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Kimberly-Clark Names Alison Lewis As Chief
S Growth Officer

PR Newswire - Tue Jul 9, 2:00PM CDT

DALLAS, July 9, 2019 /PRNewswire/ -- Kimberly-Clark (NYSE: KMB) today announced the appointment of
Alison Lewis to the newly created position of Chief Growth Officer. Lewis joins Kimberly-Clark from Johnson
& Johnson, where she served as Chief Marketing Officer of the Global Consumer business since 2013. She
will join Kimberly-Clark at the end of July.

With her appointment, Lewis will have responsibility for leading the global marketing team, building
marketing capabilities, and leading the corporate research and engineering team on creating consumer-
iInspired innovation. She will play a key role in the company's initiatives to improve commercial capabilities

" that drive growth. Lewis will report to Mike Hsu , Chief Executive Officer, and become a member of
Kimberly-Clark's global executive leadership team.

= "This appointment demonstrates our commitment to drive growth and excellence in the way we invent,
market and sell our products across the world," said Hsu. "Alison brings a wealth of brand experience to

LCES this new position on our senior team. I'm confident she will help us put the full power of our enterprise
scale behind our biggest product, promise and channel innovation ideas."
Prior to her role at lohnson & Ighnson, Lewis served as Chief Marketing Officer. Senig jen
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Hello dear,
\ 1- - = we're Capsule,
l the pharmacy

that comes to you.

Eric Jackson

Skip the trip to the pharmacy. CAPSULECARES.COM -' CAPSULE

Get the medication you need Lipitor A o
orvastatin

10 MG ONCE DAILY / 90 TABS

delivered to your door.

SIGN UP FOR CAPSULE
333 Park Ave South, Apt 5C

New York, NY 10010

+ CANCEL THIS ORDER
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Disruptors are
being disrupted
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‘License to operate’
being challenged
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Our simplest laundry solution. Delivered right to your door, regularly:
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