause actual results to differ 

materially from the forward-looking statements, including impacts of promotional programs, 

impacts of line extensions and the uncertainty of market conditions, both in the United 

States and internationally. The Company's expectations, beliefs and projections are 

expressed in good faith and are believed by the Company to have a reasonable basis, but 

there can be no assurance that the Company's expectations, beliefs or projections will be 

achieved or accomplished.

The risks and uncertainties are detailed from time to time in reports filed by WD-40 

Company with the SEC, including Forms 8-K, 10-Q, and 10-K, and readers are urged to 

carefully review these and other documents. 

The information contained in this presentation is a review of the Companyôs first quarter 

fiscal year 2012 results ended November 31, 2011 and fiscal year 2011 results ended 

August 31, 2011.  We urge investors to stay informed and updated on the Companyôs 

developments by reviewing the Companyôs quarterly press releases and conference calls 

as they are posted on the website:  www.wd40company.com (Investor Relations). 
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http://www.wd40company.com/


WHO ARE WE?
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Guiding Principles 

Vision

ÅCreate positive lasting memories by solving problems in homes and factories  around 
the world. (ñProblem Solved, Job Done Rightò)

Mission

ÅOur purpose is to deliver unique, high value and easy-to-use solutions for a wide 
variety of maintenance needs of ñdoerò and ñon-the jobò users by leveraging and 
building the brand fortress of WD-40 Company.  We seek to develop and acquire 
brands readily accessible to end-users primarily through automotive, hardware, DIY, 
and industrial channels, categories, or departmentséwherever they are sold.

Values

ÅWe value doing the right thing.  (Trust)

ÅWe value creating positive lasting memories in all our relationships.  (Relationships)

ÅWe value making it better than it is today. (Creative Innovation)

ÅWe value succeeding as a tribe while excelling as individuals. (Teamwork)

ÅWe value owning it and passionately acting on it. (Action)

ÅWe value sustaining the WD-40 Company economy. (Economic Value)
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OUR PEOPLE
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People - Products - Passion

Typhoon Zone

Servant leadership with edge

Review

Values

Planning

Execution

Vision

Learning 
Moment

Learning

Donôt mark 

my paper 

help me get 

an ñAò

Results in a tribal 
culture that values:

ÅCaring

ÅCandor

ÅAccountability

ÅResponsibility

What mountain do 
we want to climb?

Values are principles 
that guide our 

behavior

© 2010 The Learning Moment Inc. 
All rights reserved. Do not duplicate.      

thelearningmoment.net
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OUR BRANDS
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Created 
Australian 
heavy-duty 
hand cleaner 

market. #1 brand in Grocery.

Created the 
mildew stain 
remover 
market.

Created rug 
deodorizer 
market.  #1 in 
aerosol.  

Created the 

US heavy-
duty hand cleaner market.  
#1 brand in Grocery.

Created the 
spray multi 
use product  

market. 
80% share 

of US 
consumer 

market. #1 
brand.

Created the aerosol 
carpet stain remover 

market.  First non toxic, 
biodegradable, VOC free 

trigger spray.
Created the UK 

carpet stain 
remover market. 
40% share of UK 
consumer market. 

#1 brand.

Created the 
first 

industrial 
grade 

silicone 
application 

with NSF H1 
& H2 

registration.
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Created the 
drip oil 

market in 
the US. 
Strong 

presence in
Europe & 

Latin 
America.

Created a 
line of best-

in-class 
specialty 
products 
for the 
retail 

channel.

Created the 
long-duration 
ATBC market. 

#1 Blue + Bleach 
ATBC.



OUR CUSTOMERS
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The Industrial Professional

The Trades Professional

The Doer

Who is our

Consumer?

VThe Industrial 

Professional

VThe Trades 

Professional

VThe Doer
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Continuum of End-Users for Maintenance Products

Industrial HomeTradesClass

Manufacturing & Assembly
No Go Go

Doers
Enthusiast

Doers
Occasional

Non-Doers
Type

On the 

Production 

Line

Maintenance

Repair
Overhaul

MRO

Mechanic

Farmer

Fleet

Construction

Carpenter
Electrician
Plumbers
Maintain
Repair

User Auto, home
Improve. DIY, 
Maintain, 
Outdoors, 
Hobbyist

Maintain

Repair, Overhaul, Maintain, Install @ factory, trade, home

Central buyer / Facility Manager / Owner Owner / User UserBuyer

Distributor / Pro OutletBuy

Loc-

ation Industrial/trade distributors / wholesalers, 
automotive, DIY, hardware retail

Retail

Auto, DIY, hardware retail or 

departments wherever they are 

sold

Distributor / Pro Outlet

As left + Auto, DIY, Farm, 

Hardware, distributor

Specified Range

Specific Knowledge

Specific Application

Decision
Factor

In Process  or on finished 
goods

In Maintenance In Project or Maintenance Non-UserUse In 
maintenance

Our playground 11



Industrial HomeTrades

Manufacturing & Assembly
No Go Go

Doers
Enthusiast

Doers
Occasional

Non-Doers

On the 

Production 

Line

Maintenance

Repair
Overhaul

MRO

Mechanic

Farmer

Fleet

Construction

Carpenter
Electrician
Plumbers
Maintain
Repair

Auto, home
Improve. DIY, 
Maintain, 
Outdoors, 
Hobbyist

Maintain

Repair, Overhaul, Maintain, Install @ factory, trade, home

Distributor / Pro Outlet

Industrial/trade distributors / wholesalers, 
automotive, DIY, hardware retail

Distributor / Pro Outlet

As left + Auto, DIY, Farm, 

Hardware, distributor

Specified Range

Specific Knowledge

Specific Application

12Where we have the right to win

http://www.spotshot.com/
http://www.2000flushesbrand.com/
http://www.x14brand.com/
http://www.carpetfreshbrand.com/
http://www.lavasoap.com/
http://www.wd40.com.au/solvol.html
http://www.novac.com.au/novac/
http://www.wd40.co.uk/index.cfm?articleid=1497


REFRESHED STRATEGIC 

INITIATIVES FOR FY12
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Maximize the WD-40 Brand

ÅWe are taking the WD-40 brand to more places, more 

people and have them discover more uses and use WD-40 

brand more frequently 

ÅFocus on geographic expansion AND market penetration
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Be a global leader in selected 

product categories and platforms
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Includes brand & line extensions in adjacent categories


