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DEDICATION

SC Johnson Chairman Emeritus Sam Johnson once said:
“What | am more than anything else
is a grandfather who wants his grandchildren
to have the same kind of place to live
and grow up in as | did.

What a treasure it is for children to have
wonderful memories and adventures
connected to the fields, the streams and the ponds.
| believe that childhood is our roots into this earth,

and my own roots have only grown stronger and deeper with age.”

This 2005 Public Report is dedicated to Sam,
whose love of this earth was a remarkable inspiration,

and whose values remain firmly rooted in all of us.



SAMUEL C. JOHNSON
1928 - 2004

Sam Johnson, with the plane he and his sons flew to Brazil during the 1998 Carnatiba Expedition.



A MESSAGE FROM H . FI1S K JOHNSON
Chairman and CEO

Chairman and CEO Fisk Johnson receives flowers from a child as a welcome during a visit to Africa.



Since my father passed away last May, many have asked me what my
environmental legacy will be. | know they ask because the mark left by

my father, Sam Johnson, was such a profound and enduring one.

Dad’s legacy of business leadership is unsurpassed. From his decision to
voluntarily and unilaterally stop using CFCs three years before the U.S. ban,
to his introduction of innovative new products including Raid®, Glade® and
Pledge®, to his role as a founding member of the World Business Council
for Sustainable Development, Dad proved that business can be successful

while being caring and responsible.

When my dad famously said we should not worry about whether we live up
to the expectations of our fathers, but rather we as fathers should live up to
the expectations of our children, he offered the purest case for sustainability.
And for me, sustainability is personified by my child. It is for all the children
of the world that SC Johnson makes business choices that will leave the

world a better place.

That's why we installed cogeneration turbines at our largest manufacturing
plant, which is helping us achieve a 10 percent reduction in fossil fuel

use at our top factories by the end of 2005. It's why using our Greenlist™
environmental classification system we have phased out chlorine-based
external packaging and removed more than 10 million pounds of VOCs from
our environmental footprint. It's why we are using new business models

to tackle insect-borne diseases in areas where people, especially children,

need protection most.

People are right to ask what my legacy will be. It is a question that every
responsible business leader must ask. But we should not focus solely on
what we will leave behind three or four decades from now. Our attention

is most needed on the decisions being made today.

So SC Johnson is continuing to lead the way with responsible raw material
choices and innovative energy reduction. We are discovering more new ways
to improve people’s lives and protect public health. We remain dedicated to

operating in a way that is successful, caring and responsible.

This is the important legacy of all the 12,000 people of SC Johnson around
the world. It is our greatest business advantage, our strongest value and

our most important gift to all children.

N 70 }w\sm

H. Fisk Johnson
Chairman and CEQ
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The 2005 SC Johnson Public Report is our summary of SC Johnson's commitment to, and progress against,
our sustaining values. In it, you will find stories that describe our ongoing efforts to drive global

development and growth that benefits SC Johnson, the people around us and the planet we all share.

All data provided in this report is in accordance with the Global Reporting Initiative (GRI) Sustainability Reporting Guidelines except for financial
and production data, which is business confidential and considered proprietary by this family enterprise.
— Dr. H. Fisk Johnson, Chairman and CEO — S. C. Johnson & Son, Inc.



THE 2005 SC JOHNSON PUBLIC REPORT AIMS
TO SHARE EXPERIENCES AND INSIGHTS RELATED
TO SUSTAINABLE DEVELOPMENT
With this report, we hope to generate thinking, create dialogue and continue to
promote responsible approaches and initiatives. \When we first published a public
report in the early 1990s, we were one of the first consumer packaged goods
companies to report openly and extensively about its programs and policies.
Today, doing so is standard practice globally.

To reduce paper consumption, this annual report is published electronically
at www.scjohnson.com with a limited number of print copies provided to key
partners, colleagues and associates. Within this report, you will discover the
values this company was built on, and many examples of how we are continuing
to create economic, environmental, social and employee value around the world.

FIND 1

Who We Are — SC Johnson is a leading pro-
vider of innovative consumer products that help
improve the quality of life for families across the
globe. This fifth-generation family company
employs 12,000 people, has estimated annual
sales of more than $6.5 billion, operates in

more than 70 countries worldwide and markets
hundreds of leading, innovative products in more
than 110 countries.

Creating Value in New Places — A long-time
advocate of “base of the pyramid” principles,

SC Johnson led collaborative efforts in 2004 to
develop the Base of the Pyramid Protocol. We
put these principles into practice in South Africa,
Ghana and Kenya to educate about malaria
control measures, improve public health and
build a sustainable source of pyrethrum, an active
ingredient in insecticides.

Economic Value — SC Johnson holds leading

In 2004, our products were recognized for

their innovation with awards such as the Trophée
. de la Maison consumer choice award in France

8 and the Product of the Year award in the UK.
\We also continue to reach new consumers

with products and programs, especially for those
closer to the base of the economic pyramid.

PAGE 19

positions globally in numerous product categories.

T

A Special Opportunity
SC Johnson is so committed to increasing awareness and dialogue about
sustainable development, we are offering a special opportunity to readers of
the 2005 SC Johnson FPublic Report. Fill out the reply card at the back of this
report, or visit our online report at www.scjohnson.com and you may receive
a complimentary copy of Capitalism at the Crossroads, the new book by
Stuart L. Hart. Professor Hart is one of the world's top authorities on the

implications of sustainable development and environmentalism for business

strategy, and the Samuel C. Johnson Chair of
Sustainable Global Enterprise and Professor of
Management at Cornell University’s Johnson
Graduate School of Management.

Capitalism at the Crossroads provides an
exciting and insightful look at how the corporate
sector can be the catalyst for sustainable global
development, and SC Johnson is proud to offer
this opportunity to share in the book's insights.

INSIDE

PAGE 41
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Environmental Value — SC Johnson's
environmental strategic plan is one of our top
corporate strategic objectives. The company
already has achieved goals such as annually
increasing the use of environmentally preferred
raw materials and reducing air, water and

solid waste emissions, fossil fuel use, and
greenhouse gas emissions. We also have
eliminated the use of chlorine-based packaging,
including PVC bottles worldwide.

Social Value — Over the past decade, we have
given back more than $148 million globally. Each
year we donate a portion of pre-tax profits in
the U.S. and at the subsidiary level in support

of organizations that work locally and globally to
make our world a better place. In 2004 alone,
we contributed more than $18 million globally
to efforts that improve the quality of life.

We Value People — One of our key mantras

is “Enjoy the Difference” and we do — through
flexible work options, training opportunities and
generous benefits. In 2004, SC Johnson ranked
number seven on FORTUNE magazine's 100 Best
Companies to Work For in America, and many of
our subsidiary companies were recognized as
“Best” workplaces in their respective countries.
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WHO WE ARE

An Introduction to SC Johnson and Our Values

SC Johnson is committed globally to sustainable development principles. For decades,
this family company has made decisions based on today’s needs and the needs of generations to come.
We work toward economic vitality, environmental health and social equity. And we believe in transparency

and the importance of shared learnings and dialogue about sustainable development opportunities.

SC Johnson, headquartered in Racine, Wisconsin, has a long history of innovation, growth and doing what is right.



Who We Are - SC Johnson Profile
SC Johnson is a family-owned and -managed business dedicated to innovative,
high-quality products, excellence in the workplace and a long-term commitment
to the environment and the communities in which we operate.

Headquartered in the United States,

the company is one of the world’s

leading manufacturers of household
cleaning products and products for Learn more about SC Johnson, our products and the

home storage, air care, personal care company'’s history of family leadership by visiting our

and insect control. : . .
This 119-yearold company, with online public report at www.scjohnson.com

more than $6.5 billion in sales,
employs approximately 12,000 people
globally and sells products in more than 110 countries. You can learn more
about us by visiting our website, www.scjohnson.com

Our Businesses

SC Johnson sells thousands of products every day to consumers around the
world, helping make their lives cleaner, easier, healthier and better. Our key
business categories are listed below with some of our best-known brand names.

Home Cleaning Insect Control Air Care
Drano® Autan® Brise®
fantastik® Baygon® Glade®
Kabikiller® OFF!® Oust®
Mr. Muscle® Paral®

Pato! Raid®

Pledge®

Scrubbing Bubbles®

Shout® Personal Care Home Storage
Toilet Duck? Edge® Saran™
Windex® Skintimate® Ziploc®

! Pato and Toilet Duck are trademarks of Diiring AG and used under license.

Who We Are
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Fisk Johnson

SC Johnson wins recognition
for being a great place to work
in Germany.

A Family Company
Throughout our 119-year history, five
generations of the Johnson family have
led SC Johnson, including our current
Chairman and CEO, Fisk Johnson.

Each Johnson leader has shared the

core values that define the Johnson family
and the company — a dedication to product
innovation and quality, the active pursuit of
environmental and community leadership,
and the steadfast commitment to workplace
excellence. Every generation has recognized
and championed the benefits of family

SC Johnson Around the World

ownership, including consistency in principles
and values, emphasis on the long term and
independence of spirit.

Through this leadership, SC Johnson has
continually enriched the lives of consumers,
employees and communities all over the world.

The phrase “a family company” does more
than say what kind of company SC Johnson
is. It says who we are as people. \We have
inherited a legacy of leadership and responsi-
bility, and we are dedicated to preserving it
for future generations.

We operate in 70 countries around the world and market products in more
than 110. We have manufacturing operations in more than 20 countries around

the world, some of which include:

Argentina China
Canada Netherlands

Mexico
United Kingdom

United States

Throughout our manufacturing organization, we are committed to operating
as responsibly as possible — reducing air emissions, water effluents and solid
waste as a ratio to production, decreasing use of fossil fuel energies, and

limiting greenhouse gas emissions.

Values and Stakeholders

SC Johnson's guiding values are captured in This We Believe — our hands-on

practical statement of expectations for our operations around the world. This
We Believe states our values in relation to the five groups of people to whom
we are responsible and whose trust we have to earn:

Employees: We believe that the fundamental vitality and strength of our

worldwide company lies in our people.

Consumers and Users: We believe in earning the enduring goodwill of
consumers and users of our products and services.

General Public: We believe in being a responsible leader within the free

market economy.

Neighbors and Hosts: We believe in contributing to the well-being of the
countries and communities where we conduct business.

World Community: We believe in improving international understanding.

Our way of safeguarding these beliefs is to remain a privately held
company. Our way of reinforcing them is to make profits through growth
and development, profits that allow us to do more for all of the people

on whom we depend.

Awards and Recognition

In the past year, SC Johnson has been honored with numerous awards and
other forms of recognition. Here are just a few:

Named Vendor of the Year by Wal-Mart for the second consecutive year

(SC Johnson United States).

SC Johnson was named a Great Place to Work in Argentina, Canada, France,
Germany, Greece, Italy, Mexico, South Africa and the United Kingdom.

Who We Are
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In the United States, SC Johnson won high praise from
FORTUNE magazine, being named number seven among the
top 10 of the 100 Best Companies to Work For in America.

Named an Employer of Choice for Women by Equal
Opportunity for Women in the Workplace Agency
(SC Johnson Australia).

Named to Corporate 100 list of top companies for Latinos
by Hispanic Magazine (SC Johnson United States).

Mr. Muscle® Multi-Task named Product of the Year by 12,500
surveyed consumers (SC Johnson United Kingdom).

Received Gold Award for outstanding safety, health and environment
by Lagos State Ministry of Health (SC Johnson Nigeria).

Received Annual Environmental Responsibility Award from The Industrial
Environmental Association (IEA) and the California Manufacturers & Technology
Association (CMTA) (SC Johnson United States).

Ranked among top 10 of the 100 Best Companies for Working Mothers
by Working Mother magazine (SC Johnson United States).

Earned 100 percent on Human Rights Campaign Foundation Corporate
Equality Index (SC Johnson United States).

Named among top 100 companies in the /nformation Week 500

(SC Johnson United States).
¥ l'{ -'f.."'-lrl_'!
- -

Glade® Wisp® air freshener named Top New
Product by National Association of Chain Drug
Stores (SC Johnson United States).

Ranked third among Top 50 Manufacturers by
Happi Magazine (SC Johnson United States).

Mr. Muscle® named Most Hygienic Cleaner by Turkish
Consumer Reports Magazine (SC Johnson Turkey).

Named Wal-Mart Best Commercial Supplier of the Year (SC Johnson Brazil).

To learn about other SC Johnson recognition, visit www.scjohnson.com

SC JOHNSON GLOBAL SHARE
SC Johnson is a global share leader in a majority of the categories in which we do business.

CATEGORIES WHERE SC JOHNSON'S GLOBAL SHARE RANK IS #1

AIR CARE FURNITURE CARE DRAIN CARE STORAGE BAGS

TOILET CARE INSECT CONTROL GLASS CLEANERS FABRIC CARE

Global share rank based on SC Johnson's position in top markets where we sell in these categories, as of April 1, 2005.

Who We Are
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Our Board
of Directors

H. Fisk Johnson, Ph.D.
Chairman and CEO of

S. C. Johnson & Son, Inc.
and Chairman of the Board

Richard M. Thomson

Vice Chairman of the
Board and retired Chairman
and CEO of The Toronto-
Dominion Bank

Robin R. Burns-McNeill
Retired President and CEO of
Intimate Beauty Corporation,
Victoria's Secret Beauty and
aura science

Helen P. Johnson-Leipold
Chairman and CEO of
Johnson Outdoors Inc.

John Jeffry Louis
Chairman of Parson
Capital Corporation

Steven R. Rogers
Gordon and Llura Gund
Family Professor of
Entrepreneurship, Kellogg
School of Management

Christine Todd Whitman
Former U.S. Environmental
Protection Agency
Administrator and Former
New Jersey Governor

Michael W. Wright
Retired Chairman,
President and CEO
of SUPERVALU Inc.




Organizing for Sustainability

From the Chairman and CEQ's office to the manufacturing line, the people of
SC Johnson at all levels have an impact on the sustainability of our business,
our communities, our products and our planet. Here's a look at how we are
organized for sustainability:

CHAIRMAN AND CEO

REGIONAL EXECUTIVE VICE
PRESIDENTS PRESIDENT AND CFO

EXECUTIVE VICE PRESIDENT
WORLDWIDE CORPORATE AND
ENVIRONMENTAL AFFAIRS

GLOBAL
ENVIRONMENTAL WORLDWIDE
AND SAFETY RD&E
ACTIONS

WORLDWIDE GLOBAL PUBLIC WORLDWIDE
GOVERNMENT AFFAIRS AND COMMUNITY
RELATIONS COMMUNICATION LEADERSHIP

WORLDWIDE
MANUFACTURING AND
PROCUREMENT

GLOBAL SAFETY
SUSTAINABLE ASSESSMENT AND
INNOVATION REGULATORY
AFFAIRS

WORLDWIDE
SAFETY/HEALTH/
ENVIRONMENT
Total number of SC Johnson employees

focused on environment, safety and
health around the world = 133

Our Sustainability Strategies
SC Johnson acts on its values through the sustainability strategies that drive
our operations around the globe.

Creating Economic Value

Our goal is to be the best at meeting emerging consumer needs to make
consumers’ lives easier, cleaner, healthier and better. In addition, we contribute
to the economies of our host communities around the world by providing
local employment and partnering with local organizations to create growth
and opportunity.

Among the economic objectives articulated in This We Believe is a com-
mitment to ensuring new investment fits constructively into the economic
development of each host country and local community, and to involving
ourselves in social, cultural and educational projects that enhance the quality
of life in our communities. This report is filled with stories that illustrate
these efforts.

Creating Environmental Value

Our current environmental strategy includes a number of goals for our
five largest factories. Two additional top factories have joined the drive
to meet these goals. Through 2004, we are ahead in all of the measures.
Our objectives include:

* Phase out 100 percent of chlorine-based external packaging such as
bleached paperboard containers or bottles made of polyvinyl chloride
(PVC). (Accomplished in 2002.)

* Increase annually the use of Greenlist™ materials, meaning those raw
materials that are environmentally preferred according to our category-
specific criteria. (Turn to page 26 to learn how our Greenlist™ has helped
us improve by 10 percent our overall environmental classification score.)

Who We Are
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Our Key
Sustainability
Platforms

In addition to our overall
sustainability strategies,
SC Johnson pursues
sustainable development
in four key platform areas.
Each platform focuses on
an area where we believe
we can make the biggest
impact on quality of life,
our product mix and on the
planet. The platforms are:

* Develop or apply sustainable development principles to business develop-
ment programs for one or more business categories. (Turn to page 16
for just one example — our Healthy Children, Healthy Homes program in

South Africa.)

* Achieve a 15 percent improve-
ment versus 2000 in combined

air emissions, water effluents and

solid waste as a ratio to production.

(Accomplished in 2003.)

Achieve a 10 percent decrease

“One of the greatest benefits of being a family
company is the ability to make decisions for the
long term rather than for quarterly gains. The

progress SC Johnson continues to make against

versus our year 2000 baseline
in the use of fossil fuel energies
— such as oil, coal or natural

gas —in our top five factories. (Accomplished in 2003 in seven of our top
factories; turn to page 29 for an example.)

our goals shows the power of this long-term focus.”

— Fisk Johnson, Chairman and CEQ, SC Johnson

Establish a year 2000 baseline of greenhouse gas emissions for our top five

factories, and use innovative approaches to reduce emissions by b percent
annually. (Turn to page 28 to learn how we achieved this goal three out of
four years in our top seven factories.)

Creating Social Value

Our global Community Leadership Guidelines require that, at a minimum, each
of our subsidiaries around the world fulfill these objectives:

* Demonstrate senior management leadership in the community, through the
General Manager holding at least one board-level membership with a major
local community non-profit organization. (We continue to achieve this goal
at a majority of our subsidiaries around the world; turn to page 38.)

* Increase charitable giving as a percent of pre-tax profits. (Giving has almost
doubled since 1994; turn to page 36.)

* Promote and coordinate at least one significant employee volunteer effort
in the community each year. (Turn to page 37 to see examples from around

the world.)

Using Earth-Responsible
Raw Materials

We continue to increase
our use of environmentally
preferred raw materials
through our groundbreaking
Greenlist™ environmental
classification system. Turn

to page 26 to learn more.

Reducing Energy
Consumption/Greenhouse
Gas Emissions

\We work to keep carbon
dioxide out of the atmosphere
by reducing our fossil fuel
use and greenhouse gas
emissions through a wide
range of innovative efforts

at our global facilities. Turn
to page 28 to learn more.

{

Eliminatin . i

Insect-Borne Diseases

As the leading global marketer
of household insecticides

and repellents, we develop
innovative, effective protec-
tion from mosquito-borne
diseases, and we are working
to make these products
accessible to more consumers
around the world. Turn

to page 23 to learn more.

Advancing Social
Equity/Public Health

\We are committed to partner-
ships that drive positive social
change, to reaching consumers
who need and value quality
products and services, and to
improving quality of life around
the world. Turn to page 15 to
learn more.
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CREATING VALUE I N NEW PLACES
Building at the Base of the Pyramid

For more than a century, SC Johnson has created value for our consumers and communities all over the globe.
In the last decade, we have initiated numerous projects that aim to enhance and expand our business
while benefiting the people around us. In the pages that follow, you will find examples of how SC Johnson is creating

value in countries such as South Africa, Kenya and Ghana, and with consumers at the base of the economic pyramid.

Through testing in Ghana supported by SC Johnson, it's been shown that mosquito traps such as the one pictured on the right side of the photo above
can help control malaria when used as part of an integrated vector management program.



New Places, New Consumers

SC Johnson long has been committed to practicing and promoting what
increasingly has become known as the “base of the pyramid” strategy. In 2004,
this concept gained further recognition as we partnered with Stuart L. Hart,
Samuel C. Johnson Chair of Sustainable Global Enterprise and Professor of
Management at Cornell University’s Johnson Graduate School of Management,
to develop the groundbreaking Base of the Pyramid Protocol.

Building on the concept of creating value for those most in need of support,
SC Johnson participated throughout 2003 and 2004 in the creation of the pro-
tocol, through which the private sector and local communities build economic,
social and environmental value at the base of the economic pyramid.

The protocol is a collaborative venture between Cornell University, the
University of North Carolina, the University of Michigan, The World Resources
Institute and The Johnson Foundation. The effort is supported financially by
SC Johnson, DuPont, Hewlett-Packard and Tetra Pak.

The protocol encompasses a formal business process to generate value
for all stakeholders. It provides a step-by-step process for initiating this model,

including three key phases:

* Opening Up - launching non-busi-
ness-specific immersion guided by
two-way dialogue to understand
the environment and generate
competitive ideas

Building the Ecosystem — gener-
ating a network of relationships
among multinational corporations
and local individuals and organiza-
tions that support co-creation and
win-win strategies

Enterprise Creation — piloting

a test, evaluating results and
then further launching business
experiments that generate value
for all constituencies

Following the protocol, multinational
corporations can identify and develop
sustainable new products and busi-
nesses in partnership with base of
the pyramid consumers, resulting in
lasting value that stems from a deep

An interior view of Wingspread.
Photo by James L. Stanfield, courtesy of The Johnson Foundation

SC JOHNSON CREATES VALUE THROUGH
BASE OF THE PYRAMID PRINCIPLES

Here are a few of the insights shared in the Base of
the Pyramid Protocol that SC Johnson helped develop:

“Put the Last First”
Insights come from seeking out the base of the
pyramid voices, which are seldom heard

“Co-Develop Solutions”
Success comes from mutual learning between
multinational corporations, partners and base
of the pyramid members

“Create Mutual Value”
All parties must benefit in terms important to them

What is The Johnson Foundation?
The Johnson Foundation sponsors conferences with other non-profit partners
in the areas of education, sustainable development and the environment,
democracy and community, and the family. In October 2004 it hosted “A Protocol
for Sustainable Initiatives at the Base of the Pyramid.”

The Foundation was established in 1959 at Wingspread, the former home
of the family of H.E Johnson, Jr., the third generation of SC Johnson leadership.

Over the years, the Foundation has sponsored thousands of conferences
at Wingspread on issues ranging from arms control to education to sustain-
able development. The United States’ National Public Radio has its roots in
a Wingspread conference, as do the National Endowment for the Arts and
numerous other organizations and movements.




“There is no inherent conflict hetween making
the world a better place and achieving economic
prosperity for all. Maintaining a principled

commitment to global sustainability is not a soft
approach to business - it is, in fact, the only
pragmatic approach for long-term growth.”

THE GLOBAL PYRAMID

understanding of their needs,
perspectives and capabilities.

SC Johnson has been closely
involved in the development of the
protocol, and in 2004 participated
in the design workshop that led to
the draft protocol. This summer, we
are sponsoring field testing of the protocol in Kenya by funding interns from
Cornell University, the University of North Carolina and the University of Michi-
gan who will implement the protocol and document its impact. By doing this,
we hope to learn more about base of the pyramid strategy and its implementa-
tion. Equally important, by making this process transparent and sharing the
learnings, we hope to prove the tremendous positive impact that can be made
by multinational corporations.

Ultimately, like its partners in this effort, SC Johnson aims to continue finding
and implementing opportunities to generate local development and wealth
while developing new capabilities and markets for our business.

— Fisk Johnson, Chairman and CEQ, SC Johnson

Creating Value with Base of the Pyramid Consumers

SC Johnson's current base of the pyramid projects focus on creating important,
sustainable value in South Africa, Ghana and Kenya. Below is a look at each of
these exciting projects.

South Africa

According to world health authorities, malaria today accounts for more than 300
million acute illnesses and at least one million deaths annually. In Africa, malaria
kills a child every 30 seconds. Yet the disease, which is transmitted by mosqui-
toes, can be greatly mitigated through protection from mosquito bites.

In keeping with base of the pyramid thinking, SC Johnson recognizes this
public health issue as an opportunity to provide important, lasting health value
for consumers while, at the same time, creating sustainable business value
for the company. As the maker of Raid®, Baygon®, OFF!® and Autan® insect
control products, we have a vested interest in ensuring that as consumers learn
about the life-saving benefits of insect repellents, they associate these benefits
with our products.

About a quarter of the people at the base of the economic pyramid have a per capita income

of less than one U.S. dollar a day.

Source: Capitalism at the
Crossroads, 111. Adapted
from C.K. Prahalad and

S. L. Hart (with assistance
from Ted London) 2002. “The
Fortune at the Bottom of the

Pyramid.” Strategy +Business,

26 (2002): 54-67.

PURCHASING POWER POPULATION
PARITY IN IN MILLIONS
U.S. DOLLARS
>$15,000 / WEALTHY 800
$1,500 - $15,000 EMERGING MIDDLE CLASS 1,500
LOW-INCOME MARKETS
<ULy (BASE OF THE PYRAMID) i

Creating Value in New Places
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What is the “base
of the pyramid”?
The base of the pyramid,

a concept coined by Stuart
L. Hart and C.K. Prahalad,
refers to the four billion
people at the lowest
economic level around

the world. Their annual

per capita income is less
than $1,500, which is the
minimum considered neces-
sary to sustain a decent life.
About one billion base of the
pyramid consumers have a
per capita income of less
than one U.S. dollar a day.



KILLS

MALARIA-
.+ MOSQUITOES
DEAD!

SC Johnson's Healthy Children,
Healthy Homes program in
South Africa influences public
health by educating children
from 900 schools about malaria
prevention — and how to spread
the word.

To do so, in 2004 SC Johnson launched a malaria prevention program in
South Africa called Healthy Children, Healthy Homes. Through a collabora-
tive effort between South Africa’s National Department of Health, the Medical
Research Council, RTI International and SC Johnson's Raid® brand of insect
control products, the program works to build awareness of malaria control
measures and improve public health.

Healthy Children, Healthy Homes is targeting three provinces with endemic
malaria — Mpumalanga, Limpopo and Kwazulu-Natal — where health officials
indicate a need for improved information, education and communication to
local citizens and health workers. It includes presentations to school children
at 300 schools in each province — a total of 450,000 children — with interactive
educational materials about preventing malaria.

By teaching with games and take-home materials such as a Raid® brand
calendar, the program not only aims to engage the children’s interest and
attention, but also encourages them to take the message home to help protect
family and friends. In addition, the

program establishes the Raid® insect

control brand as the authority in Learn more about base of the pyramid
protection from mosquitoes, provid- . .

ing the economic balance required strategy by visiting our online public report at
to sustain investment by the company www.scjohnson.com

in this program.

The South Africa Healthy Children,
Healthy Homes program builds on
learnings from a pilot conducted by SC Johnson, RTI International, Florida
International University School of Nursing and Zubi Advertising in Miami,
Florida, which was aimed at increasing awareness of the triggers of asthma
and effective household cleaning practices related to controlling these asthma
triggers. In that program, too, the company worked to create new value for
consumers while achieving sustainable business value.

Creating Value in New Places
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SC Johnson supported the
purchase of portable mosquito
traps for a community in Tafo,
Ghana. This year, the company's
Ghana subsidiary contributed

a gas supply tank to ensure a
continuing source of propane
for the traps.

“The time is now for the birth of a new, more inclusive
form of commerce, one that lifts the entire human
family while at the same time replenishing and

restoring nature.”

Ghana

Malaria is the target of an SC Johnson public health program in Ghana as
well. From 2003 to 2005, the company has sponsored a mosquito trap project
there to study the potential for reducing the incidence of malaria in a defined
community — the village of Tafo.

The project has used mosquito traps to remove mosquitoes around the living
spaces of employees of the Ghana Cocoa Research Institute in Tafo. The por-
table traps, developed by American Biophysics, USA, attract mosquitoes and
vacuum them up into a net within the device, allowing evaluation of the traps’
performance. A local medical clinic
collects data on malaria incidence in
the area — and the data has proved
a reduction in malaria occurrences in
the protected area. In 2004, despite
the fact that overall malaria cases
were up in the greater area, within
the test site covered by the mosquito
traps there were about half as many
cases of malaria as there were in 2002.

The traps were purchased in 2003 and placed in the community of 3,000
by SC Johnson. Additional resources contributed by SC Johnson's Ghana
subsidiary originally paid for the propane gas to fuel the mosquito traps.

This past year, SC Johnson Ghana contributed a gas supply tank to provide
a continuing source of propane for the traps. The subsidiary worked closely
with the local environmental authority and arranged installation and training
so community members could operate, maintain and secure the gas supply.
As a result, in addition to providing for the sustained operation of the traps,
two jobs were created and the community now has a local supply of gas for
cooking. Previously, community members had to visit a nearby city once a
month to purchase propane.

The trap project, in addition to providing valuable public health protection
for the local community, also provided a means for SC Johnson to assess the
effect of mosquito traps within the context of an integrated vector management
program — meaning one in which education, medication, mosquito nets and
traps are all used together to provide a positive intervention against malaria.
The successful pilot indicates that through the use of traps, malaria can be
managed without behavior modification, and residents can be protected
24 hours a day, seven days a week.

— Stuart L. Hart, Capitalism at the Crossroads

Creating Value in New Places
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A Historical
Perspective

In an early example of
“base of the pyramid”
thinking, H.F. Johnson, Jr.
undertook his Carnatba
Expedition to Brazil in 1935,
searching for a sustain-
able source of carnatiba
wax for SC Johnson
products. Once in Brazil,
H.F. established local
production of the wax,
bringing economic value
and growth to the local
community while provid-
ing needed business value
for the company.



With support from SC Johnson,

hundreds of Kenyan pyrethrum
(py) farmers now are using
irrigation pumps to provide
groundwater to their crops,
resulting in greater py yield
and, through this success,
more economic security for
their families.

Kenya
In Kenya, where 200,000 subsistence farmers support more than a million
people a year on just $1 per day of income each, SC Johnson also has a project
that targets the base of the pyramid. This effort, described in more detail in the
“Economic Value” section of this publication, page 19, focuses on pyrethrum,
or “py,” a cash crop for these Kenyan
farmers and the country’s fifth-largest
export crop. Py is an active ingredient

that can be used in insecticides and As a multinational company, we have an obligation

is used by SC Johnson in Raid® and to not only serve those with greater financial means,

Baygon® insect control products. but also those at the base of the pyramid. There are
Because of weather and other .

issues, the supply of pyrethrum tremendous opportunities to help people, protect

became sporadic in the 1990s the environment and simultaneously do what is right

and prices fluctuated significantly. . "

As a result, SC Johnson has not for the business.

had a reliable source of py, and — Fisk Johnson, Chairman and CEQ, SC Johnson

the farmers have suffered as their
income has been unreliable.

Bringing base of the pyramid thinking to this issue, SC Johnson began
exploring ways to reduce the price of py and stabilize the supply. We knew this
would facilitate increased purchases of the ingredient, which would support
our growth strategies. At the same time, the increased income would posi-
tively affect the lives of py growers and their families. Our efforts in this area,
in which we are helping to bring affordable irrigation to py farmers, already
are having a significant positive effect.
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ECONOMIC VALUE

Through Principles, Products and Processes

For SC Johnson, creating sustainable economic value means helping communities prosper while achieving profitable
growth for the company. It's about being competitive at the same time we are compassionate.

It's about delivering both products and opportunity, to help make people’s lives cleaner, easier, healthier and better.

By helping pyrethrum (py) farmers in Kenya produce a larger supply of py more reliably,
SC Johnson helps increase their income while providing a stable py supply for our Raid® and Baygon® insect control products.



Pyrethrum
Farming in Kenya
SC Johnson is helping

to bring economic

value to farmers across
the pyrethrum regions

of Kenya.

The key to creating economic value is
developing win-win solutions in which
new business is established while
valuable new benefits are delivered

to consumers. For SC Johnson, this
value covers a wide range — from the
innovative new products we develop,
to the “Product Plus” we pursue to
ensure our products truly offer a valu
able difference, to the exciting new
business models we are exploring
with base of the pyramid consumers.

Creating Value in Kenya

When it comes to economic value,

a great case in point for SC Johnson
is our work with pyrethrum farmers
in Kenya. Average household income
among pyrethrum, or “py,” farmers is
typically $1 or less per day. Many py

SC JOHNSON CREATES
ECONOMIC VALUE THROUGH...

...Our products, which make people’s lives cleaner,
easier, healthier and better

...Our continuous innovation, which offers solutions
for unmet needs

...0Our partnerships, through which we are reaching
new consumers and bringing value to them

...Our operations, which provide economic security
to our 12,000 employees around the world and which
work to support their local communities through
business, philanthropy and volunteerism

farmers survive on only $150 per year, supporting not just themselves but their
families as well. In fact, about 200,000 subsistence farmers in Kenya support

more than a million people.

SC Johnson's focus on these farmers relates to the crop they cultivate. Py is
the country’s fifth-largest export crop and is an active ingredient that can be used
in insecticides. We use it in our Raid® and Baygon® insect control products.

Despite three decades of working with the Pyrethrum Board of Kenya to help
build capacity, Kenya continued to lose share of the global insecticide actives
market. Farmers suffered as their business and income declined. Weather and
other issues in the 1990s caused further price fluctuations, meaning SC Johnson
didn't have a reliable source of py at a reliable price.

‘ Kericho Nakuru

\West Pokot

Trans Nzoia

Uasin
Gishu

Nyandaru

Economic Value



Building on base of the pyramid thinking, SC Johnson has approached this
issue with a new mindset. As emphasized in the base of the pyramid strategy,
partners are key to creating mutual value — and that certainly is proving true

for SC Johnson in Kenya. We devel-
oped a relationship with Appropriate

To see the irrigation pump in action during Technologies for Enterprise Creation
a promotional event, visit our online public report (ApproTEC), a globally respected non-

governmental organization that devel-

at www.scjohnson.com ops new technologies and works with

local entrepreneurs to launch busi-

SC Johnson’s effort in partner-
ship with ApproTEC aims to
increase pyrethrum farmers’
household incomes through
more widespread use of

new technology. More than
10,000 farmers have had an
opportunity to learn about

the irrigation pumps through
various marketing efforts.

nesses based on the technologies.

SC Johnson began providing financing for ApproTEC to market to py farmers
a simple water pump operated manually to provide groundwater to crops.
Previously, only about 12 percent of farmers irrigated, so this added capability
can have a significant impact on crop yield.

Through promotions and event marketing — such as contests to determine
who can fill a water tank faster using one of the pumps — py farmers are ex-
posed to the pumps and have opportunities to purchase them in convenient
locations. In our first year of partnership with ApproTEC, more than 10,000
farmers have had an opportunity to learn about the pumps through radio and
newspaper advertisements, newsletters, posters, contests and other marketing.

Building from 11 initial pump dealers, five distribution points have been added,
making the technology much more accessible to farmers. Hundreds of pumps
have been sold and more given away during promotional contests.

As an added incentive — and enabling future economic value for SC Johnson
— SC Johnson Kenya supplies a can of Raid® or Baygon® insecticide with every
pump sold. This establishes our brands in the minds of these consumers who, Kenyan pyrethrum farmers
thanks to the pump, will soon enter the middle class and have more disposable receive a can of Raid®
income for important public health products such as insecticides. In addition, insecticide when they
the Pyrethrum Board of Kenya supplies a pack of pyrethrum seeds with every purchase an irigation pump.
pump sold, providing further value to the farmers.

As a result of more widespread use of the pumps, we anticipate py produc-
tion per acre to increase substantially, meaning SC Johnson can continue to use
natural py rather than switching to a synthetic replacement. At the same time,




py farmers will see a boost in household income that will enable
improved nutrition, health and education for their families. We see
this as a true example of the value that can be created — for all — with
base of the pyramid strategy.

The Value of Our Products
As SC Johnson Chairman and CEO Fisk Johnson explains in one of
the company'’s television advertisements: “This has been a family
business for five generations. | learned a lot from my father over
the years.” The ad continues, “Listening is a very important part of
running a family business. You listen, draw your inspiration from the
SC Johnson expects pyrethrum consumer, make certain we have products the consumer can see the difference
farmers to see a boost in in. To make our products better, we have to listen to people who buy Glade®
household income that wil or Windex® or all of our products. Listening — that's how we come out with
’ SC Johnson's consistent leadership position in the product categories in
which we compete is based on listening and on delivering a product mix that
continuously evolves to bring value to our consumers. More than 150 new
products were launched around the world in the 2003/04 fiscal year. Millions
of consumers around the world put their trust in SC Johnson and our brands,
and we continue to help make their lives cleaner, easier, healthier and better.

Insect Control — Our Raid®, Baygon®, OFF!®, Autan® and other insect control
brands not only bring innovation and convenience to consumers around ‘
the world, they also provide vital public health assistance. For example, new
Raid CASA E JARDIN™ (House and Garden) insecticide in Brazil kills not only
mosquitoes, but also the larvae of mosquitoes associated with dengue. The
World Health Organization estimates there are as many as 50 million cases
of dengue infection worldwide every year, and dengue hemorrhagic fever
fatality rates can exceed 20 percent of those infected. Malaria also is spread
by mosquitoes and accounts for more than 300 million illnesses and at

least one million deaths annually. The best protection from these and other
mosquito-borne diseases is repellents. And other SC Johnson products
protect consumers from disease and irritation related to cockroaches, flies,
bees, ticks, moths and other insects.

Home Cleaning — SC Johnson likewise provides significant consumer value
with our household cleaning brands, including Mr. Muscle®, Pledge®, Pronto®,
Toilet Duck’, Drano®, Vanish®, Scrubbing Bubbles®, Crew®, Windex®,
fantastik® and Shout®. For example, our new Fresh Brush™ toilet brush,
launched in various markets around the world, including the U.S., U.K., France
and Japan, uses a flushable, biodegradable cleaning pad that's safe for septic
systems and provides high-level cleaning without the germy mess.

Home Storage — In the home storage category, consumers from Bangkok

to Buenos Aires and San Francisco to Santiago see the public health benefits
of protecting food with Ziploc® brand bags and containers. New Ziploc®
brand Twist ‘n Loc™ containers combine the benefit of a leak-resistant seal
with an easy-to-use twist-off lid. From vegetables to meat and soups to salads,
our products help ensure consumers’ food stays fresh until they are ready to
eat it. And that's not to mention the many other ways that the Ziploc® brand
helps protect non-food items.

Air Care - from aerosols, to candles, to Pluglns®, to our new Wisp® battery-
operated continuous action air freshener, SC Johnson's Glade®, Brise® and
Oust® brands bring a wide range of air freshening to consumers at various
economic levels. Oust® is the first-ever air sanitizer, which kills odor-causing
bacteria in the air.

! Toilet Duck is a trademark of Diiring AG and used under license.

Economic Value
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Innovation

in Action

At SC Johnson, we believe
innovation drives success.
We pursue what we call
“Product Plus” — a meaning-
ful, consumer-relevant
advantage over what is in
the marketplace. Ultimately,
it's about continually
upgrading our products to
provide an overall consumer
experience that is superior
to the competition and drives
consumer preference.

Here are just a few examples: * |n Chile, SC Johnson is addressing a consumer need with a
mat repellent specifically designed to fight flies — one of the

e Mr. Muscle® Multi-Task was the first United Kingdom- !
most common insects there.

launched multipurpose trigger cleaner capable of cleaning
both hard and soft surfaces. ' OFE! * Inthe U.S., new OFF! Deep Woods®
* Glade® Wisp® air freshener, marketed in B s e e ey

; . . i e apply insect repellent while still providin
some countries as Brise On&0n ™, provides [ : PRl ! pe . providing
. . . 1 effective protection against mosquitoes.
portable, continuous action air freshening

that doesn't fade — a benefit greatly valued » SC Johnson's new toilet bowl brush with disposable P. - ¢
s
[ Spaly

™

by consumers. cleaning pads, which is marketed in various coun-

tries under the Scrubbing Bubbles®, Toilet Duck’,

Pato’ and Shut® brand names, eliminates the germy |t =%
mess of toilet brushes and a concern of 97 percent l'l

of consumers.

In Japan, Pipe Unish™ Quick Action Slime
Remover meets the previously unmet consumer
need for cleaning kitchen strainers quickly and
effectively.

! Toilet Duck and Pato are trademarks of Diiring AG
and used under license.

Reaching New Consumers — Along with driving innovation for our existing
consumers, SC Johnson is bringing our product benefits to new consumers
through lower-cost items designed or packaged especially for consumers
closer to the base of the pyramid.

* In Thailand, although Raid® mosquito coils typically are sold in boxes of six
coils, lower-income consumers can buy an individual coil for just eight cents.
Many consumers use a single coil for two nights, meaning they can afford
important protection from mosquito-borne illnesses for less than $15 a year.

* In Russia, the company launched lower-count packages of Raid® continuous
action electric mosquito repellent refills, bringing the consumer’s per-purchase
investment down to 57 cents for 10 refills.

* In Argentina, SC Johnson sells lower-count packages of Ziploc®
brand bags, such as six bags for 97 cents. This allows lower-
income consumers to buy into the category with a smaller
investment and take advantage of the food protection and
freshness provided by our home storage products.

* In Mexico, the company determined that despite the greater
protection afforded from disease, many consumers couldn’t
trade up from mosquito coils to a continuous action electric mosquito repel-
lent because they couldn't afford the initial $2.60 cost of the plug-in heater.
SC Johnson Mexico conducted a house-by-house sampling program in which
consumers received a free heater and four of the refillable mats, which each
last about 12 hours. As a result, the only ongoing cost for added protection is
13 cents. As a result of this program, our share of market grew 200 percent.

* In India, AllOut® brand mosquito repellents are a low-cost electric
option that bring continuous-action protection to consumers at a
very low price point.

And More — Around the world, other SC Johnson products continue to
bring value to consumers and product leadership for the company. Edge®
and Skintimate® shave products are leaders in their countries, and in France,
our furniture care brand Pliz® earned the Trophée de la Maison 2004 consumer
choice award. In the Netherlands, our Brise® air fresheners won the prestigious
Wheel of Retail award for driving category growth in the supermarket category.
And, SC Johnson U.K.’s Mr. Muscle® Multi-Task cleaner recently was honored
with the Product of the Year award in the general household cleaning products
category by industry professionals and consumers alike.

Economic Value
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Committed to Product Safety

SC Johnson upholds a world-class safety policy, along with strategic action
and education partnerships, that help us ensure continuously improving
products and safer processes. All of our products are extensively evaluated
for safety and toxicity, and comply with — and often exceed — local quality

and safety regulations.

Our Global Safety Assessment and Regulatory Affairs (GSARA) division helps
ensure safety, regulatory and environmental compliance during the product life
cycle. Our Technical Risk Assessment Committee (TRAC) helps ensure that new
products meet the internal safety standards of the company and the various
safety, regulatory and legal requirements in each country where the product
is intended to be marketed. TRAC is a cross-functional group whose mission
is to help ensure worldwide device safety throughout the product life cycle.

In addition, SC Johnson’s Product Toxicologists help ensure that the com-
pany’s products are thoroughly evaluated for human health and safety. Their
main focus is evaluating product formulations, packaging and label language
prior to placing products in consumers’ homes or launching a product. The

SC Johnson publishes Material Safety Data Sheets
(MSDS) for many products online, making them easily
accessible to partners and stakeholders. As an example,
to view our U.S. MSDS, visit our corporate
website at www.scjohnson.com

A Word from a Consumer

“After a near-death experience with my family, | felt compelled to write and
thank your company for developing the Ziploc® bag.... [My family] decided to
go on a canoe trip on the Potomac River in Maryland. It was a beautiful day.

My husband was in a kayak and the children and | were in an aluminum canoe.
My husband signaled to us to follow him into a channel so we could stop for
lunch. Our adventure soon turned into a nightmare as our canoe got pinned up
against a fallen tree. The current was extremely fast. The canoe filled with water
and, almost instantly, the three children and | were hanging onto the tree as

the water pulled the canoe under and away from us.

“Luckily my husband worked his way over to where we were and | handed
him one child at a time. Once we were all on solid ground, we needed somehow
to get word that we needed help. The canoe was lodged underwater, pinned
between rocks and the fallen tree. | remembered that | had placed my cell phone
in a Ziploc® bag. Although we were not hopeful, my hushand worked his way
back to the canoe in search of the phone.

“| can't tell you how happy and relieved we were to find the phone was per-
fectly dry inside that bag!! We called rescue and in no time we had a helicopter
and rescue boats ready to pluck us off the rock. ...

Historical
Perspective

Here are just a few milestones
from our history of growth:

1886 — Flooring business
purchased by Samuel
Curtis Johnson.

1914 — First international
subsidiary formed in Britain.

1955 — Intense innovation
leads to launches of Raid®,

hazards and risks of products are Glade®, OFF!® and Pledge®.

thoroughly evaluated with consumer
safety as a primary goal.

Should a need occur, the com-
pany has a comprehensive incident
management system in place to
efficiently manage incidents that
could be related to a company
product. We are committed to doing
the right thing, and we partner with
local agencies and organizations
as needed to do so.

1957 — Start of major global
expansion — 30 subsidiary

1970 - First Edge® shave
product introduced.

1992 — Company acquired
The Drackett Company with

® Vanish® and
Drano® brands.

1998 — Company adds Ziploc®,
Saran™, Scrubbing Bubbles®
and fantastik® brands.

2003 - SC Johnson acquires
Baygon® insecticides and
Autan® repellents.

SE & FF N W3

“I have one more ‘Ziploc® saves the day’ story
from that day. .. Although we were very happy
to have the family safe on the rock, we still had
the issue of transporting both the canoe and the
kayak out of the river. A group of men on canoes
came by and they helped my husband dislodge
the canoe from the rock. However, the canoe
had a large gash in it and we had nothing to fix
it with. So, we decided to put the Ziploc® bag
that had contained the phone through the gash
and it worked like a charm — not a drop of water went into the boat!

“'have never written to any company about their product, but | can't tell you
how grateful | am that your product lived up to its marketing. Personally, | was
terrified as | hung on to my kids on that tree and then equally concerned about
getting them off the rock. Ziploc® bags will always be a part of our life. Thanks
again and again.”

Lily Fernandez Richardson
Virginia, USA

companies added through 1971.



SC
GJohnson

A FAMILY COMPANY

ENVIRONMENTAL V ALUE
To Protect the World for Future Generations

For SC Johnson, creating sustainable environmental value means protecting resources
and the planet for future generations. This goal influences how we power our operations,

how we develop our formulas, how we manufacture and how we package our products.

As a 119-year-old family-managed company, we measure our success not by the next quarter’s balance sheet,
but by the legacy we leave for future generations.



SC JOHNSON CREATES
ENVIRONMENTAL VALUE THROUGH...

As we work to produce innovative and

quality products that meet consum- ...Developing products with more environmentally

ers’ needs, we actively seek ways f di dient
to do so that won't compromise the preterred ingredients

quality of the air, water and soil for -
future generations. From responsible ...Finding cleaner sources of energy to power our
energy use, to product stewardship, operations

to emissions reduction, SC Johnson's
efforts are helping to protect the world
for future generations.

...Reducing the emissions and greenhouse gases
associated with our operations

SC Johnson’'s Greenlist™ -
Institutionalizing

Product Stewardship
Building on our long history of environmentally responsible products, in 2001
SC Johnson devised an environmental classification system that has transformed
the way we measure, track and continue to advance our products. Over the
past four years, this process, called Greenlist™, has helped us continue to
phase in more and more materials considered to be environmentally “better”
and "best.” It also has helped increase awareness among our scientists about
the impact of their raw material choices.

SC Johnson's Greenlist™ process formalizes the classification of raw
materials used in our products according to their impact on the environment
and human health. The result is a process that gives SC Johnson scientists
instant access to a rating of ingredients in any new product or reformulation.

How Greenlist™ Works

Each ingredient receives a rating from 3 to 0. An ingredient with a 3 rating is
considered “Best;” 2 is "Better;” 1 is "Acceptable;” and 0 is “Unacceptable.” The
criteria include biodegradability, aquatic toxicity, human toxicity, EU Environment
Classification, source/supply, vapor pressure and octanol/water coefficient.

The criteria for each raw material are selected based on applicability to the
ingredient. For example, vapor pressure is an appropriate criterion for organic
solvents but not for surfactants; biodegradability, in turn, is appropriate for
surfactants, which typically are disposed in wastewater.

Greenlist™ originally focused on five key categories of ingredients: surfac-
tants, propellants, home storage resins, insecticides and solvents. Today,
in keeping with our commitment to continuous improvement, it covers 15
categories of materials, including: packaging, chelants and sequestering

TOTAL GREENLIST™ ENVIRONMENTAL CLASSIFICATION SCORE

In 2004, SC Johnson's overall Greenlist™ environmental classification (EC) score improved 10 percent versus the
company's first-year goal of 8 percent.

BASELINE 2000/01 2003/04 Greenlist™ Baseline EC Score:

. : 2000/01 = 1.12 (out of a
(kg of raw material by EC) (kg of raw material by EC) possible score of 3)

EC Scores:

2002/03 Actual = 1.26
2003/04 Actual = 1.24
2004/05 Goal = 1.31

41,844,045

X

19,417,602
9417602 ~ L

9,038,233

9,439,308 172,095,645 175,604,928

Environmental Classification
of Raw Materials Purchased
M Best M Acceptable

Better ¥ Restricted Use
Material (RUM)

10,813,960

41,285,612

Environmental Value
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agents, antimicrobials/preservatives, fragrance, candle waxes/fuel, non-woven/
fabrics and organic/inorganic acids and bases. Future categories already under
study include thickeners, colorants, dyes and inks.

Over the years, SC Johnson has aimed to improve our products beyond
regulatory requirements to meet SC Johnson’'s own high standards. We aim to
avoid using materials that while legal to use, have been deemed by SC Johnson
to have a 0 rating. We consider these “Restricted Use Materials,” or RUMs, and
continuously work to find better replacements.

When SC Johnson scientists formulate a new product, they try to choose raw
materials rated “Better” or “Best.” When existing products are reformulated,
the scientist must include ingredients

To see SC Johnson scientists discuss the value
of Greenlist™, visit our online public report
at www.scjohnson.com

that have ratings equal to or higher
than the original formula. Scientists
are discouraged from using RUMs
unless there are no viable alternatives.
In that case, using a RUM in any

SC Johnson product requires direct

Greenlist™ Results
When SC Johnson intro-
duced Greenlist™ in 2001,
we wanted to achieve an

8 percent increase in our
overall Greenlist™ score
for all products by the end
of our fiscal year 2002/03.
This meant continuing

to improve our products
beyond regulatory require-
ments to meet SC Johnson's
own high standards. \We
exceeded that goal and

in 2004 we improved our
environmental classification
score by 10 percent.

Here are a few specific
examples of the positive

™

impact of Greenlist™.

approval from top management —

a consequence managers try to avoid since authorization is limited due to
the company’s high standards.

The Greenlist™ process was designed to allow flexibility that contributes
to improved choices not only inside SC Johnson, but also in our supply chain.
The source/supply criteria in particular allows consideration of more sustainable
resources, including renewable materials. It also recognizes the value of suppliers
that demonstrate a higher level of environmental responsibility such as that
confirmed by ISO 14001 certification.

Sharing Greenlist™ to Create Change

In an effort to help drive change through transparency and shared learnings,
SC Johnson has shared the Greenlist™ process with numerous stakeholders
including the U.S. Environmental Protection Agency, Environment Canada,
the Chinese EPA, industry associations, universities, corporations and others.
Equally important, we have been able to use insights from Greenlist™ to
partner with our suppliers and identify and develop ingredients that are
more environmentally sustainable.

* Since 2001, SC Johnson has increased the use of “Better”
and “Best” materials by more than 13,000,000 kg and

eliminated more than 11 million kg of RUMs. leading insect control brands.

 \\e phased out chlorine-based external packaging
materials worldwide in December 2002. ..

— \We phased out bottles made of polyvinyl chloride
(PVC) eliminating use of 1,300 metric tons of PVC.

\We surpassed the California Air Resources Board's
requirements by using a non-VOC solvent in one of our

We reduced VOCs twice in two years in one of our
top home cleaning formulas. In 2002, a VOC solvent
was reduced, resulting in a 400,000-pound VOC reduction.
In 2004, this cleaner was again reformulated, eliminating

— We phased out the use of bleached paperboard,
which uses elemental chlorine in the bleaching process,
eliminating more than 50 metric tons of chlorine
bleached paperboard.

\We reduced hydrocarbon propellant by 16 percent
in one of our key aerosol brands. This eliminated 2.8 million
pounds of volatile organic compounds (VOCs).

\We reformulated the Saran™ Original plastic wrap
formula that was used when we acquired the brand. In
July 2004, we introduced a new SC Johnson formula that
eliminated 1.8 million kg of PVDC while retaining easy
handling quality and improving stretch.

1.8 million pounds of VOCs while improving the product’s
effectiveness by 30 percent.

™

Since we launched Greenlist™ in 2001, we have removed
more than 10 million pounds of VOCs from our environ-
mental footprint — and we continue to remove about 2.6
million more each year.

In keeping with the principles of sustainable development,
not only have these improvements generated significant
long-term value for consumers and the planet, they also have
not significantly increased overall costs for SC Johnson.




Training Administrator Nigel
Williams of our Frimley plant
inthe UK. operates the
on-demand soft water system.
This new system operates only
when there is a requirement for
soft water, saving 50,000 kw/hr
of electricity per year.

Greening Energy in the United Kingdom

SC Johnson’s manufacturing facility in Frimley, U.K., turns to “green” energy to
reduce environmental impacts and impraove the plant’s cost efficiencies. As an
example, we have a contract with British Energy that ensures the total quantity
of electricity supplied to SC Johnson will be matched with renewable electricity
production from sources such as wind or biomass. This contract has reduced
our carbon dioxide emissions by 4,185,000 kg annually.

In 2004, the Frimley plant reduced energy use by 115,000 kw/hr, with antici-
pated savings of another 130,000 kw/hr from projects currently under review
or design. To achieve those savings, the facility installed double-glazing in front
offices, an “on-demand” soft water system, individual lighting switches in manu-
facturing areas and timers in bathrooms to eliminate all-night illumination.

Our plant managers in the U.K. continue to pursue continuous improvement
and have already completed preliminary designs for air curtains in the factory’s
warehouse. Their installation will provide another estimated 100,000 kw/hr
savings. In addition, the facility is investigating lighting upgrades to the Category
Five standard, with a projected savings of 30,000 kw/hr.

Finally, weekly energy audits have been inaugurated at the facility to identify
possible air leaks and any other opportunities for energy savings.

In 2004, SC Johnson was honored to receive the Annual Environmental
Responsibility Award for our efforts in product stewardship. The award is
sponsored by the Industrial Environmental Association (IEA) and the California
Manufacturers & Technology Association (CMTA) to recognize environmental
programs su