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Trust in Institutions

~ SCAN
Confianca nas Instituicoes

RADAR

19972017

Net Trust,* Average of 20 Countries,** 2017 (Confianca Liquida*, Média de 20 Paises, ** 2017)

Science/academic institutions Ciéncia / Academia

Fellow citizens Companheiros cidad&os

Large charitable foundations Grandes fundacdes de caridade

NGOs ONGs

National companies Empresas nacionais

United Nations -13 Nacdes Unidas (ONU)

Global companies -2 Empresas multinacionais

Press/media | -6 Imprensa/Midia

National government | -6 Governo Federal

*A lot of trust” and “Some trust” minus “Not much *Muita confianca” e "Alguma confianca menos “Ndo
" i n . . n " : n
trust” and “No trust at all muita confianca” e “Nenhuma confianca




Trust In Institutions in Brazil
Confianca nas Instituicoes no Brasil

Net Trust in Institutions, Brazil, 2001-2017 (Confianca Liquida nas Instituicdes, Brasil, 2001-2017)
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Expectations of Companies

Expectativas sobre as companhias

Companies “Held Completely Responsible,” Average of 15 Countries,* 2017

(Companhias "Detém Responsabilidade Total”, média de 15 paises™, 2017)

Fair wages 62  Salarios justos
Health/safety of products 62 Saude/Seguranca dos produtos
Product transparency 59 Transparéncia do produto
Treats all employees/job applicants fairly 58 Tratamento justo de todos os funcionarios
Products/operations do not harm environment 5 Responsabilidade sobre os produtos
Responsibly produced products 55 Qualidade dos Produtos/Servicos pelo preco
Quality products/services at lowest price 52 mals baxo
Financial security of employees 51 Seguranga financeira dos funcionarios
Applies high standards everywhere it operates 50 iEg:g pactians ates €0 JUEqueriigar e
Purposeful products/services 49 Produtos/servicos com propaosito
Support charities 42 Apoia caridade
Economic stability 41 Estabilidade Econémica
Reduce human rights abuses 39 Reducdo de abuso aos direitos humanos
Reduce inequality 39 Reducdo das desigualdades
Help solve social problems 37 Ajuda a solucionar problemas sociais
Support progressive government policies 34 Apoia politicas governamentais progressistas

SCAN
RADAR

1997-2017

YEARS
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SCAN

Drivers of Trust sCAN
Impulsionadores da Confianca 1997-2017

Performance vs Importance, All Companies, 2016 Performance vs Relevancia, Todas as Companhias, 2016

Being open Ser aberto
and honest ® ¢ honesto
_ Being : Ter um
environmentally Having a Ser ambientalmente proposito
friendly @corporate purpose correto ® corporativo
@ B
Y Providing quality i
= @ products at fair price S o Prover produtos de
= = qualidade a preco justo
2 3
E L o 2 @ @
Supporting Treating Apoiar Tratar
charities employees caridade funcionarios
well bem
Being Ser
innovative g inovador @
® Creating jobs @ Criar empregos
Maintain Manter
3.1 » 37 2 > 37

Performance

Performance
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Empowerment vs Ethical Actions
Empoderamento vs Acoes Eticas

By Country, 2017
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SCAN

The “Thick Trust” Equation @
A Equacao da Confianca Robusta 19972017

COMPETENCY + HUMAN + PURPOSE = TRUST

(what you do) (how you do it) (why you do it)

COMPETENCIA + HUMANO + PROPOSITO = CONFIANCA

(O que voceé faz) (Como vocé faz) (Porque voceé faz)

GLOBE




Making the Case for Impulsionando a

Building Trust Through Construcao da
Transparency Confianca por Meio da

Transparéencia

d A familly company \-J.\\ famity company
at work for a better world at work for a bettes world
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NOs ajudamos na

conservacao de mais
de 10 mil acres (mais
de 4 mil hectares) de
floresta tropical.

We've supported the
conservation of more

than 100,000 acres of
rainforest.
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Zika Response Reacao a Zika

QcJohnson
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Over 65% of 1 7 Mais de 65% 1 7

SC Johnson sites now send zero manufacturing das unidades unidades da SC Johnson tém status de
sites are zero waste to landfill da SC zero residuo de producao para aterros

manufacturing

Johnson tém sanitarios

14

destas unidades ja sao “aterro
zero’, incluindo nossa fabrica de

Manaus
scjohnson

status de
aterro zero

waste to landfill

14

of those are zero total waste to
landfill, including our manufacturing
site in Manaus

Jnhnson
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Responsibility
Is our Family
Tradition

;i Responsabilidade

- é tradicdo da
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| | E comum desconfiar
It's Trendy to Mistrust da Ciéncia

Science

d A familly company \-J.\\ famity company
at work for a better world at work for a bettes world



So how do we turn the tide? Entao, como nos viramos o jogo?

We make a case for trust. NoOs trabalhamos a
construcao da confianca

scjohnson 5‘3'3:'3'!?““

At wark Tor & et world



How

SC Johnson
Makes a
Case for

Trust

— Responsible operations
— Ingredient transparency

Como a
SC Johnson
trabalha a
construcao

da
confianca

— Operacoes responsaveis
— Transparéncia em

ingredientes

At = ¥
ot work for a better woreld
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_ Greenlist program I . . O programa Greenlist
/30 T | . guiding us since 2001+ o & | . nos guia desde 2001




_  Conservative standards for - Padroes de seguranca
Greenlist™ safety based on broad Prog rama baseados em cenarios de
Program exposure scenarios Greenlist™ ampla exposicao

» Analise em quatro etapas que
combina avaliacao de riscos

* Four-step evaluation that
combines hazard and risk
assessment

ﬁgohnson

A famity company
at work for a better world

i(johnsnn

A famiy company
ot work for a better woreld



Four-Step Hazard and Risk Evaluation Analise em quatro etapas

EVALUATE HAZARD EVALUATE EXPOSURE

EVALUATE HAZARD EVALUATE EXPOSURE

APPLY TO PRODUCT
DEVELOPMENT

APPLY TO PRODUCT
DEVELOPMENT

HAZARD RESPONSE EXPOSURE/USAGE ACCEPTABILITY HAZARD RESPONSE EXPOSURE/USAGE ACCEPTABILITY

IDENTIFICATION DETERMINATION CALCULATION DETERMINATION Based on the completed evaluation, IDENTIFICATION DETERMINATION CALCULATION DETERMINATION Based on the completed evaluation,
we set the highest dose of the we set the highest dose of the

Using Greenlist™ criteria, Using Greenlist™ data sources For the specific product in Using the information ingredient that is allowable in the Using Greenlist™ criteria, Using Greenlist™ data sources For the specific product in Using the information ingredient that is allowable in the

determine if there are any hazards  (from suppliers and publicly which the ingredient willbe  gathered in the previous product. This information is then used determine if there are any hazards  (from suppliers and publicly which the ingredient wilbe  gathered in the previous product. This information is then used

that need to be assessed, eg., available data), determine used, who will be exposed,  evaluation steps, can the by SC Johnson scientists for new that need to be assessed, eg., available data), determine used, who will be exposed,  evaluation steps, can the by SC Johnson scientists for new

is an ingredient toxic to humans ~ how much of the ingredient to how much, how often product be made safe to product development and improve- is an ingredient toxic to humans  how much of the ingredient to how much, how often product be made safe to product development and improve-

or the environment? can be used with no effect. and for how long? use with that ingredient? ments to existing products. or the environment? can be used with no effect. and for how long? use with that ingredient? ments to existing products.

scjohnson scjohnson

at work for a better world



Why do we do this? Por que nos fazemos isso?

igohnson sclohnson

A famiy company
A family company at work for a better world
ot work for a better world



2009 2010 2012 2015 2016 2017

Ingredient Multi-lingual Transparency First product- Ingredient Ingredient
disclosure in ingredient on fragrance specific disclosure disclosure
U.S. disclosure palette fragrance in Europe in Asia
inU.S. disclosure Pacific
* ——0—0—0—0—0—0—0—0—0—
2009 2011 2014 2016 2017
Ingredient Enhanced site for Transparency First to offer Skin allergen
disclosure better consumer on restricted a 100% transparent disclosure
in Canada understanding materials fragrance announcement

IIII'IIISIJII
familly compan
at work for s

2009 2010 2012 2015
Divulgacao da
primeira linha

Divulgacao de Divulgacao de
ingredientes ingredientes

Transparéncia
em paleta de

2016 2017
Divulgacao de Divulgacao de
ingredientes ingredientes

nos EUA em diferentes fragrancias de produto na Europa na regiao
idiomas nos especifico de Asia-Pacifico
EUA fragrancia

r——0—0—0—0—0—0—0—0—0—

2009 2011 2014
Divulgacdo de  Atualizacao do site Transparéncia
ingredientes para melhor em materiais

no Canada entendimento dos restritos

consumidores

2016 2017
Primeira empresa a Anuncio de
oferecer fragrancia divulgacao de
100% transparente alergénicos

cutaneos

llll'lllSl]l'l
Family campar:
atwork for a
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2009: Launch of U.S. Ingredient Disclosure

“People have a
fundamental right to know
what’s in the products we
give them, and for that

\

2009: Divulgacao de ingredientes nos EUA

“As pessoas tem o direito
basico de saber o que esta
nos produtos que nos
oferecemos e, no caso, o
que todo mundo oferece

—
matter, what everyone else |
° @

gives them.” \

. .
- n - A
s 1P Y gy,
@ (=) @ o

°
S—

também.”
'Q:\"’ = Fisk Johnson, Huffington Post R = Fisk Johnson, Huffington Post
WhatsinsideSCJohnson.com WhatsinsideSCJohnson.com

scjohnson scjohnson



2012: First to Disclose Fragrance Palette 2012: Primeira empresa a oferecer
fragrancia 100% transparente

3,700  _, -~1,300 3.700 _, ~1.300

Padrao da Associacao Padrao da SC Johnson

The International Fragrance SC Johnson’s standard
Internacional de Fragrancias

Association’sstandard




T

YOU MIGHT BE SURPRISED YOU MIGHT BE SURPRISED
BY WHAT’S INSIDE BY WHAT’S INSIDE

gy for 2 batter weorkd
for workd
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2016: Ingredient Transparency Expands to Europe

Glade®
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Exceeds industry norms and
government requirements

scjohnson

2016: Transparéncia em ingredientes chega na
Europa

Expanding Ingredient and Fragrance Transparency to 25 European Countries
ey
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——2017: Ingredient Transparency Expands to Asia Pacificf — 2017: Transparéncia em ingredientes expande para a

regido Asia-Pacifico
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b 4

5 bilhoes de
consumidores em
52 paises

=

5 billion consumers
In 52 countries
% -

A - —



2018: Ingredient Transparency Expanding to LATAM

in Q4
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2018: Transparéncia em ingredientes chegara na
América Latina em Q4
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Brazilians
Want to
Know
What's

Inside

* 97% say household ingredient
disclosure is important

» 93% say household cleaning
product companies should
disclose more about the
ingredients in products

» 79% perform household
cleaning product research
while shopping

d A fsmily company
at wiork for & bettes woeld

Brasileiros
querem
saber o que
esta nos

produtos

« 97% acreditam que a

transparéncia em ingredientes €

importante

* 93% acham que as empresas de

produtos de limpeza devem
divulgar mais os ingredientes

que utilizam em seus produtos

* 79% avaliam os produtos de
limpeza doméstica durante o
momento de compra

Jnhnqnn



Potential Skin Allergens Potencial Alergénicos Cutaneos

J A tamady company \J.\\ family company
at work for a better world

atwark for & bettes world



2017: Announces Allergen Disclosure

SKIN ALLERGENS:
SHARING THE WHOLE STORY

Skin allergens added to
WhatslInsideSCJohnson.com SJJQ,hggon

w1 ek Fer 8 batier ekl

2017: Anuncia divulgacao de alergénicos

SKIN ALLERGENS:
SHARING THE WHOLE STORY

Alergénicos cutaneos incluidos ao site
WhatsInsideSCJohnson.com S‘{gohnson



Skin Allergens in Fragrance Components: A Comparison

What
competitors
would say

linalool

What
SC Johnson
would say

linalool

.alpha.,.alpha.-dimethylphenethyl acetate

2 ,4-dimethyl-3-cyclohexene carboxaldehyde
3-phenylbutyraldehyde

4, 7-methano-1h-indene-2-carboxaldehyde, octahydro-5-methoxy-
4-tert-butylcyclohexyl acetate

anethole

butylphenyl methylpropional

citral

citrus limon (lemon) peel oil

citrus nobilis (mandarin orange) peel ol
cyclamen aldehyde

cymbopogon citratus leaf oil

isocyclocitral

lauraldehyde

mentha viridis (spearmint) leaf oil

tetramethyl acetyloctahydronaphthalenes
scjohnson

i farmily
atwork for & bamer world

vanillin

Alergénicos cutaneos em componentes de fragrancia:
um comparativo

O que os O que a
concorrentes SC Johnson
dizem diz

linalool

.alpha.,.alpha.-dimethylphenethyl acetate
2.4-dimethyl-3-cyclohexene carboxaldehyde
3-phenylbutyraldehyde
4,7-methano-1h-indene-2-carboxaldehyde, octahydro-5-methoxy-
4-tert-butylcyclohexyl acetate

anethole

butylphenyl methylpropional

citral

citrus limon (lemon) peel il

citrus nobilis (mandarin orange) peel oil

cyclamen aldehyde

cymbopogon citratus leaf oil

isocyclocitral

lauraldehyde

mentha viridis (spearmint) leaf ol

tetramethyl acetyloctahydronaphthalenes J
vanillin

linalool

clohnson

A family company
at work for a better world



“Every day, businesses ask to be
iInvited into people’s homes... to be
trusted to deliver whatever their
brand may promise. When some
companies don't deliver, it hurts

everyone.”
-Fisk Johnson

J A tamaty company
at work for a better world

“Todos os dias, as empresas pedem
para ser convidadas para a casa das
pessoas...receberem confianca para
entregar o que suas marcas
prometem. Quando algumas
empresas nao entregam, isso

prejudica a todos.”
-Fisk Johnson scjohnson



A family company
at work for a better world

A family company
at work for a better world

ScClohnson S\(johnson




