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Forward-looking statements in this presentation are made in reliance upon the safe harbor provisions of the Private Securities Litigation Reform Act of 1995. Such forward-looking statements may relate to, but
are not limited to, information or assumptions about the effects of sales (including pricing), income/(loss), earnings per share, return on equity, return on invested capital, operating income, operating margin or
gross margin improvements or declines, Project Renewal, capital and other expenditures, working capital, cash flow, dividends, capital structure, debt to capitalization ratios, debt ratings, availability of financing,
interest rates, restructuring and other project costs, impairment and other charges, potential losses on divestitures, impacts of changes in accounting standards, pending legal proceedings and claims (including
environmental matters), future economic performance, costs and cost savings, inflation or deflation with respect to raw materials and sourced products, productivity and streamlining, synergies, changes in
foreign exchange rates, product recalls, expected benefits, synergies and financial results from recently completed acquisitions and planned acquisitions and divestitures, and management’s plans, goals and
objectives for future operations, performance and growth or the assumptions relating to any of the forward-looking statements. These statements generally are accompanied by words such as “intend,”
“anticipate,” “believe,” “estimate,” “project,” “target,” “plan,” “expect,” “will,” “should,” “would” or similar statements. The Company cautions that forward-looking statements are not guarantees because there are
inherent difficulties in predicting future results. Actual results could differ materially from those expressed or implied in the forward-looking statements. Important factors that could cause actual results to differ
materially from those suggested by the forward-looking statements include, but are not limited to, the Company’s dependence on the strength of retail, commercial and industrial sectors of the economy in light
of the continuation of challenging economic conditions, particularly outside of the United States; competition with other manufacturers and distributors of consumer products; major retailers’ strong bargaining
power and consolidation of the Company’s customers; the Company’s ability to improve productivity, reduce complexity and streamline operations; the Company’s ability to develop innovative new products and
to develop, maintain and strengthen its end-user brands, including the ability to realize anticipated benefits of increased advertising and promotion spend; risks related to the substantial indebtedness that the
Company incurred in connection with the Jarden Acquisition; risks related to a potential increase in interest rates; the Company’s ability to complete planned acquisitions and divestitures; difficulties integrating
Jarden and other acquisitions and unexpected costs or expenses associated with acquisitions; changes in the prices of raw materials and sourced products and the Company’s ability to obtain raw materials
and sourced products in a timely manner from suppliers; the risks inherent in the Company’s foreign operations, including currency fluctuations, exchange controls and pricing restrictions; a failure of one of the
Company’s key information technology systems or related controls; future events that could adversely affect the value of the Company’s assets and require impairment chargers; United States and foreign
regulatory impact on the Company’s operations including environmental remediation costs; the potential inability to attract, retain and motivate key employees; the imposition of tax liabilities greater than the
Company’s provisions for such matters; product liability, product recalls or regulatory actions; the Company’s ability to protect its intellectual property rights; changes to the Company’s credit ratings; significant
increases in the funding obligations related to the Company’s pension plans due to declining asset values, declining interest rates or otherwise; and those factors listed in our filings with the Securities and
Exchange Commission (including the information set forth under the action “Risk Factors” in the Company’s most recently filed Annual Report on Form 10-K and Quarterly Report on Form 10-Q) . The
information contained in this presentation is as of the date indicated. The Company assumes no obligation to update any forward-looking statements contained in this presentation as a result of new
information or future events or developments. In addition, there can be no assurance that the Company has correctly identified and assessed all of the factors affecting the Company or that the publicly available
and other information the Company receives with respect to these factors is complete or correct. This presentation contains non-GAAP financial measures within the meaning of Regulation G promulgated by
the Securities and Exchange Commission and includes a reconciliation of these non-GAAP financial measures to the most directly comparable financial measures calculated in accordance with GAAP. While the
Company believes that these non-GAAP financial measures are useful in evaluating the Company’s performance, this information should be considered as supplemental in nature and not as a substitute for or
superior to the related financial information prepared in accordance with GAAP. Additionally, these non-GAAP financial measures may differ from similar measures presented by other companies.

Forward-looking Statements



3

Newell Brands vision

Newell Brands makes life better every day for hundreds of 
millions of consumers where they live, learn, work and play.
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One company with one corporate strategy

Diversified, global 
branded consumer 
products company 
with sales of about

$15bnLeading brands in 
large, growing, 
unconsolidated 

global categories

Scale and 
capabilities to
out-spend and

out-grow 
competition 

Margin and cash 
flow expansion 
underpinned by 

consistent, 
competitive growth

Proven operating 
model delivering 

above-market value 
creation
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Robust fundamentals, unique opportunity

Brands touch 
half a billion 
consumers 

everyday

Large
addressable 
categories

Opportunity to  
expand

geographies

Advantaged 
capabilities and 

scale to
outperform

$1.3bn savings

$2bn OCF per 
year in 2019

Consistent competitive growth
Double digit EPS growth

Strong and growing cash flow
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Proven model for market share growth 

31.1%
31.8%

33.9%

35.6%

2014 2015 2016 2017
YTD

Baby Gear

38.6%

40.2%
40.6%

41.3%

2014 2015 2016 2017
YTD

Writing (ex Glue)

36.2%

37.4%
38.1%

39.5%

2014 2015 2016 2017
YTD

Food Storage

+450bps +270bps +330bps

U.S. Market Share 2014 through 2017 YTD (8/12/17)

Source: NPD for Baby Gear and Writing (ex Glue); IRI for Food Storage.  
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Proven model for revenue and earnings growth 

0.8%

8.0%

17.6%

25.1%

2011 2016

-5.5%

8.5%7.6%

13.3%

2011 2016

Core Sales Growth and Normalized Operating Income Margin

Writing Baby

Core sales growth Normalized operating margin

1.8%

3.7%

12.5%

15.6%

2011 2016

Newell  Brands

Note: 2011 represents Newell Rubbermaid results, 
2016 Newell Brands results; Newell Rubbermaid 
legacy core sales growth for 2016 was 4.7%.
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Strong investment case

Leading brands that compete in large, growing, unconsolidated markets

Reapplying a proven model across a new broader portfolio

Scale and capabilities to outgrow, out-spend and out-execute the competition

$1.3 billion synergies and savings fuel investments and expand margins and cash

10%+ normalized EPS CAGR thru 2021; $2bn operating cash per annum in 2019

Strong capacity to complement organic agenda with M&A in the core
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Three stages of the transformation

Simplify Strengthen Scale

2016/H1 2017 H2 2017/2018 2019-21

We are here

Organization
Portfolio (divest)
Divisional Costs

Procurement

Innovation/Design
eCommerce

Deployment (near neighbors)
Corporate/bought costs

Supply chain costs
Portfolio (bolt-on)

Innovation/Design
eCommerce

Deployment(near neighbors)
Deployment (white space)

Portfolio (bolt-on)
Supply chain costs
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Making good progress, despite tough landscape 

Portfolio

Synergies

Margin

Cash from 
operations

At Closing

No planned changes
in near term

Growth Competitive growth,
ahead of markets

$500m in new 
savings within 4 years

Over 20% EBITDA margin 
post synergies

Strong cash 
generative business

Leverage Leverage 3.0 to 3.5x in 
2 to 3 years from close

Progress to Date
2016/2017 YTD core growth near top 

of peers and at top in NA

Strengthened portfolio with 7 
divestitures and 3 acquisitions

Doubled cost synergies target 
$1.3 billion savings by 2021

($410m realized through Q2 17)

15.6% 2016 normalized 
operating margin 

$1.8 bn 2016; ~$1bn 2017; >$1.5bn 2018
$2 billion per year from 2019 onward

Achieve leverage target in 2018
Unallocated cash/borrowing capacity H2 18
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Reshaped and streamlined organization

Rapid Organization Design

• 10,000 roles
• $160M net annualized savings
• Dramatically re-shaped our pyramid

• ~34% reduction in $350K+ FTE’s
• +500 low cost roles in trade 

marketing, development, e-com, 
sales

Consolidated from 32 to 16 Divisions
Designed and populated Newell Brands 

Operating Model
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Restructured portfolio, program now complete

8
businesses

25
brands

$1.5b
revenue

50
facilities

8000
employees

~13%
ebitda mrgn

$2.5b 
proceeds

12x 
ebitda

(25c)
eps dilution

2016/2017 Divestitures
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Aligned reporting to strategic pillars

Team Sports

Outdoor & RecreationConsumer & Commercial

Jostens

WritingAppliances & Cookware

Baby

Home Fragrance

Safety & Security

FishingFine WritingFood Waddington
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Delivering strong savings and good cash flow 

2016 2017 2018 2019 2020-21

Project Renewal savings and cost synergies

% Completion
<20% >40% >65% ~85% 100%

Operating cash flow expansion 

$0.6

$1.8

~$1

>$2pa

2015 2016 2017 2018  2019-21

Divest Tax 
~340m

>$1.5

$ in billions
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Future looks bright, excellent brand equities

Source: Ipsos database.
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Invested in 2017 to strengthen innovation funnel

Only charter+ projects included
Excludes divestures | D&D businesses only

2012 funnel
2013+

<$1m

$1- 5m

$5 -10m

$10m and above

2016 funnel
2017+

number of projects,
annualized iRev

2015 funnel
2016+

2014 funnel
2015+

2013 funnel
2014+

68

118

140

27

26

52

82

37

12

34

108

41

39

89

104

14

Innovation Funnel Composition – Number of Projects

8

8

64

207

Q2’17 funnel
2017+

81

138

278

340

Now includes Jarden
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New concept results look very promising

Q2 2017

RelevanceDifferentiationTotal*

43%
77%

57%
23%

Newell
US

Ipsos Benchmark

22%
45% 60%

78%
55% 40%

Newell
US

Newell
non-US

Ipsos
Benchmark

29% 39%
60%

71% 61%
40%

Newell
US

Newell
non-US

Ipsos
Benchmark

M-ML-L

MH-H

* Achieves MH-H on both Differentiation and Relevance
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Yielding strengthened funnel in 2018/2019 

28.1%
36.0% 36.2%

2017 funnel 2018 funnel 2019 funnel

% Risk Adj. Rev

2014

2015

2015

2016

2016

2016

2017
2017

2017

2018

2018

2019

3,034

4,015
4,278

2017 funnel 2018 funnel 2019 funnel

Risk Adj. Funnel Value - Rev ($m)

Target is 30% revenue from ideas 
launched in last three years
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Legacy Jarden brands testing very strongly

Note: 967 New concepts are the total number that have gone into field by end August YTD for Newell Brands,  including ‘fast track’.  Metrics for action standards, relevance, and differentiation are the 
Legacy Jarden businesses contribution to the business among concepts that have reported results Q4’16-August ’17.  Relevance and Differentiation are determined against Ipsos database and within 
Quintiles.  High/MH is representing those shown in the top two Quintiles, H and MH.. 

967
New concepts 
tested YTD end 

August ‘17

77%
Passed Action 

Standards

73%
High/MH 

Relevance

82%
High/MH 

Differentiation

New Concepts
Total Newell Brands

Concept Test results for Legacy Jarden Businesses
Q4’16 – August ‘17
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Planned launches in back half 2017 

Calphalon® Stackable Cookware Rubbermaid BrillianceTM pantry containers
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Planned launches in back half of 2017 

Graco Uno2DuoTM Stroller platform
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Crock-Pot® Express Crock Pressure Cooker Yankee Candle Home InspirationTM Repositioning

Invested to accelerate ideas into back half 2017 
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Investing more in ideas that are working

Yankee Candle® personalized in all US retail stores for the holidays
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Investing more in ideas that are working

Elmer's drove ~35% of NWL’s growth as percent of NWL’s growing businesses
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Making big ideas big for longer 

Extending the Half Life: Advertising, Merchandising, Halloween & Holiday Kits

Advertising Halloween Kit Winter Kit
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Expanding advantaged capability in eCommerce

Legacy Newell Rubbermaid Legacy Jarden
2014 2015 2016

44% 
CAGR 35% 

CAGR

Heritage eCom POS – leading retailer 

Source:  Newell Brands POS tracker based on customer transaction database; growth for e-tail portion of leading retailer POS 2014 to 2016; bar size represents actual POS value
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Strong double digit growth, big wins to come



28

Competitive growth algorithm

Growth levers 2016 core sales growth relative to peers

Source: Public press releases of the respective companies. Please note data represents 2016 calendar results; core
sales are calculated differently among the companies and may be referred to as a metric other than core sales. In
some cases the calculation methods used by the various companies may vary substantially from those used by the
Company. Therefore the presentation is not necessarily reflective of core sales growth as calculated on a consistent
basis among the companies identified above.

Brands & Innovation

International deployment

eCommerce

Entrepreneurial Opportunities

Core sales growth %
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Growth and margin development yields cash

Leverage Ratio Target Achieved in 2018 

$ in billions
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Cash generation creates unique opportunity

Source: Newell Brands Financial Model 2017 through 2021; assumes no M&A beyond the divestitures and acquisitions already announced; dividend increased and sustained in pay out 
ratio range of 30 to 35%; share repurchase from 2018 to 2021 to offset equity dilution associated with annual share grants; standalone debt capacity excludes incremental acquisition 
borrowing capacity associated with acquisition EBITDA and synergies calculated at 3.25x leverage ratio

Newell Brands
2017 to 2019

Capital Allocation Priorities

Sustain 30 to 35% dividend pay out ratio

Capex for growth and productivity

M&A in our core categories

Capex ~$1.4bn

Dividends ~$1.5bn

2019 available cash and 
standalone debt capacity  

@ 3.25x ~ $3bn 

Debt repayment ~$2.6bn 
(~$1bn from divestiture proceeds)

Newell Brands
2017 to 2021

Capex ~$2.4bn

Dividends ~$2.6bn

2021 available cash and 
standalone debt capacity  

@ 3.25x ~$7.5bn

Debt repayment ~$4.0bn
(leverage well below 3x to 3.5x target)

Share Repurchase ~$0.2bn 
Share Repurchase ~$0.5bn 

Modest repurchase to manage equity dilution
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Value creating M&A in our core categories

Base Year Year 1 Year 2 Year 3

Revenue

Base Year Year 1 Year 2 Year 3

Adjusted 
EBITDA+41%

Sales
+69%
Adjusted
EBITDA

Note: Blend of actual and expected results built into latest 2017 guidance and 2017 through 2021 financial model. Information reconciling forward-looking, or Year 3, adjusted EBITDA to GAAP financial measures is
unavailable to the Company without unreasonable effort. The unavailable information could have a significant impact on the Company’s GAAP financial results. The Company is not able to provide reconciliations of
adjusted EBITDA to GAAP financial measures because certain items required for such reconciliations are outside of the Company’s control and/or cannot be reasonably predicted, such as the provision for income
taxes. Preparation of such reconciliations would require a forward-looking balance sheet, statement of income and statement of cash flow, prepared in accordance with GAAP, and such forward-looking financial
statements are unavailable to the Company without unreasonable effort. The Company provides a combined target for its Year 3 adjusted EBITDA for the identified businesses that it believes will be achieved,
however it cannot accurately predict all the components of the adjusted EBITDA calculation.
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New additions will strengthen core 
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Expect newest addition to do the same 

Chesapeake Bay Candle Company
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Delivered competitive growth in Q1 2017

NA
+1.4%

EMEA
+5.1%

LATAM
+11.8%

APAC
+4.0 %

Q1 growth rank

2.9 
2.5 2.3 

1.0 
0.5 0.0

(1.0)

Q1 2017 Core Sales Growth Relative to Peers

Source: Public press releases of the respective companies. Core sales are calculated differently among the companies and may be referred to as a metric other than core sales. In some cases the calculation
methods used by the various companies may vary substantially from those used by the Company. Therefore the presentation is not necessarily reflective of core sales growth as calculated on a consistent basis
among the companies identified above.

KMB

RBNWLUL CHD PG CL
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Delivered competitive growth in Q2 2017

NA
+1.4%

EMEA
+5.1%

LATAM
+11.8%

APAC
+4.0 %

Q2 growth rank

3.0 2.5 2.0 1.8 
0.0

(1.0)
(2.0)

Q2 2017 Core Sales Growth Relative to Peers

KMB

RB

NWLUL CHDPG CL

Source: Public press releases of the respective companies. Core sales are calculated differently among the companies and may be referred to as a metric other than core sales. In some cases the calculation
methods used by the various companies may vary substantially from those used by the Company. Therefore the presentation is not necessarily reflective of core sales growth as calculated on a consistent basis
among the companies identified above.
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Broad based across all regions first half 2017

NA
+1.7%

EMEA
+3.7%

LATAM
+10.5%

APAC
+4.5%
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Getting traction, momentum is building

+20bps

+78bps

Latest 52wk Latest 12 wk

US Market Share Growth

+1.9%

+3.5%

Latest 52wk Latest 13wk

US Point of Sale Growth

61%

69%

Latest 52wk Latest 12 wk

Percent US Revenue with Share Growth

Period ending 8/19/17

Latest US Market Data through Mid-August 2017

Source: IRI, NPD, SSI and customer transaction data.
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Investing more in weaker than planned markets

+1.5%

+0.1%

Latest 52wk Latest 12 wk

US Market Growth

56%

41%

Latest 52wk Latest 12 wk

Percent US Revenue w/ Market Growth Fully resourced these initiatives

Yankee Candle 
wholesale/personalization

eCommerce bigger/faster

Express Crock-Pot
acceleration

Making Slime with Elmer’s 

Consumption programs in 
Mass/Office (Writing)

Source: IRI, NPD, and SSI.
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Hurricane Harvey a significant disruption

Big Problems Persist Texas/Louisiana
70 percent of US polypropylene supply in TX/LA
60 percent of US polyethylene supply in TX/LA

All refiners declared force majeure
Most refineries shut down; some starting to open

Rail infrastructure an issue
Expect significant increase in costs

Pursuing all possible sourcing alternative (including outside US)

Newell  Brands Priorities/Implications
Keep factories running to support demand

Expect resin shortage and periodic factory outages
Expect significant inflation (PE and PP)

Other costs (pkg) were already moving against outlook
Expect fixed cost absorption from factories 

Resin businesses LIFO (cost increase straight to P&L)
Impact skewed to Q4
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Debated two scenarios over last week

Pull back on investment 
to balance earnings (as 

best possible)

Maintain increased 
investment and sustain 

share momentum despite 
resin disruption

Balance to earnings target Stay the course
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Chose to stay the course and revise earnings outlook

Net sales $14.8bn to $15.0bn

Net sales growth +11.5 to +13.0 percent

Core sales growth +2.5 to +4.0 percent

Normalized EPS $2.95 to $3.05

Reflects outlook communicated in press release dated September 6, 2017. The company has presented forward-looking statements regarding normalized
earnings per share for 2017, which is a non-GAAP financial measure. This non–GAAP financial measure is derived by excluding certain amounts, expenses or
income from the corresponding financial measure determined in accordance with GAAP. The determination of the amounts that are excluded from this non-
GAAP financial measures is a matter of management judgment and depends upon, among other factors, the nature of the underlying expense or income
amounts recognized in a given period. We are unable to present a quantitative reconciliation of the aforementioned forward-looking non-GAAP financial
measure to its most directly comparable forward-looking GAAP financial measure because such information is not available and management cannot reliably
predict all of the necessary components of such GAAP measure without unreasonable effort or expense. The unavailable information could have a significant
impact on the company's full year 2017 GAAP financial results.
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Newell Brands investment case

Leading brands that compete in large, growing, unconsolidated markets

Reapplying a proven model across a new broader portfolio

Scale and capabilities to outgrow, out-spend and out-execute the competition

$1.3 billion synergies and savings fuel investments and expand margins and cash

10%+ normalized EPS CAGR thru 2021; $2bn operating cash per annum in 2019

Strong capacity to complement organic agenda with M&A in the core
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FY 2011 Core Sales Growth Reconciliation
Newell Brands Inc.

Non-GAAP Reconciliation
Core Sales Growth for Legacy Newell Rubbermaid by Segment

Year Ended December 31, 2011 

 

Net Sales

Growth 

(GAAP) 

 Foreign 

Currency 

 

Core Sales 

Growth 

WRITING 3.2 % (2.4)% 0.8 %
HOME SOLUTIONS 1.9 % (0.7)% 1.2 %
TOOLS 13.4 % (3.1)% 10.3 %
COMMERCIAL PRODUCTS 8.5 % (1.1)% 7.4 %
BABY AND PARENTING (2.8)% (2.7)% (5.5)%
SPECIALTY BUSINESS ─                  (2.1)% (2.1)%

LEGACY NEWELL RUBBERMAID 3.6 % (1.8)% 1.8 %

The above amounts represent the amounts reported and have not been restated for any discontinued operations that 
occurred subsequent to the year ended December 31, 2011.
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FY 2011 Normalized Operating Margin Reconciliation
Newell Brands Inc.

Non-GAAP Reconciliation
Normalized Operating Margin by Segment for Legacy Newell Rubbermaid

Year Ended December 31, 2011
($ Amounts in millions)

Reported Excluded Normalized Operating

Net Sales Operating Income Items OI Margin

HOME SOLUTIONS 1,710.2$  228.9$      -$      228.9$   13.4%
WRITING 1,399.3    246.9         -         246.9     17.6%
TOOLS 779.6       119.1         -         119.1     15.3%
COMMERCIAL PRODUCTS 741.5       108.3         -         108.3     14.6%
BABY & PARENTING 680.4       51.6           -         51.6        7.6%
SPECIALTY 553.6       60.2           -         60.2        10.9%
IMPAIRMENT CHARGES -           (382.6)       382.6    -          ─          
RESTRUCTURING COSTS -           (50.1)          50.1       -          ─          
CORPORATE -           (125.1)       43.7       (81.4)      ─          
     TOTAL 5,864.6$  257.2$      476.4$  733.6$   12.5%

(1)  Excluded items consist of restructuring-related and restructuring costs of $37.4 million and $50.1 
million, respectively, related to the European Transformation Plan and Project Renewal.  Additionally, 
normalized operating income for the twelve months ended December 31, 2011 excludes incremental 
SG&A costs of $6.3 million resulting from the CEO transition during 2011.

(2)  Normalized operating income for twelve months ended December 31, 2011 exclude impairment 
charges of $382.6 million relating primarily to the impairment of goodwill for the Baby & Parenting and 
Hardware businesses.

Reconciliation (1,2)
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FY 2016 Core Sales Reconciliation For Newell Brands

Newell Brands Inc.
Non-GAAP Reconciliation

Core Sales for Newell Brands
Years Ended December 31, 2015 and 2016

($ Amounts in millions)
Increase/(Decrease) 

2016 
Net Sales

(Reported) (1) 
Acquisitions/

Divestitures (3) 
Net Sales

Base Business Currency Impact 
2016 

Core Sales (2) 

2015 
Net Sales

(Pro forma) (1) 
Divestitures

(3) 
Net Sales

Base Business Currency Impact 
2015

Core Sales (2) 
Core Sales (2)

$                   % 

WRITING 1,941.9 (204.9) 1,737.0 32.9 1,769.9 1,763.5 (128.6) 1,634.9 4.2 1,639.1 130.8 8.0 %
HOME SOLUTIONS 1,568.4 (181.6) 1,386.8 8.4 1,395.2 1,704.2 (344.7) 1,359.5 0.7 1,360.2 35.0 2.6 %
TOOLS 760.7 (372.2) 388.5 8.4 396.9 790.0 (397.4) 392.6 3.6 396.2 0.7 0.2 %
COMMERCIAL PRODUCTS 776.6 ─ 776.6 4.0 780.6 809.7 (26.4) 783.3 0.4 783.7 (3.1) (0.4)%
BABY AND PARENTING 919.5 0.7 920.2 (8.3) 911.9 848.3 (8.3) 840.0 0.6 840.6 71.3 8.5 %
BRANDED CONSUMABLES 2,839.2 (306.5) 2,532.7 67.8 2,600.5 2,583.6 (65.5) 2,518.1 8.7 2,526.8 73.7 2.9 %
CONSUMER SOLUTIONS 1,766.3 (149.7) 1,616.6 48.7 1,665.3 1,701.9 (132.6) 1,569.3 13.4 1,582.7 82.6 5.2 %
OUTDOOR SOLUTIONS 2,415.9 (732.4) 1,683.5 (2.6) 1,680.9 1,977.3 (305.2) 1,672.1 6.8 1,678.9 2.0 0.1 %
PROCESS SOLUTIONS 275.5 ─ 275.5 2.3 277.8 265.4 ─ 265.4 ─ 265.4 12.4 4.7 %

TOTAL COMPANY PRO FORMA $     13,264.0 $     (1,946.6) $     11,317.4 $          161.6 $     11,479.0 $     12,443.9 $     (1,408.7) $     11,035.2 $            38.4 $     11,073.6 $      405.4 3.7 %

LESS: JARDEN ACQUISITION (6,528.2)

2015 AS REPORTED $       5,915.7 

(1) Includes Jarden segment and consolidated sales from April 16, 2016 and 2015, respectively.

(2) "Core Sales" is determined by applying a fixed exchange rate, calculated as the 12-month average in 2015, to the current and prior year local currency sales amounts, with the difference 
between the change in "As Reported" sales and the change in "Core Sales" reported in the table as "Currency Impact". Core Sales Growth excludes the impact of currency, acquisitions and divestitures.

(3) Actual and planned divestitures represent the Rubbermaid medical cart business, which the Company divested in August 2015; the Levolor and Kirsch window coverings brands ("Décor"), 
which the Company divested in June 2016; and, the Company's Venezuela operations, which the Company deconsolidated as of December 31, 2015, as well as the planned divestitures
of businesses held for sale commencing in the third quarter including its Tools business (excluding Dymo® industrial labeling), the Rubbermaid® Consumer Storage business within the Home Solutions segment,
Teutonia in the Baby and Parenting segment, two winter sports units, Völkl® and K2®, within the Outdoor Solutions segment, its Heaters, Humidifiers, Fans business within the Consumer Solutions  
segment and Lehigh  in the Branded Consumables segment. During the fourth quarter,  planned divestitures includes the Firebuilding business in Branded Consumables segment and the working capital impact 
of sales returns associated with exiting a distributor-led model to a direct selling model in Canada in the Baby and Parenting segment. 



47

FY 2016 Core Sales Reconciliation For Legacy Newell Rubbermaid

Newell Brands Inc.
Non-GAAP Reconciliation

Core Sales for Legacy Newell Rubbermaid
Years Ended December 31, 2015 and 2016

($ Amounts in millions)
Increase/(Decrease)

 2016 

Net Sales

(Reported) (1) 

 Acquisitions/

Divestitures (3) 

 Net Sales

Base Business 

 Currency 

Impact 

 2016 

Core Sales (2) 

 2015

Net Sales

(Reported) 

 Divestitures

(3) 

 Net Sales

Base Business 

 Currency 

Impact 

 2015

Core Sales (2) 

 Core Sales (2)

      $                   % 

WRITING 1,941.9 (204.9) 1,737.0 32.9 1,769.9 1,763.5 (128.6) 1,634.9 4.2 1,639.1 130.8 8.0 %
HOME SOLUTIONS 1,568.4 (181.6) 1,386.8 8.4 1,395.2 1,704.2 (344.7) 1,359.5 0.7 1,360.2 35.0 2.6 %
TOOLS 760.7 (372.2) 388.5 8.4 396.9 790.0 (397.4) 392.6 3.6 396.2 0.7 0.2 %
COMMERCIAL PRODUCTS 776.6 ─                     776.6 4.0 780.6 809.7 (26.4) 783.3 0.4 783.7 (3.1) (0.4)%
BABY AND PARENTING 919.5 0.7 920.2 (8.3) 911.9 848.3 (8.3) 840.0 0.6 840.6 71.3 8.5 %

LEGACY NEWELL RUBBERMAID 5,967.1$      (758.0)$        5,209.1$      45.4$           5,254.5$     5,915.7$      (905.4)$        5,010.3$      9.5$             5,019.8$      234.7$      4.7 %

BRANDED CONSUMABLES 2,839.2
CONSUMER SOLUTIONS 1,766.3
OUTDOOR SOLUTIONS 2,415.9
PROCESS SOLUTIONS 275.5

2016 AS REPORTED 13,264.0$    

(1) Includes Jarden segment and consolidated sales from April 16, 2016 and 2015, respectively.

(2) "Core Sales" is determined by applying a fixed exchange rate, calculated as the 12-month average in 2015, to the current and prior year local currency sales amounts, with the difference 
between the change in "As Reported" sales and the change in "Core Sales" reported in the table as "Currency Impact". Core Sales Growth excludes the impact of currency, acquisitions and divestitures.

(3) Actual and planned divestitures represent the Rubbermaid medical cart business, which the Company divested in August 2015; the Levolor and Kirsch window coverings brands ("Décor"), 
which the Company divested in June 2016; and, the Company's Venezuela operations, which the Company deconsolidated as of December 31, 2015, as well as the planned divestitures
of businesses held for sale commencing in the third quarter including its Tools business (excluding Dymo® industrial labeling), the Rubbermaid® Consumer Storage business within the Home Solutions segment,
Teutonia and the working capital impact  of sales returns associated with exiting a distributor-led model to a direct selling model in Canada in the Baby and Parenting segment.
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FY 2016 Normalized Operating Margin Reconciliation By Segment

Newell Brands Inc.
Non-GAAP Reconciliation

Normalized Operating Margin by Segment
Year Ended December 31, 2016

($ Amounts in millions)
Reconciliation (1)

Reported Excluded Normalized Normalized

Net Sales Operating Income Items Operating Income Operating Margin

WRITING 1,941.9$                462.7$                   24.2$                     486.9$                   25.1 %

HOME SOLUTIONS 1,568.4 179.2 22.3 201.5 12.8 %

TOOLS 760.7 85.4 6.0 91.4 12.0 %

COMMERCIAL PRODUCTS 776.6 113.1 5.7 118.8 15.3 %

BABY AND PARENTING 919.5 114.4 7.6 122.0 13.3 %

BRANDED CONSUMABLES 2,839.2 330.5 197.7 528.2 18.6 %

CONSUMER SOLUTIONS 1,766.3 147.1 127.1 274.2 15.5 %

OUTDOOR SOLUTIONS 2,415.9 90.1 281.8 371.9 15.4 %

PROCESS SOLUTIONS 275.5 14.8 22.3 37.1 13.5 %

RESTRUCTURING COSTS ─                           (74.9) 74.9 ─                           ─                     

CORPORATE ─                           (362.3) 195.0 (167.3) ─                     

TOTAL 13,264.0$         1,100.1$           964.6$              2,064.7$           15.6 %

(1) Excludes costs associated with Project Renewal ($60.0 million);  Graco product recall costs ($0.7 million); amortization of acquired intangible assets 
($154.7 million); divestiture costs ($8.4 million), primarily associated with the Décor business and the planned divestiture of Tools  (excluding Dymo 
Industrial); Jarden integration costs ($199.6 million), primarily related to personnel and advisory services; Jarden transaction costs ($61.7 million); and 
costs related to the fair value step-up of Jarden inventory ($479.5 million).
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FY 2016 Reconciliation of Normalized EPS

Twelve Months Ended December 31, 2016 

GAAP Measure Project Renewal Costs (1) Acquisition Jarden 
Jarden 

transaction Décor Loss on   Non-GAAP Measure 
Advisory Personnel Other Restructuring Product Integration amortization inventory and  Interest costs  gain Divestiture extinguishment Discontinued  Non-recurring  Percentage 

Reported costs costs costs costs recall costs (2) costs (3) costs (4) step-up (5) related costs (6) 
Jarden-related 

(7) on sale (8) costs (9) of debt (10) operations (11) tax items (12) Normalized* of Sales 

Cost of products sold $          8,865.2 $                (0.2) $                (6.3) $                (7.1) $                    - $                    - $                (5.1) $                (8.9) $            (479.5) $                    - $                    - $                    - $                    - $                    - $                    - $                    - $          8,358.1 63.0%

Gross profit 4,398.8 0.2 6.3 7.1 - - 5.1 8.9 479.5 - - - - - - - 4,905.9 37.0%

Selling, general & administrative expenses 3,223.8 (9.3) (20.0) (7.2) - (0.7) (129.5) (145.8) - (61.7) - - (8.4) - - - 2,841.2 21.4%

Operating income 1,100.1 9.5 26.3 14.3 9.9 0.7 199.6 154.7 479.5 61.7 - - 8.4 - - - 2,064.7 15.6%

Non-operating expenses 285.6 - - - - - - - - - (16.8) 160.2 - (47.6) - - 381.4 

Income before income taxes 814.5 9.5 26.3 14.3 9.9 0.7 199.6 154.7 479.5 61.7 16.8 (160.2) 8.4 47.6 - - 1,683.3 

Income taxes (13) 286.0 3.6 10.0 5.4 3.8 0.3 75.6 52.6 168.1 32.9 6.7 (59.3) 3.2 13.9 - (143.2) 459.6 

Net income from continuing operations 528.5 5.9 16.3 8.9 6.1 0.4 124.0 102.1 311.4 28.8 10.1 (100.9) 5.2 33.7 - 143.2 1,223.7 

Net income 527.8 5.9 16.3 8.9 6.1 0.4 124.0 102.1 311.4 28.8 10.1 (100.9) 5.2 33.7 0.7 143.2 1,223.7 

Diluted earnings per share** $               1.25 $               0.01 $               0.04 $               0.02 $               0.01 $                    - $               0.29 $               0.24 $               0.74 $               0.07 $               0.02 $              (0.24) $               0.01 $               0.08 $                    - $               0.34 $               2.89 

Newell Brands Inc.

Non-GAAP Reconciliation

Normalized Earnings Per Share

Year Ended December 31, 2016

(Amounts in millions, except per share data)
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FY 2016 Reconciliation of Normalized EPS (Continued) 
* Normalized results are financial measures that are not in accordance with GAAP and exclude the above normalized adjustments. See below for a discussion of each of these adjustments. 

**Totals may not add due to rounding.

(1)  Costs associated with Project Renewal during the year ended December 31, 2016 include $50.1 million of project-related costs and $9.9 million of restructuring costs.  Project-related costs include advisory and consultancy costs, compensation and related costs of personnel dedicated to transformation projects, and other project-related costs.

(2) During the year ended December 31, 2016, the Company recognized $0.7 million  of charges associated with the Graco product recall.

(3) During the year ended December 31, 2016, the Company incurred $199.6 million of costs (including $65.0 million of restructuring costs) associated with the integration of Jarden and Elmer's, which primarily represents personnel and advisory costs associated with the integration of Jarden.   During the year ended December 31, 2015, the Company recognized $18.2 million of costs (including 
$3.2 million of restructuring costs) associated with the acquisition and integration of Ignite Holdings, LLC, bubba brands, Baby Jogger, Elmer's and the pending Jarden transaction.

(4) During the year ended December 31, 2016, the Company incurred acquisition amortization costs of $154.7 million. 

(5) During the year ended December 31, 2016, the Company incurred $479.5 million of costs related to the fair-value step-up of Jarden inventory.                                    

(6) During the year ended December 31, 2016, the Company recognized $61.7 million of costs associated with the Jarden transaction.

(7) During the year ended December 31, 2016, the Company incurred $16.8 million of interest costs associated with borrowings to finance the Jarden transaction that were incurred prior to the closing of the transaction.

(8) During the year ended December 31, 2016, the Company recognized a gain of $160.2 million related to the divestiture of Décor.                                   

(9) During the year ended December 31, 2016, the Company recognized $8.4 million of costs primarily associated with the divestiture of Décor and planned divestiture of Tools (excluding Dymo Industrial).

(10) During the year ended December 31, 2016, the Company incurred a $1.7 million loss related to the extinguishment of debt and a $45.9 million loss associated with the termination of the Jarden Bridge Facility.                                    

(11) During the year ended December 31, 2016, the Company recognized a net loss of $0.7 million in discontinued operations.

(12) During the year ended December 31, 2016, the Company recognized $164.2 million of deferred tax expense related to the difference between the book and tax basis in the Tools business and ($21.0) million of deferred tax benefit related to statutory tax rate changes in France affecting Jarden acquired intangibles.

(13)  The Company determined the tax effect of the items excluded from normalized results by applying the estimated effective rate for the applicable jurisdiction in which the pre-tax items were incurred, and for which realization of the resulting tax benefit, if any, is expected.  In certain situations in which an item excluded from normalized results impacts income tax expense, the Company uses a 
"with" and "without" approach to determine normalized income tax expense.                     
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Q2 2017 YTD Reconciliation of Core Sales By Geography 
NEWELL BRANDS INC.

Core Sales Analysis by Geography - Actual and Adjusted Pro Forma Basis (Unaudited)
For the six months ended June 30, 2017 and 2016

June 30, 2017 June 30, 2016  

 2017
Net Sales

(Reported) 

 Acquisitions/
Divestitures 

and Other, Net 
[3] 

 Net Sales
Base Business 

 Currency 
Impact 

 2017
Core Sales [2] 

 2016
Net Sales

(Pro forma) [1] 
 Divestitures

[3] 
 Net Sales

Base Business 
 Currency 

Impact 
 2016

Core Sales [2] 

NORTH AMERICA 5,636.0 (266.7) 5,369.3 3.0 5,372.3 5,872.4 (590.0) 5,282.4 (0.4) 5,282.0 90.3  1.7 %

EUROPE, MIDDLE EAST, AFRICA 926.2 (76.1) 850.1 33.4 883.5 990.4 (117.9) 872.5 (20.9) 851.6 31.9  3.7 %

LATIN AMERICA 348.2 (15.4) 332.8 (5.3) 327.5 336.5 (42.4) 294.1 2.2 296.3 31.2  10.5 %

ASIA PACIFIC 410.5 (83.8) 326.7 5.0 331.7 370.4 (57.7) 312.7 4.8 317.5 14.2  4.5 %

TOTAL COMPANY 7,320.9$          (442.0)$            6,878.9$          36.1$                6,915.0$          7,569.7$          (808.0)$            6,761.7$          (14.3)$              6,747.4$          167.6$               2.5 %

Less: Jarden Acquisition (2,396.2)$         
2016 Net Sales (Reported) 5,173.5$          

 Increase (Decrease)
Core Sales

      $                    % 

[1] Includes pre-acquisition Jarden net sales from January 1, 2016.

[2] "Core Sales" is determined by applying a fixed exchange rate, calculated as the 12-month average in 2016, to the current and prior year local currency sales amounts, with the difference between the change in "As Reported" sales 
and the change in "Core Sales" reported in the table as "Currency Impact". Core Sales Growth excludes the impact of currency, acquisitions and divestitures.

[3] Acquisitions exclude net sales until the one year anniversary of their respective dates of acquisition, and are comprised of Sistema, Smith Mountain Industries, GUD, Bond, and Touch Industries. Divestitures include both actual and 
planned divestitures comprised of the actual divestitures of Levolor and Kirsch window coverings brands (“Décor”) in June 2016, the Tools business (excluding Dymo® industrial labeling) in the first quarter of 2017, and the Fire 
building, Lehigh, and Teutonia businesses all in the second quarter of 2017; as well as the planned divestitures of businesses held for sale including two winter sports units, Völkl® and K2®, a remaining portion of the Rubbermaid® 
Consumer Storage business to be divested in the third quarter of 2017, Humidifiers and Fans business, and the planned exit of a distribution agreement with Sprue Aegis.  Additionally, since the completion of the Jarden acquisition 
and consistent with standard retail practice, the Home Fragrance business in the Live segment and the Outdoor & Recreation business in the Play Segment exclude net sales from retail store openings until one year anniversary of their 
opening dates and current and prior period net sales from retail store closures from the decision date to close until their closing dates.
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FY 2017 Core Sales Growth Guidance Reconciliation

Core Sales Growth Outlook

Estimated net sales growth (GAAP) 11.5% to 13.0%
Less: Pre-closing Jarden sales included in pro forma base [1] -18.1%
Add: Unfavorable foreign exchange 0.5% to 0.8%
Add: Divestitures, net of acquisitions [2] 8.6% to 8.3%
Core Sales Growth, Adjusted Pro Forma 2.5% to 4.0%

[1] Adjusted pro forma reflects Jarden sales from January 1, 2016 to April 15, 2016. As of April 15, 2016, Newell Brands core sales include pro forma core sales associated with 

the Jarden transaction as if the combination occurred April 15, 2015.

NEWELL BRANDS INC.
Reconciliation of Non-GAAP Measure

Year Ending
December 31, 2017

[2] Acquisitions (other than the Jarden acquisition) exclude net sales until the one year anniversary of their respective dates of acquisition, and are comprised of Sistema, Smith 
Mountain Industries, GUD, Bond, and Touch Industries. Divestitures include the completed divestitures of the Levolor and Kirsch window coverings brands, the Tools business 
(excluding Dymo® industrial labeling), the Fire building, Lehigh, and Teutonia businesses, two winter sports units, Völkl® and K2®, and the Rubbermaid® Consumer Storage 
business, as well as the planned exit of a distribution agreement with Sprue Aegis.  Additionally, since the completion of the Jarden acquisition and consistent with standard 
retail practice, the Home Fragrance business in the Live segment and the Outdoor & Recreation business in the Play Segment exclude net sales from retail store openings until 
the one year anniversary of their opening dates and current and prior period net sales from retail store closures from the decision date to close.


