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Safe Harbor Statement And Non-GAAP Financial Measures

Safe Harbor Statement

All statements in this communication, other than those relating to historical facts, are “forward-looking statements.” These forward-looking
statements are not guarantees of future performance and are subject to a number of assumptions, risks and uncertainties, many of which
are beyond our control, which could cause actual results to differ materially from such statements. These statements include, but are not
limited to, statements about future strategic plans and future financial and operating results. Important factors that could cause actual
results to differ materially from our expectations include, among others: higher product costs or other expenses; a major loss of customers;
loss or disruption of source of supply; increased competitive pricing pressures; failure to develop or implement new technologies or
business strategies; the implementation, timing and results of our strategic pricing initiatives and other responses to market pressures; the
outcome of pending and future litigation or governmental or regulatory proceedings, including with respect to wage and hour, anti-bribery
and corruption, environmental, advertising, privacy and cybersecurity matters; investigations, inquiries, audits and changes in laws and
regulations; disruption of information technology or data security systems; general industry or market conditions; general global economic
conditions; currency exchange rate fluctuations; market volatility; commodity price volatility; labor shortages; facilities disruptions or
shutdowns; higher fuel costs or disruptions in transportation services; natural and other catastrophes; unanticipated weather conditions;
loss of key members of management; our ability to operate, integrate and leverage acquired businesses; changes in credit ratings;
changes in effective tax rates and other factors which can be found in our filings with the Securities and Exchange Commission, including
our most recent periodic reports filed on Form 10-K and Form 10-Q, which are available on our Investor Relations website. Forward-
looking statements are given only as of the date of this communication and we disclaim any obligation to update or revise any forward-
looking statement, whether as a result of new information, future events or otherwise, except as required by law.

Non-GAAP Measures

Additional information relating to certain non-GAAP financial measures referred to in this communication is available in the appendix of this
communication.

GRAINGER.

[11in




Who We Are

* Leading distributor of MRO products for business
 Founded in 1927; 90 years of service
e 2016 revenues of $10.1 billion

* More than 3 million active customers, average customer
invoice >S300

e eCommerce leadership

* Grainger is ranked 10th largest eCommerce retailer in North America by
Internet Retailer

e First commerce-enabled website in the industry (1996)

* Online-only businesses for small customers (MonotaRO 2000; Zoro 2010)

* More than 65% of sales originated through digital channels
(Grainger.com, KeepStock® and EDI/ePro)

e Strong balance sheet and cash flow generation

GRAINGER.

T Note: Internet Retailer report dated April 2017




Grainger’s Presence

Focus on high GDP per capita markets with a developed infrastructure

% GWW Sales Market Share

U.S. 76% 6%
Canada 7% 7%
Japan 7% 2%
U.K. 3% 2%
Mexico 1% 1%
- | All Other! 5% 1%
Market
$560B 1. All other includes Fabory, Latin America, China and Export

GRAINGER@; Note: MRO market data as of 6/30/17. Source: Grainger Analytics and Global Insight. Grainger sales data is 2017E. Percent of GWW sales by
1T geography and not business segment. Numbers may not sum to 100% due to rounding.




Competitive Business Models
Where We Compete

» Stocked assortment of high quality industrial MRO products GRAINGER
IB A ] ] | or 1E onES wHO GET IT DONE ACKLANDS

« High-touch model tailored to complex customer needs GRAINGER.
. A
CROMWELL 5

Broadline, High-Touch

Multichannel

 Strong technical knowledge in categories

Endless Assortment » Very broad assortment across all B2B categories

. ! MonotaRS
(Single Channel Online) - Competitive prices and simplified customer experience Z l@@ RO

« Portfolio of category-specific products

Category Specialists

» Deep technical and application knowledge

_ _ « Convenient and widespread store locations
Big Box Retailer

 Caters to need-it-now purchases

GRAINGER.
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Market Evolving Rapidly

Shifting Market Dynamics

®
. =
Omnipresent digital Value-added relationships Analytics to
landscape and services prove value

Business Models

e Highly curated product information . i i i i
gnly P Sellers drive relationships with + Quantify the value add

Broadline, High-Touch and search purchasers and end users
Multichannel » Customized experience . Effective onsite services (inventory ;')?;ﬁ)ég\;vfr customer’s
- Enable complex buying processes management, safety, onsite training)
* Endless assortment at competitive * Quantify the value add

Endless Assortment + Digital solutions and marketing to

. , build relationships * Help lower customer’s
- Simple customer experience total cost

prices for customer acquisition

(Single Channel Online)

GRAINGER.
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Grainger’s Portfolio And 2017E Performance

Organic Growth?

Revenue Revenue Volume OE%?2 ROIC Imperative
o) $6.2B 0% 4% 13-18%
c
T 1 U S Pt R T EE RN R R ~40% Growth
G
= $0.9B (4%) ~7% 25-30%
>
Dl I il
S
= $0.8B 0% 1-2% (6—7%) (5-10%) Profitability
n
I O
2 Growth and
T International3 $0.9B 7% 7% ~2% <10% L
Profitability
Single Channel Online $1.3B 23% 23% ~10% ~50%* Growth
TOTAL COMPANY?>: $10.3B 3% 7% ~10.7% ~23%

1. Organic growth excludes acquisitions, divestitures and foreign exchange, which represents a 1% headwind to revenue in 2017. 2. As of 11/10/17. Please
see slides 29-31 for reconciliation. 3. International includes Cromwell, Fabory, Mexico and Latin America. 4. ROIC shown is for MonotaRO, which serves as a
GRAINGER proxy for the overall single channel business. 5. Total company also includes Specialty Brands, eliminations and unallocated expenses. Numbers may not

[11in

sum due to rounding.
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Grainger’s Strategic Imperatives

Creating Unique Value

Complete pricing strategy

FCJ Execute high-value sales and service solutions

% Build advantaged digital capability

e

©

= Execute complete

= business model reset Improve the

o end-to-end Improve the
8 customer cost structure
= experience

=)

T International Drive profitable growth

Expand assortment

Single Channel
Online

Innovate around customer acquisition

GRAINGER.
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U.S. Value Proposition

Broad in-stock, high quality products

Competitively
Advantaged

Best in class digital experience
Customer Offer

Fair prices

An ssssssnan Aa
S -
4 _
[ ]

_ Help customers manage inventory and costs
Consultative Sales

And Services Model -2 » - * Solve most pressing customer problelns
: : | = ey
* Technical support and other services

Flawless Order To \ | ":": » « Complete orders delivered quickly

Cash Process _ o _
« Customer determines origination and fulfillment path

GRAINGER
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Value Proposition Resonates With Medium As Well

Competitively
Advantaged
Customer Offer

Consultative Sales
And Services Model

Flawless Order To

Cash Process

GRAINGER

BN ] | | For tHE ONES wHO GET IT DONE

In-stock, high quality products Fair prices
‘Grainger’s usually got “Sometimes the power tools might be a few more
inventory. If they don't have it [at one store] they dollars, but Grainger is one of the few people that still
usually have it across town, or they can have it warranty. Even a crescent wrench, if it breaks they
delivered to you ne honor the warranty or

Technical Support LGanal(te el

“ Megxperience with Grainger trying to find the right
product has always been good. The quick access to
the technical department and help finding parts is
essential because we don't always have the time or

the answers to our problems. ”

“I was looking for a boiler hot water pump and had
very limited information about the old one. The
Grainger rep was extremely helpful in finding the
replacement pump and get

Complete orders, delivered quickly

“Easy to place my order, billing and delivery Complete orders, delivered quickly

addresses already set-up and basically next-day “Very |little delay 1| mrer ece
delivery! The people on the phone are friendly, sent i n a timely fashion
efficient and hel ¢

10



U.S. Segment Volume Growth Accelerating vs. Market

10% -

5% -

0%

-504 -

Total U.S.
MRO Market
Volume Growth

2013

2014

6-8%

5%

6-8%

2015

2016 201/E  2018E

2019E

3%

3%

-1%

-3% 2.5% 2-3%

2-3%

Historically, volume has
grown 1-2% faster than
the market

Removing pricing barrier
has accelerated volume
growth

Projections conservative
at 6% volume growth in
2018 and 2019

GRAINGER Note: As of 11/10/17. Volume on $8 billion on U.S. segment as reported in quarterly earnings releases. U.S. segment volume excludes
~ seasonal sales, the impact of weather, intercompany sales and holiday timing.

[11in
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U.S. Large and Medium

Represents Multisite/ Single-site/ ! -E U.S. Large:
2017E revenue Contract Noncontract o
~$6.2B in revenue and ~8% share of $75B market

-
5 Large : — Largest business with healthy profitabilit
3 (>$60K) I 9 yP y
2 : | I U.S. Large Contract business ~$5.2B
(OIS Medi | | .
> g ($fo_élé[<n) , l B U.S. Large Noncontract business ~$1.0B
= I I
g | | .
= : : U.S. Medium:
n4 Small |
~$0.2B W ~$0.3B
= (<$10K) I- I ~$0.9B revenue and ~2% share of $50B market
-

I
— Modest-sized business with high profitability

GRAINGER Note: Multichannel only. Does not include Zoro and Specialty Brands. All numbers are 2017E revenue.
e Numbers may not sum due to rounding.
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U.S. Large Customer Volume Growth

5%

5%

0%

Daily Volume Growth

» Growth softened from 2013-2016 due to economy
and less competitive prices (spot buys and Large
Noncontract business)

» Accelerated volume growth as 2017 progressed

* Web price on all SKUs on Aug. 1
2013 2014 2015 2016 2017E

------------------------------------------------------------------------- « Digital marketing accelerated mid-August

« Timing/complexity of contract transitions
» Pricing changes allowing for better customer mix

« Spot buy and Large Noncontract growing
after historical declines

Q1'17 Q2'17 Q3'17 Q4'17E

GR A INGER Note: As of 11/10/17. Total product COGS dollars (excludes hurricane-related sales, freight, rebates and other adjustments) used as a

[11in

proxy for volume.
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U.S. Medium Volume Growth

Daily Volume Growth

~7%

5%

» After historical declines, pricing actions allowing

-5% for significant share growth

« Growth at margins higher than U.S. average

« Other proof points showing positive signs:

« New customer acquisition
20% - 15-20%

* Reactivation
10%
* Repeat buys/penetration
0%

-10% -

Q1'17 Q2'17 Q3'17 Q4'17E

GRAINGER Note: As of 11/10/17. Total product COGS dollars (excludes hurricane-related sales, freight, rebates and other adjustments) used as a
Inm proxy for volume.

14



Creating Digital Advantage For The Multichannel Model

Leveraging new capabilities for an exceptional customer experience

A Grainger Company

Signin | Register

Departments

Abrasives & Finishing
Adhesives & Sealants
Building & Grounds
Building Furnishings
Electrical

Fasteners

Flow Control

Food Service & Hospitality
Hand Tools

Hardware

HVAC

Insulation

Janitorial

Lighting

Lubricants & Chemicals
Machining

Material Handling
Measuring, Inspecting, & Testing
Motors

Office Supplies

Nnintn 2 Mantinan

Find exactly what you need to get down to work.
Quick search. Organized assortment.
400,000+ products. Shipped same day.

Bjlog Ny w

Building Furnishings Electrical Fasteners Flow Control

Abrasives & Finishing Adhesives & Sealants Building & Grounds

5,392 items 3,041items 2,065 items 1,609 items 15,188 items 37,37 items 4,548 items

B B% &5

GRAINGER.

Gamut built as R&D; invested in
highly curated product information
and search

Building the best industrial
distribution website by combining
Gamut’s capabilities with
Grainger.com

Will not be a separate website

Not going to compete like endless
assortment competitors, will curate
data to provide relevant solutions

15


https://www.youtube.com/watch?v=NC34JbN6mYE

U.S. Expense Leverage And Productivity

U.S. Expense to COGS (%) Cost takeout and expense productivity estimated at
" ~$55 million in 2018 net of digital investments (offsets inflation
and volume variable expense)

» Sales/Go-to-Market ~$20M: Increase revenue per seller,

47% 450, KeepStock efficiencies
43%42% 40
0

0,
50% g 2% 49%

40% - 38% * Supply Chain ~$15M: Continuous improvement in DCs,

30% flexible fulfillment
» Contact Center ~$10M: Site consolidation, process
efficiencies

20%

10%
. « Corporate/Other ~$10M (net of investments): Real estate
0% consolidation in Chicago area, support model changes

Now expect $90-$120 million of cost takeout through 2019,
net of digital investments (previously $80-$95 million)

GRAINGER. 16
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Canada Business Model Reset

Improve unprofitable customer business

Renegotiate poor contracts
Cover large customers consistently
Improve onsite service model

Complete branch optimization

Announced closure of 59 branches in 2017, 54 branches in 2018
Keep 30-35 branches in high-density locations at end-state

Develop North America Centers of Excellence

Align processes in the U.S. and Canada
Reduce Canada in-country expense

Improve order origination

Developed improved eCommerce capabilities off existing platform
Consolidate contact centers

Optimize fulfillment cost and services

GRAINGER.

[11in

Expanded product portfolio — from 100K to 400K in-stock items
Same-day shipping from 75% to 90%-+

Increase utilization of Canada and U.S. DCs

Improve consistency of transportation

17



Canada: Improvement Driven By Actions Already Underway

6% -
4% -
2% . TTTTTTTTT
0% -
~7%
-29% -

4% -

-6% - Q4 2017E Price/Cost
OM Run-rate Spread

Price/Cost Spread and Volume

* Rework unprofitable business
* Leverage the U.S. assortment
» Diversify the customer portfolio

GRAINGER. \otc: As of 11/10/17.

[11in

Q4 2017E to Q4 2018E

Operati

Volume

ng Margin Bridge

~6%
~(1)%
Expense Cost Q4 2018E
Inflation Savings OM Run-rate

Cost actions ~$60 million by 2019

Announced closure of 59 branches in 2017, 54 branches in 2018
Consolidated phone network

Leverage North American Centers of Excellence

Optimize supply chain

Optimize sales & service model

18



Single Channel Online Model: Continued Growth And Profitability

MonotaRo} 3RO)

Just under $800M sales in 2017E Just under $500M revenue in 2017E

(~26% sales growth vs. 2016 in local currency) (~20% sales growth vs. 2016)
« Currently acquiring 500K customers a year « Currently acquiring 900K customers a year
« Low cost model: ~13% OE * Low cost model: continued operating earnings
- : . improvement
« Continuing to expand assortment including new
industries/private label » Product offering based on Grainger base but expanding
(1.7M SKUSs)

Continued customer acquisition engines

Developing sticky relationships through both businesses

Expect MonotaRO and Zoro combined operating margin of ~11% by 2019 and ROIC?! of ~50%

GRAINGER Note: Guidance as of 11/10/17. Please see slides 29-31 for reconciliation. 1. ROIC shown is for MonotaRO, which serves as a proxy for
TIT) the overall single channel business.

19




2018 Guidance

LOW MID-PT HIGH
Sales $B $ 10.7 $ 10.9 $ 111
EPS $ 10.60 $ 11.20 $ 11.80
Sales growth 3% 5% 7%
Op Earn growth 1% 5% 9%
EPS growth 0% 5% 11%
Op Margin % 10.4% 10.7% 11.0%
Op Margin % vs PY (30) bps O bps 30 bps

GRAINGER Note: As of 11/10/17. See reconciliations on pages 29-31.

BN ] | | For tHE onE:

Mid-single digit revenue growth on
MRO market and share gains

Lapping U.S. pricing actions in Q3
Operating margin flat as 60 bps

decline in gross profit rate is offset
by productivity

20



Revenue Growth Drivers

2018 Expectations

Company U.S. Segment * Revenue growth improves from
2% to 5% at midpoint, organic growth
2017E 2018E H2’17E 2017E 2018E improves from 3% to 5.5%

Volume 7% 7% 5% « Company volume growth includes

negative impact of Canada business

Price -4% -1.5% -5% -5% -2% model reset
Organic Q ) o o *  Price deflation improves from (4)% to
(Daily) 3% >-5% 1% 0 4% (1.5)% as U.S. pricing actions are

lapped in Q3 2018

« Single channel model continues strong

Other? -1% -0.5% -1% 0 -0.5% growth, 15% to 25% increase in 2018
Total 2% 5% 0 0 3.5% « 2018 U.S. volume growth similar to
H2 2017

GRAIN Note: As of 11/10/17. 1. Other includes impact of sales day differences, divestitures, FX and intercompany.

BN ] | | For THE ONES wHO GET IT DON




2018 Guidance By Segment

U.S. CANADA OTHER BUS COMPANY

LOW HIGH LOW HIGH LOW HIGH LOW HIGH
Sales growth 1% 6% -1% 2% 10% 20% 3% 7%
Op Earnings growth -3% 5% 30% 75% 20% 40% 1% 9%
Op Margin % 14.3% 14.9% -4% -1% 5% 7% 10.4% 11.0%
Op Margin % vs PY (70) (10) 250 550 200 300 (30) 30 bps
Excluding Intercompany 15.2% 15.8%
Revenue midpoint ($B)* $8.1 $0.8 $2.4 $10.9

« U.S. margin decline driven by price deflation, partially offset by strong volume growth and cost takeout.

« Canada volume decline offset by price increases and FX improvement. Operating margin rate improves through
shedding unprofitable business and reductions in headquarters and branches.

« Single channel businesses continue strong growth and gain leverage. International businesses continue to improve.

GRAINGER Note: As of 11/10/17. See reconciliations on pages 29-31. 1. U.S. Segment includes intercompany sales which are eliminated at the
22
][] - o company level.




Operating Margin Drivers: 2017 to 2018

11% A
_________________ 04% 7
10(y n 0, 0, 0
0 (1.5)% 1.1% 0n»w 0.7%
9% | [Ny T
8% A
7% -
2017E U.S. Price/Cost U.S. Volume U.S. Expense U.S. Productivity Canada & 2018E
Spread Inflation (net of digital) Other
Wraparound of U.S. pricing actions Strong U.S. volume growth Canada starts to
U.S. price (2%), U.S. cost (0.5%) and productivity improve

Net impact is flat operating margin rate for 2018 vs. 2017

GRAINGER Note: As of 11/10/17. See reconciliations on pages 29-31. 23
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Operating Margin Drivers: 2018 to 2019

13% -
12% - 0.8%
(0.6)% 0.6%
11% - (0.3)% 13% T TTT==="
10% -
9% -
8% -
7% -
2018E U.S. Price/Cost U.S. Volume U.S. Expense U.S. Productivity Canada &
) . 2019E
Spread Inflation (net of digital) Other
. Modest negative U.S. U.S. - . : Canada returns to
=P US price price/cost spread in 2019 on volume of Produptmty OffSEt.S mflqﬂon profitability at 4-8%
actions . and investments in digital . .
timing of contract renewals 6-8% operating margin rate

Company at long-term operating margin guidance of 12-13% in 2019

GRAINGER Note: As of 11/10/17. See reconciliations on pages 29-31. 24
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Operating Margin Guidance

GR

“ Note: As of 11/10/17. See reconciliations on pages 29-31. 1. Company includes unallocated expenses and eliminations.

Operating Margin (%) 2017E 2018E 2019E

U.S. 15% - 15% 14.3% - 14.9% 15% - 16%
w/out intercompany transfers 16% - 16% 15.2% - 15.8% 16% - 17%
Canada (7Y% - (6)% (4% - (1)% 1% - 8%
Other 5% - 5% 5% - 7% 8% - 10%
Company? 10.6% - 10.8% 10.4% - 11.0% 12% - 13%

« U.S. margins steady, as expense productivity helps offset GP decline and growth accelerates

« Canada improves to mid-to-high single-digit op margin rate on business model reset

« Other Business margins expand with better economy, scale and strong single channel growth

« Company margin bottoms out in 2017 and achieves long-term guidance of 12—-13%

25
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Appendix
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Sources And Uses Of Cash: Outlook

2017E 2018E

$ Millions LOW HIGH LOW HIGH
Op Cash Flow $ 960 $ 1,000 $ 950 $1,030
LT Bonds 400 400 - -
Asset Proceeds 110 110 30 30

Sources $1,470 $ 1,510 $ 980 $1,060
CapEx (gross) $ 260 $ 280 $ 250 $ 290
Share Repurchases 600 600 200 230
Dividends 305 305 310 320
ST Debt & Other 305 325 220 220

Uses $1,470 $ 1,510 $ 980 $1,060

GRAINGER Note: As of 11/10/2017. Financials are based on GAAP numbers.

BN ] | | For tHE onE:

Record of strong cash flow and cash
returned to shareholders through all market
conditions

2017:

*  $400M long-term debt completes 3-year
$1.8B debt issuance and $2.8B share
repurchase program

« Short-term debt reduction funded by pull
back in share buybacks and proceeds
from branch sales and divestiture

2018:

* Planned lower share repurchases
enable payoff of remaining
short-term debt

27



Restructuring Costs And Benefits

(SMillions) Cost
'16 '17E '18E
U.S. 25 5 10 - 20
Canada 25 35-40 40 - 50
Colombia 40 - 45
Other Business Units 5-10 0-5
Total 50 85-100 50-75

Savings
'17E '18E '19E
10 - 20 45 - 65 45 - 55
10-15 25 -35 25 -35
0-5 0-5 0
0-5 10 -15 0
20 - 45 80-120 70 -90

* Restructuring costs and savings averaging a 2-year payback

« Estimated 60% of 2017 and 40% of 2018 costs are non-cash

GRAINGER. o As of 11/10/17.
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2016 GAAP To Non-GAAP Reconciliations

GRAINGER.

[11in

Twelve Months Ended December 31, 2016

United Other Unallocated
States Canada Business Expenses Total %
Operating earnings
reported $ 1,274,851 $ (65,362) $ 40,684 $ (130,676) $ 1,119,497 (14)%
Restructuring 15,668 14,998 — 8,947 39,613
Other: —
Goodwill and
intangible impairment — — 52,318 — 52,318
Unclaimed property
contingency 36,375 — — — 36,375
Inventory reserve
adjustment — 9,847 — — 9,847
GSA contingency 9,180 — — — 9,180
Subtotal 61,223 24,845 52,318 8,947 147,333
Operating earnings
adjusted 1,336,074 $ (40517) $ 93,002 $ (121,729) $ 1,266,830 (6)%
Twelve Months Ended December 31, 2015
United Other Unallocated
States Canada Business Expenses Total
Operating earnings
reported 1,371,626 $ 27,368 $ 48,051 $ (146,725) $ 1,300,320
Restructuring 34,507 4,183 5,696 965 45,351
Operating earnings
adjusted 1,406,133 $ 31551 $ 53,747 $ (145,760) $ 1,345,671

29



2016 GAAP To Non-GAAP Reconciliations

Twelve Months Ended
December 31,

2016 2015 %

Segment operating earnings
adjusted

United States $ 1,336,074 $ 1,406,133

Canada (40,517) 31,551

Other Businesses 93,002 53,747

Unallocated expense (121,729) (145,760)
Segment operating earnings
adjusted $ 1,266,830 $ 1,345,671 (6)%

Company operating margin

adjusted 125 % 13.5%
ROIC* for Company 25.8 % 29.5%
ROIC* for United States 42.6 % 46.2%
ROIC* for Canada (7.1)% 5.0%

*Adjusted ROIC is calculated as defined on page 10 of the FY 2016
earnings release, excluding the items adjusting operating earnings as
noted above.

GRAINGER.
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Twelve Months Ended
December 31,

2016 2015 %

Net earnings reported $ 605,928 $ 768,996 (21)%
Restructuring 26,501 30,111
Other:
Goodwill and intangible
impairment 52,318 —
Unclaimed property
contingency 22,781
Inventory reserve adjustment 7,278 —
GSA contingency 5,750
Discrete tax items? (9,378) (5,984)
Subtotal 105,250 24,127
Net earnings adjusted $ 711,178 $ 793,123 (10)%

(1) The tax impact of adjustments is calculated based on the income tax
rate in each applicable jurisdiction.

30



2017 Nine-Month GAAP To Non-GAAP Reconciliations

Operating earnings reported

Restructuring (United States)
Branch gains (United States)

Other charges (United States)

Restructuring (Canada)
Inventory reserve adjustment
(Canada)
Restructuring (Other
Businesses)
Restructuring (Unallocated
expense)
Subtotal
Operating earnings adjusted

[11in

Nine Months Ended
September 30,

2017 2016 %
$ 808723 $ 945269 (14)%
29,757 29,035
(28,032) (16,543)
(3,023) —
26,509 15,499
— 9,847
41,300 —

— 8,047
66,511 46,785
$ 875234 $ 992,054 (12)%

Net earnings reported
Restructuring (United States)
Branch gains (United States)
Other charges (United States)
Restructuring (Canada)

Inventory reserve adjustment (Canada)

Restructuring (Other Businesses)

Restructuring (Unallocated expense)
Discrete tax item
Subtotal

Net earnings adjusted

Diluted earnings per share reported
Pretax adjustments:
Restructuring (United States)

Branch gains (United States)
Other charges (United States)
Restructuring (Canada)

Inventory reserve adjustment (Canada)

Restructuring (Other Businesses)
Restructuring (Unallocated expense)
Total pretax adjustments
Tax effect (1)
Discrete tax item
Total, net of tax

Diluted earnings per share adjusted

GR‘AINGER (1) The tax impact of adjustments is calculated based on the income tax rate in each applicable jurisdiction.

Nine Months Ended September 30,

2017 2016 %
$ 434671 $ 545262 (20 )%
21,311 18,202
(17,551) (10,371)

(1,892) —

20,949 11,395

— 7,240

43,759 —

— 5,609

— (13,162)

66,576 18,013
$ 501,247 $ 564,175 (11)%
$ 739 $ 8.82 (16)%

0.51 0.47

(0.48) (0.27)

(0.05) —

0.45 0.25

— 0.16

0.70 —

— 0.15

1.13 0.76

— (0.24)

— (0.21)

1.13 0.31
$ 852 $ 9.13 (7 )%
31



IR Contacts

Laura D. Brown
Senior Vice President, Communications & Investor Relations
Laura.Brown@agrainger.com
847.535.0409

Irene Holman
Senior Director, Investor Relations
Irene.Holman@aqrainger.com
847.535.0809

Michael P. Ferreter
Senior Manager, Investor Relations
Michael.Ferreter@qrainger.com
847.535.1439
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