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Forward-looking Statements

Statements in this presentation that are not historical in nature constitute forward-looking statements. These forward-looking statements relate to information or assumptions about
the effects of sales, income/(loss), earnings per share, operating income, operating margin or gross margin improvements or declines, Project Renewal, capital and other expenditures,
cash flow, dividends, restructuring and other project costs, costs and cost savings, inflation or deflation, particularly with respect to commodities such as oil and resin, debt ratings,
changes in exchange rates, product recalls, expected benefits and financial results from recently completed acquisitions and planned divestitures and management's plans, projections
and objectives for future operations and performance. These statements are accompanied by words such as "anticipate," "expect," "project,”" "will," "believe," "estimate" and similar
expressions. 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, our dependence on the strength of retail, commercial and industrial sectors of the
economy in light of the continuation or escalation of the global economic slowdown or regional sovereign debt issues; currency fluctuations; competition with other manufacturers
and distributors of consumer products; major retailers' strong bargaining power and consolidation of our retail customers; changes in the prices of raw materials and sourced products
and our ability to obtain raw materials and sourced products in a timely manner from suppliers; our ability to develop innovative new products and to develop, maintain and
strengthen our end-user brands, including the ability to realize anticipated benefits of increased advertising and promotion spend; product liability, product recalls or regulatory
actions; our ability to expeditiously close facilities and move operations while managing foreign regulations and other impediments; a failure of one of our key information technology
systems or related controls; the potential inability to attract, retain and motivate key employees; future events that could adversely affect the value of our assets and require
impairment charges; our ability to improve productivity and streamline operations; changes to our credit ratings; significant increases in the funding obligations related to our pension
plans due to declining asset values, declining interest rates or otherwise; the imposition of tax liabilities greater than our provisions for such matters; the risks inherent in our foreign
operations, including exchange controls and pricing restrictions; our ability to complete planned acquisitions and divestitures; our ability to realize the expected benefits and financial
results from our recently acquired businesses and planned divestitures; and those factors listed in our most recently filed Quarterly Report on Form 10-Q and exhibit 99.1 thereto filed
with the Securities and Exchange Commission. Changes in such assumptions or factors could produce significantly different results. 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.

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.

INVESTOR RELATIONS CONTACTS: Nancy O’Donnell Alisha Dubique

VP, Investor Relations Sr. Manager, Investor Relations

(770) 418-7723 (770) 418-7706

nancy.odonnell@newellco.com alisha.dubique@newellco.com .
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Leading portfolio of brands
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Compete in large, unconsolidated markets

Global Writing Market NWL, 9.9%
Market Size 2014 = US$21bn
retail sales value

BIC, 7.6%

Pilot, 4.4%

Faber Castell, 2.9%
Others °

63.7% Crayola, 2.6%

Pentel, 2.2%
Mitsubishi, 2.1%
M&G, 1.8%
Staedtler, 1.7%
Zebra, 1.3%
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Markets with low cost of growth

Share of Voice USA Advertising Investment USA
NWL USA ~3% revenue
for 47% SOV

#1 HPC USA ~10% revenue
for 28% SOV

NWL US #1 HPC
47% 28%

NWL US HPC leader
share of voice share of voice

* The 3% is advertising and promotion, the 10% is advertising only.
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Markets responsive to investment and ideas

NWL NWL
Media $m Cumulative
POS growth Sm Cumulative GRPs

2014 spend

DOUBLED

US advertised product
categories only

‘/,/’*

C—

2011 2012 2013 2014

POS “ GRPs
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Great potential for top and bottom line growth

LARGE RESPONSIVE LESS CONSOLIDATED LOW COST
e NWL FMCG NWL US FMCG NWL US #1 HPC
$35bn 30% 30% 48% 75%+ 47% 28%
NWL US Innovation Innovation NWLUStop3 FMCG top3 NWL US HPC leader
market size vitality target  vitality target category share category share share of voice share of voice
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NWL Strategic Opportunity (2011)

Resources allocated democratically

“Holding company” approach deleveraged scale

“Holding company” approach disabled core capabilities
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Launched new roadmap (2012)
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5 WAYS TO WIN
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NWL is a growing brand-led business with a strong home in the United
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Newell Rubbermaid helps people flourish every day,
where they live, learn, work and play

COMMERCIAL PRODUCTS

WIN
States and global ambition TooLs
: BIGGER WRITING
Our consumer brands win at the point of decision through excellence in et
performance, design and innovation [N
Our professional brands win the loyalty of the chooser by improving the E WIN HOME SOLUTIONS
productivity and performance of the user w WHERE BABY & PARENTING
[ WE ARE
We collaborate with our supplier and customer partners across the total w
enterprise in a shared commitment to growth and creating value I
E]  INCUBATE
We deliver competitive returns to our shareholders through consistent, FOR HEALTHCARE
ainabl i
sustainable and profitable growth GROWTH
MAKE OUR BRANDS BUILD AN EXECUTION  UNLOCK TRAPPED ‘ DEVELOP THE TEAM
REALLY MATTER POWERHOUSE CAPACITY FOR GROWTH FOR GROWTH
Sharpen brand Launch new USA Deliver European Drive performance Accelerate Latin America
strategies on highest customer development Transformation, Project culture aligned to and Asia in Win Bigger
impact growth levers organization Renewal savings, and business strategy categories
working capital reduction
Partner to win with Develop joint business Simplify everything to Build a more global Strategic insight
customers and suppliers plans for new channel release costs for growth perspective and program in China
penetration and talent base
broader distribution
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New operating model (2013)

New Model Two Core Activity Systems

GROWTH
Core Activity Systems J Brand Development

Partnering Functions e J

. L J MMJ n Commercial Delivery
Operating Segments
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Reshaped the company

Holding Company Operating Company

Commercial

13 Global BUs

Functions in GBUs
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Unlocked capacity to grow by attacking costs

New Operating Model

Commercial

Tools

-
c
>
(@)
.
o
>
n

Baby
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Reduced Overhead

224 112

G15/SVP/VP (50%)
Directors 414 281 (32%)
Managers 7055 5901 (16%)

Total 7693 6294 (18%)
Headcount as of mid-2011 and mid-year 2015
Newell Rubbermaid
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Invested to create advantaged capabilities

o o o
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Strengthened quality of advertising

High Impact Creative Strong Ad Test Results
.......... —

Large FMCG & MillwardBrown NewellRubbermaid

company norm July 2014 today
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Doubled the value of our innovation funnel

number of projects, annualized irev

Q1 2013 funnel Q1 2015 funnel Q2 2015 funnel

2013 2014+ 2015+ 2015+
$10m and above H ! E H
$5-10m % 34 57 60
$1-5m 64 108 93 101
less than $1m 207 41 29 26

Note: Annualized irev is projected incremental revenue as validated through concept test and sometimes product/concept fulfilment testing
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New innovation to market in 2015

Paper Mate® InkJoy
Sharpie® Extreme 2inlstylus

Mr. Sketch® Washable

NeEw

Shonpl

FADE RESISTANT

N

TO YOUR T4p;
RNG ABL
bR AND YOUR X \ ET

—
o “ v .
STANDS WP AGAINST THE SUN AND UV RAYS (FaporsMate
GREAT For PLASTIC, GLASS AND WOOD Ink Joy
( 2inl stylus pen i
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New innovation to market in 2015

Vise-Grip® Cutting Pliers Vise-Grip® Multi-Tool Lenox® Curved Recip

HERE’S SOME
STRAIGHT TALK:
THIS CURVED BLADE
LASTS 2X LONGER

EFFORT
@) s e/
M

DO MORE
ON THE
JoB

/ IRWIN-VISE GRIP
‘ CUTTING PLIERS WITH POWERSLOT

IRWIN. §

VISE-GRIP
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Stronger commercial innovation

Writing Displays in Mexico and Argentina
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Increased investment in brands

A&P % of Revenue Winning Innovation
5.5 - ' M
+100bps vs PY
+35% vs PY

4.5 -

3.5 4

2.5

2011 2012 2013 2014 2015 H1
Note: Actual rates; 2013/2014 adjusted for discontinued operations
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Driving growth acceleration

Core Sales Growth Rate 2011 to Half 1 2015

. +3.0%!1 +4.9%
2014 H1 2015

12014 includes $25m of product line exits (EMEA) and the planned contraction of the Rubbermaid Consumer Storage business (USA) ; combined impact -60bps
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Simultaneous margin and earnings development

Normalized Operating Margin Normalized EPS
14.4 -
14.2 2.17
2.10 A
14.0 - 2.00
13.8
1.90 - 1.82
13.6 -
13.4 170 4 1.67
13.2 1.54
B2 131 1.50 -
12.8 ' ' ' ' 1.30 . . . .
2011 2012 2013 2014 2015 H1 2011 2012 2013 2014 15 FY Mid-

point*
*Both normalized EPS and operating income margin restated for discontinued operations; 2015 Normalized EPS mid-point of full year guidance range
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Results ahead of plan and accelerating

2012

DELIVERY

.............................................

consistently do
what we say

—

Core Sales +2-3%
EPS* +3-6% /

* Normalized EPS

GREYWTH

GAME PLAN INTO ACTION

shape the
future

Core Sales +3-4%
+5-8% /

We are here

2015 2016/2017

ACCELERATION

accelerate
:zrf ormance.

Q)

ore Sales >4%
.lr')‘?' ? ‘J‘J‘d% /

.
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Project Renewal will release >50.6b savings

5 Year Program (2012 to 2017)

Transform
European

Delayer

organization

profitability
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With significant cost opportunity ahead

Project Renewal Savings Overhead Ratio (including R&D)

25 1 R&D
— ttttttt y
$309 to 364m to 10 -
come 5
Newel | Sk energe Clorox CSw;;f

Sbn rev 5.7 11 0 4.4 7.4 5.6 3.2
Source: Latest Company 10-K; Newell 2014 Actuals
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And margin opportunity without restructuring

Customer Program Optimization Productivity and Mix

S1bn Global Gross to Net Complexity Reduction
Deal Simplification Max the Mix Initiatives
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Funding commercialization of innovation

January 2014 July 2015
2014 2015 2016 2013 2014 2015 2016 .. 2017 18+
[N ’) @ ® ’
@
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e
_ 0N .
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Ideas that are larger, more disruptive

January 2014 July 2015
core Newbeneft  Improvement Variant No change New core New m; llllll Variant No change
5 @ @ s ‘ 7 0 N
g ® & ®
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Bigger better ideas in 2016

PaperMate® InkJoy® Gel Pens

3

—

—— G
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Bigger better ideas in 2016

Sharpie® Clearview Fine Expo® 2 in 1 Dry Erase Markers
| ' | |
& g B s
Piit
§ XPO = low odor
E N -in- Jchisel
2IN1 DRY ERASE MARKERS low odor ink 1
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Bigger better ideas in 2016

Rubbermaid® Food Preservation

///\

|54 1 Rubbermaid RV
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Bigger better ideas in 2016

Rubbermaid® Food on-the-go

o

. i =i e _
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A
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Bigger better ideas in 2016

Dymo® Industrial XTL Labellers & Tapes
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Growth Game Plan algorithm is working

Gross Margin Overhead Growth Profit Cash

Tt
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On track to surpass historical guidance metrics

First Five Years 2012 to 2017 — GGP Outcomes

Core growth consistently 3 to 5%

Normalized operating margin greater than 15%

Note: Newell long term guidance metrics prior to Growth Game Plan (3 to 5% core growth; 40% normalized gross margin; 15% normalized operating margin)
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Sharper choices and big ambition next five years

Portfolio Priorities 2016 to 2020

WIN BIGGER

Writing & Commercial Food &

Creative Tools
Expression Products Beverage

WIN WHERE WEARE

X
—
o
o
L
0
L
I
=

Home Baby & . . o
Solutions Paren){ing Lapeling Fine Writing
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Both win share at home

WINNING SHARE
IN HOME MARKE TS

Innovation
Brand building
e-Commerce
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Capture a world of opportunities
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Expect NWL to deliver strong organic results

Leading Underlying Performance 2016 to 2020"

~9% pa Strong

norm EPS free cash
flow

LIncluding current share repurchase authorization but excluding any new acquisitions or disposals or any new repurchase
2 Growth Game Plan acceleration stage core sales growth per annum guidance (CAGNY 2012)
3 High end Growth Game Plan acceleration stage per annum earnings guidance including current share repurchase authorization but excluding any new acquisitions or disposals (CAGNY 2012)
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Resource optionality will strengthen outcome

Newell Rubbermaid Financial Model 2016 to 2020

NWL 2016 to 2020 NWL 2020 Capital Allocation Options 2016 to 2020

Divestments
$0.2bn

Bolt-on acquisitions

Uncommitted

Share repurchase free cash
$0.2bn

flow plus Incremental share repurchase
Cumulative Capex $0.9bn borrowing
Operating capacity at

Cash Flow Cumulat Ll Increase dividend payout ratio >35%
$4.8bn HMUiative yields total
: Uncommitted capacity of

Free Cash >$5.5bn
Flow

$2.4bn

Priority M&A and repurchase, although likely
some combination of all three over the period

Source: Newell Financial Model 2016 to 2020
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Newell investment thesis is very strong

Optionality of
Cash

Advantaged
Competitively

Algorithm
Working

Monetizing
Capabilities

>4% core growth Fragmented

Increasing margins Design Less capable Share repurchase

Investing in brands Less affordability Capex/Restructure

Accelerating cash Selling & e-comm Less dynamic Dividend upside
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Challenges present, but manageable

Foreign

Exchange

GR{YWTH NewellRubbermaid
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First half core growth in all five segments

WIN BIGGER WIN WHERE WE ARE

1@ % & L

WRITING TOOLS SOWMERdAl | pABY ';!,BT',‘({'NE
+10.1% +2.2% +5.0% +3.4% +1.1%
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2015 FY guidance raised on Q2 earnings call

4.0-5.0% $2.14-$2.20

Core Sales Growth Normalized EPS
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FY 2015 guidance affirmed today

Core Sales 4.0% to 5.0%
Currency (5.0)% to (6.0)%
Acquisitions, Net of Planned Divestitures 4.0% to 5.0%
Net Sales Growth 3.0% to 4.0%

Normalized EPS** $2.14 to $2.20

*  Reflects outlook communicated in the Q2 2015 Earnings Release and Earnings Call

**  See reconciliation included in the appendix
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Expect strong, competitive 2015 results

Core Sales Growth Rate Normalized EPS
55 -+ $2.30 +
50 - 5.0 $2.20 - $2. 20
45 - $2.10 - $z 14
$2.00 -
4.0 - 4.0
. $1.90 - $1.82
' 3.0 3.0* $1.80 -
3.0 - 2.7 $1.67
2.4 $1.70 -
25 - . $1.60 { $1.54
2.0 - . ; . . $1.50 e
2011 2012 2013 2014 2015 2011 2012 2013 2014 2015
Guidance Guidance
* Includes negative impact of $25m EMEA exits and $15m RC Storage exits; combined 60bps negative impact Note: 2015 guidance includes about negative $110m operating income impact due to foreign currency
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Growth Game Plan our blueprint

GREYWTH

GAME PLAN INTO ACTION

Sharple,

GAME PLAN

WE PUT OUR CONSUMERS

LENC® FaporsiMate: LEVOLOR

> AT THE CENTER OF EVERYTHING WE DO.
<
% WE ARE HUNGRY TO WIN.
|
L
B GROWTH IS THE ENERGY THAT POWERS US.
L
zZ
L WE ARE CONSTANTLY CURIOUS — AND EQUALLY COURAGEOUS.
i
= WE EMPOWER OUR PEOPLE.

WE THINK BIG. WE LEAD BIG.

MAKE OUR BRANDS BUILD AN EXECUTION

Z REALLY MATTER POWERHOUSE
=
O
=
%]
> 2. Estak
<
B 3. S 3. Transform our 3. In
wn and product performance supply chain

UNLOCK TRAPPED
CAPACITY FOR GROWTH FOR GROWTH

1. Eliminate non value 1
added complexity

to support growth

NewellRubbermaid

Brands That Matler

IRWIN. Gk D G babyiogoe™
<} ParkeR. Aprica. £ypo

contiga

WIN BIGGER

HERE TO PLAY

g~

EXTEND BEYOND
OUR BORDERS

DEVELOP THE TEAM

1. Build local insights

2. Build local talent

strategy 3. Fo 3. Build local business
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Consolidated Core Sales

Newell Rubbermaid

Non-GAAP Reconciliation

Consolidated Core Sales

Years Ended December 31, 2014, 2013, 2012 and 2011
(S amounts in millions)

As Reported Core Sales (1) Year-over-year Increase (Decrease) Core

Incr. Excl. Currency  Excluding Including Currency Sales
Current Year  Prior Year Increase  CurrentYear  Prior Year Increase Acquisitions  Acquisitions Impact Currency  Currency Impact Acquisitions Growth (1)
2014 Sales $ 57270 $5607.0 $1200 $ 58485 $5613.2 $2353 S 689 S 166.4 S (115.3) 4.2% 2.1% -2.1% 1.2% 3.0%
2013 Sales $ 56070 $55085 $ 985 S 56775 $55126 $1649 S - S 1649 S (66.4) 3.0% 1.8% -1.2% 0.0% 3.0%
2012 Sales S 5,508.5 $ 5,451.5 $ 57.0 S 5,598.5 $ 5,450.6 $147.9 S - S 147.9 S (90.9) 2.7% 1.0% -1.7% 0.0% 2.7%
2011 Sales S 54515 $52240 $2275 S 53495 $52240 $1255 S - S 1255 S 102.0 2.4% 4.4% 2.0% 0.0% 2.4%

(1) "Core Sales" is determined by applying a fixed exchange rate, calculated as the 12-month average in the prior year, 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 and acquisitions.
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Reconciliation: Q2 YTD 2015 Core Sales

Newell Rubbermaid Inc.
Six Months Ended June 30, 2015

In Millions

[ Currency Analysis
[ By Segment
Writing

Home Solutions

Tools

Commercial Products
Baby & Parenting

Total Company

Win Bigger Businesses Core Sales Growth (3)

[ By Geograph

United States
Canada
Total North America

Europe, Middle East and Africa
Latin America
Asia Pacific

Total International

Total Company

(1) "Core Sales" is determined by applying a fixed exchange rate, calculated as the 12-month average in 2014, 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".

divestitures,

(2) Planned divestitures represent the Rubbermaid medical cart business, which the Company plans to divest.

(3) Win Bigger businesses include Writing, Tools, and Commercial Products segments.

GR{YWTH
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Net Sales, Core
As Reported Sales (1) Year-Over-Year
Less Constant Inc. (Dec.) Excl. Increase (Decrease)
Increase Planned Less 2015 Planned Currency Planned Divest. & Currency Excluding Including  Currency Planned Core Sales
2015 2014 (Decrease) 2015 Divestitures (2) isiti Core Sales 2014 Divestitures (2) Inc. (Dec.) isiti Impact Currency _Currenc Impact es (2) Growth (1)
$ 8377 $ 8375 $ 02 % 909.8  $ - $ - $ 909.8  $ 826.6 - 83.2 83.2 (83.0) 10.1% 0.0% (10.1)% 0.0% 0.0% 10.1%
803.0 699.8 103.2 810.9 - 103.8 707.1 699.5 - 1114 7.6 (82) 15.9% 14.7% 1.2)% 14.8% 0.0)% 1.1%
385.6 410.1 (24.5) 415.2 - - 415.2 406.3 - 8.9 8.9 (33.4) 22% (6.00% (8.2)% 0.0% 0.0% 22%
395.8 406.1 (10.3) 406.0 227 - 383.3 404.1 38.9 1.9 18.1 12.2) 0.5% 25)% (B.0)% 0.0% 5% 5.0%
402.8 363.0 39.8 4175 - 44.9 372.6 360.3 - 57.2 123 17.4) 15.9% 11.0% 4.9)% 12.5% 0.0% 3.4%
$ 28249 _$ 27165 $ 1084 _$ 29504 _$ 227 8 1487 _$ 27880 _$  2696.8 38.9 262.6 130.1 (154.2) 9.7% 4.0% GN% 5.6% ©0.8)% 4.9%
$ 16191 $ 16537 $ (346) $ 17310 _$ 227 - $ 17083 _$  1,637.0 38.9 94.0 110.2 (128.6) 5.7% @1% 7.8)% 0.0% 1.2% 6.9%
$ 20347 $ 18498 $ 1849 $ 20347 $ 215 s 1408 $ 18724 $ 18498 375 184.9 60.1 - 10.0% 10.0% 0.0% 7.8% @€.1)% 3.3%
114.6 129.9 (15.3) 128.4 1.2 11 126.1 129.4 14 (1.0) (1.9) @14.3) ©08)%  (11.8)% (11.0)% 0.9% 0.2)% 1.5%
21493 1,979.7 169.6 2,163.1 227 141.9 1,998.5 1,979.2 38.9 183.9 58.2 (14.3) 9.3% 8.6% ©.7)% 7.3% 1.0)% 3.0%
294.6 352.2 (57.6) 3525 - 6.8 345.7 342.1 - 104 3.6 (68.0) 3.0%  (16.4)% (19.4)% 1.9% 0.00% 1.1%
204.0 194.8 9.2 250.8 - - 250.8 187.8 - 63.0 63.0 (53.8) 33.5% 4.7% (28.8)% 0.0% 0.00% 33.5%
177.0 189.8 @128) 193.0 - - 193.0 187.7 - 5.3 5.3 (18.1) 2.8% ©®.7)% 9.5% 0.0% 0.0% 2.8%
675.6 736.8 (61.2) 796.3 - 6.8 789.5 717.6 - 78.7 719 (139.9) 11.0% (8.3)% (19.3)% 1.0% 0.0% 10.0%
$ 28249 _$ 27165 _$ 1084 _$ 29594 S 227 S 1487 _$ 27880 _$ _ 2696.8 38.9 262.6 130.1 (154.2) 9.7% 4.0% G.N% 5.6% ©0.8)% 4.9%

Core Sales Growth excludes the impact of currency, acquisitions and planned
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Normalized Operating Margin

GREIWT

o

Newell Rubbermaid

Non-GAAP Reconciliation

Normalized Operating Margin

Years Ended December 31, 2014, 2013, 2012 and 2011
(S amounts in millions)

Net sales

Operating income, as reported
Restructuring costs
Restructuring-related costs
Product recall costs
Venezuela inventory charges
Advisory costs

Acquisition & integration costs
Pension settlement charge
Impairment charges

CEO transition costs
Normalized operating income

Normalized operating margin
Change-basis points

GAME PLAN INTO ACTION

2014 2013 2012 2011
S 5,727.0 S 5,607.0 S 5,508.5 S 5,451.5
S 604.7 S 615.1 S 637.7 S 306.8
52.8 110.3 52.9 47.9
33.8 24.9 34.5 37.4

15.0 - - -

52 - - -

10.2 - - -

5.5 - - -

65.4 - - -
- - - 317.9
- - - 6.3
S 792.6 S 750.3 S 725.1 S 716.3
13.8% 13.4% 13.2% 13.1%

40 20 10
NewellRubbermaid
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Normalized EPS

Newell Rubbermaid

Non-GAAP Reconciliation

Normalized EPS

Years Ended December 31, 2014, 2013, 2012 and 2011

2014 2013 2012 2011
Diluted EPS, as reported S 1.35 S 1.63 S 1.37 S 0.42
Restructuring & restructuring-related costs 0.25 0.39 0.23 0.23
Product recall costs 0.03 - - -
Venezuela devaluation 0.11 0.02 - -
Venezuela inventory charges 0.02 - - -
Advisory costs 0.02 - - -
Acquisition & integration costs 0.01 - - -
Pension settlement charge 0.15 - - -
Losses on extinguishment of debt 0.08 - 0.02 0.01
Impairment charges - - - 0.83
CEO transition costs - - - 0.02
Nonrecurring tax items (0.01) (0.03) 0.08 (0.17)
Discontinued operations (0.02) (0.20) (0.04) 0.20
Normalized EPS* S 2.00 S 1.82 S 1.67 S 1.54
% Increase 9.9% 9.0% 8.4%

* Totals may not add due to rounding.
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Reconciliation: Q2 YTD 2015 GAAP & Non-GAAP Certain Line Items

Newell Rubbermaid Inc.
RECONCILIATION OF GAAP AND NON-GAAP INFORMATION
CERTAIN LINE ITEMS
(in millions, except per share data)

Six Months Ended June 30, 2015

GAAP Measure Project Renewal Costs (2) Inventory charge from Acquisition Charge resulting from Non-GAAP Measure

Product Advisory Personnel Other Restructuring  the devaluation of the and integration the devaluation of the Discontinued Percentage
Reported recall costs (1) Costs Costs Costs Costs Venezuelan Bolivar (3) cost (4) Venezuelan Bolivar (5) operations (6) Normalized* of Sales

Cost of products sold $ 17164 $ - $ - $ @8 s @3) $ - $ ©6) $ @6 s - $ - $ 17101 60.5%

Gross margin $ 1,108.5 $ - $ - $ 18 $ 2.3 $ - $ 0.6 $ 1.6 $ - $ - $ 1,114.8 39.5%

Selling, general & adi rative expenses $ 7550 $ 102) $ (22.0) $ ®7) $ @1) $ - $ - $ @2 s - $ - $ 712.8 25.20%

Operating income 3 312.9 $ 10.2 $ 22.0 $ 8.5 3 4.4 3$ 38.8 $ 0.6 3$ 4.6 $ - $ - $ 402.0 14.2%

Nonoperating expenses $ 424 $ - $ - $ - $ - $ - $ - $ - $ @7 s - $ 37.7

Income before income taxes 3$ 270.5 $ 10.2 $ 22.0 $ 8.5 $ 4.4 $ 38.8 $ 0.6 $ 4.6 $ 4.7 $ - $ 364.3

Income taxes (7) 3 65.5 $ 3.3 $ 7.7 $ 3.1 3 15 3$ 8.3 $ 0.2 $ 1.7 $ 15 $ - $ 92.8

Net income from continuing operations 3$ 205.0 $ 6.9 $ 14.3 $ 5.4 3$ 29 $ 30.5 $ 0.4 $ 29 $ 3.2 $ - $ 2715

Net income $ 202.6 $ 6.9 $ 14.30 $ 5.40 $ 2.90 $ 30.50 $ 0.40 $ 2.90 $ 3.2 $ 2.4 $ 2715

Diluted earnings per share** $ 0.74 $ 0.03 $ 0.05 $ 0.02 $ 0.01 $ 0.11 $ 0.00 $ 0.01 $ 0.01 $ 0.01 $ 1.00

* 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) During the six months ended June 30, 2015 and 2014, the Company recognized $10.2 million and $11.4 million, respectively, of charges associated with the Graco product recall.

(2) Costs associated with Project Renewal during the six months ended June 30, 2015 include $34.9 million of project-related costs and $38.8 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. Restructuring and restructuring-related costs during the six months ended June 30, 2014 include $18.2 million of organizational change implementation and restructuring-related costs and $23.5 million of restructuring costs incurred in connection with Project Renewal.

(3) During the six months ended June 30, 2015 and 2014, the Company recognized an increase of $0.6 million and $4.0 million, respectively, in cost of products sold resulting from increased costs of inventory due to changes in the exchange rate for the VVenezuelan Bolivar.
(4) During the six months ended June 30, 2015, the Company incurred $4.6 million (including $1.8 million of restructuring costs) of acquisition and integration costs associated with the acquisition and integration of Ignite Holdings, bubba and Baby Jogger.
(5) During the six months ended June 30, 2015 and 2014, the Company recognized $4.7 million and $38.7 million, respectively, related to foreign exchange losses resulting from the devaluation of the Venezuelan Bolivar.

(6) During the six months ended June 30, 2015, the Company recognized a loss of $2.4 million in discontinued operations, primarily associated with Endicia and certain Culinary businesses. During the six months ended June 30, 2014, the Company recognized net income of $2.7 million, primarily related to
the operations of Endicia and certain Culinary businesses and certain gains associated with the sale of the Hardware business.

(7) 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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Reconciliation: Q2 YTD 2014 GAAP & Non-GAAP Certain Line Items

Newell Rubbermaid Inc.
RECONCILIATION OF GAAP AND NON-GAAP INFORMATION
CERTAIN LINE ITEMS
(in millions, except per share data)

Six Months Ended June 30, 2014

GAAP Measure Restructuring and Inventory charge Charge resulting from Non-GAAP Measure
Product restructuring-related from the devaluation of the the devaluation of the Discontinued Non-recurring Percentage
Reported recall costs (1) costs (2) Venezuelan Bolivar (3) Venezuelan Bolivar (5) operations (6) tax items (8) Normalized* of Sales
Cost of products sold $ 1,663.9 $ 86) $ 0.2 $ 4.0 s - $ - $ - $ 1,651.1 60.8%
Gross margin $ 1,052.6 $ 8.6 $ 0.2 $ 4.0 $ - $ - $ - $ 1,065.4 39.2%
Selling, general & administrative expenses $ 711.1 $ 28) % (18.0) $ - $ - $ - $ - $ 690.3 25.4%
Operating income $ 318.0 $ 11.4 $ 41.7 $ 4.0 $ - $ - $ - $ 375.1 13.8%
Nonoperating expenses 3$ 66.8 $ - $ - $ - $ (38.7) $ o $ o $ 28.1
Income before income taxes $ 251.2 $ 11.4 $ 41.7 $ 4.0 $ 38.7 $ - $ - $ 347.0
Income taxes (7) $ 50.4 $ 4.2 $ 10.5 $ 1.4 $ 13.9 $ - $ 3.3 $ 83.7
Net income from continuing operations $ 200.8 $ 7.2 $ 31.2 $ 2.6 $ 24.8 $ - $ @3 3 263.3
Net income $ 2035 $ 72 $ 312 $ 26 $ 248 $ @7 % 33 % 263.3
Diluted earnings per share** $ 0.72 $ 0.03 $ 0.11 $ 0.01 $ 0.09 $ (0.01) $ (0.01) $ 0.93

* 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) During the six months ended June 30, 2015 and 2014, the Company recognized $10.2 million and $11.4 million, respectively, of charges associated with the Graco product recall.

(2) Costs associated with Project Renewal during the six months ended June 30, 2015 include $34.9 million of project-related costs and $38.8 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. Restructuring and restructuring-related costs during the six months ended June 30, 2014 include $18.2 million of organizational change implementation and restructuring-related costs and $23.5 million of restructuring costs incurred in connection with Project Renewal.

(3) During the six months ended June 30, 2015 and 2014, the Company recognized an increase of $0.6 million and $4.0 million, respectively, in cost of products sold resulting from increased costs of inventory due to changes in the exchange rate for the VVenezuelan Bolivar.
(5) During the six months ended June 30, 2015 and 2014, the Company recognized $4.7 million and $38.7 million, respectively, related to foreign exchange losses resulting from the devaluation of the Venezuelan Bolivar.

(6) During the six months ended June 30, 2015, the Company recognized a loss of $2.4 million in discontinued operations, primarily associated with Endicia and certain Culinary businesses. During the six months ended June 30, 2014, the Company recognized net income of $2.7 million, primarily related to
the operations of Endicia and certain Culinary businesses and certain gains associated with the sale of the Hardware business.

(7) 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.

(8) During the six months ended June 30, 2014, the Company recognized a non-recurring income tax benefit of $3.3 million resulting from the resolution of various income tax contingencies.
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Normalized EPS and Core Sales Growth Outlook

Year Ending
December 31, 2015
Diluted earnings per share $1.69 to $1.75
Graco product recall $0.03
Restructuring and other Project Renewal costs $0.35 to $0.45
Acquisition and integration costs $0.01
Devaluation of the Venezuelan Bolivar $0.01
Discontinued operations $(0.01) to S0.01
Normalized earnings per share $2.14 t0 $2.20
e Core sales growth: 4.0% to 5.0%
o Currency impact: (5.0)% to (6.0)%
o Acquisitions, net of
divestitures: 4.0% to 5.0%
o Net sales growth: 3.0% to 4.0%
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