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Forward-Looking Statements & Reg. G

Forward-Looking Statements BRANDS
This presentation contains statements, which may be "forward-looking statements"” within the meaning of Section 21E of the Securities Exchange Act of 1934, as amended. These
forward-looking statements are subject to certain risks and uncertainties, are made as of the date hereof and we undertake no obligation to update them. In particular, our business
outlook is based on certain assumptions, which we believe to be reasonable under the circumstances. These include, without limitat i on, the assumption that
acquisition of the 50% interest in its joint-venture partner, Pelikan ArtlinePt y L i nbeltkend) ( iwhi ch it does not already own will <close
regarding changes in the macro environment, fluctuations in foreign currency rates, changes in the competitive landscape and consumer behavior and the effect of consolidation in the
office products industry, as well as other factors described below. Our ability to predict results or the actual effect of future plans or strategies is inherently uncertain. Because actual
results may differ from those predicted by such forward-looking statements, you should not place undue reliance on them whendeci di ng whet her to buy, sel |
securities. Among the factors that could affect our results or cause our plans, actions and results to differ materially from current expectations are: the concentration of our business

with a relatively limited number of large and sophisticated customers; the consolidation of our customers, including the merger of Office Depot and OfficeMax in late 2013 and the
proposed acquisition of Office Depot by Staples; risks associated with foreign currency fluctuations; our ability to realize the synergies, growth opportunities and other potential

benefits of acquiring the remaining 50% of Pelikan and successfully combine it with our existing Australian business; the risk that a material condition to the closing of the Pelikan
acquisition may not be satisfied; the length of time necessary to consummate the Pelikan acquisition; our ability to effectuate and timely complete the redemption of the minority

interest in a subsidiary of Pelikan; shifts in the channels of distribution of our products; challenges related to the highly competitive business segments in which we operate, including,
low barriers to entry, customers who have the ability to source their own private label products, limited retail space, competitor sd strong brands, competitio
of countries, including countries with | ower producti on c o sreriesaadcoppetitionfrom awideadngelof progucts ands o
services, including electronic, digital and web-based products that can render obsolete or less desirable some of our products; our ability to develop and market innovative products

that meet end-user demands; commercial and consumer spending decisions during periods of economic uncertainty or weakness; a failure of our information technology systems or
supporting infrastructure or an information security breach; our ability to successfully expand our business in emerging markets which generally involve more financial, operational,

legal and compliance risks and create exposure to unstable political conditions, civil unrest and economic volatility; our ability to grow profitably through acquisitions; our ability to

meet the competitive challenges faced by our Computer Products Group which is rapidly changing and highly competitive; the impact of regulatory and self-regulatory requirements,
litigation, regulatory actions or other legal claims or proceedings; the risks associated with outsourcing production of certain of our products, information systems and other
administrative functions; the continued decline in the use of certain of our products, especially paper-based dated time management and productivity tools; risks associated with
seasonality, raw material, labor and transportation cost fluctuations; the impact of pension costs; any impairment of our goodwill or other intangible assets; risks associated with our
substantial indebtedness, including our significant debt service obligations, limitations imposed by restrictive covenants and our ability to comply with financial ratios and tests; our
failure to comply with customer contracts; the insolvency, bankruptcy or financial instability of our customers and suppliers; our ability to secure, protect and maintain our intellectual
property rights; our ability to attract and retain key employees; the volatility of our stock price; material disruptions at one of our or our suppliers' major manufacturing or distribution
facilities resulting from circumstances outside our control; and other risks and uncertainties described in "Part I, Item 1A. Risk Factors" in our Annual Report on Form 10-K for the year
ended December 31, 2015 and in other reports we file with the SEC.

Non-GAAP Financial Measures:

To supplement our consolidated financial statements presented in accordance with generally accepted accounting principles in the U.S. ("GAAP"), in this earnings release, we provide
investors with certain non-GAAP financial measures, including "adjusted" financial measures, earnings before interest, taxes and depreciation ("EBITDA"), free cash flow and net sales
at constant currency. See our Reconciliation of GAAP to Adjusted Non-GAAP Information (Unaudited), Reconciliation of Net Income to Adjusted EBITDA (Unaudited), Reconciliation of
Net Cash Provided by Operating Activities to Free Cash Flow (Unaudited), Supplemental Business Segment Information and Reconciliation (Unaudited) and our Supplemental Net Sales
Change Analysis (Unaudited), for a description of each of these non-GAAP financial measures and a reconciliation to the most directly comparable GAAP financial measure for each of
the periods presented herein. We believe these non-GAAP financial measures are appropriate to enhance an overall understanding of our past financial performance and also our
prospects for the future, as well as to facilitate comparisons with our historical operating results. Adjustments to our GAAP results are made with the intent of providing both
management and investors a more complete understanding of our underlying operational results and trends. For example, the non-GAAP results are an indication of our baseline
performance before gains, losses or other charges that are considered by management to be outside our core operating results. In addition, these non-GAAP financial measures are
among the primary indicators management uses as a basis for our planning and forecasting of future periods and senior managementd6 s i ncenti ve compensati on
using certain of these non-GAAP financial measures. There are limitations in using non-GAAP financial measures because the non-GAAP financial measures are not prepared in
accordance with generally accepted accounting principles and may be different from non-GAAP financial measures used by other companies. The non-GAAP financial measures are
limited in value because they exclude certain items that may have a material impact upon our reported financial results such as unusual income tax items, restructuring and integration
charges, goodwill or other asset impairment charges, foreign currency fluctuation, and other one-time or non-recurring items. The presentation of this additional information is not
meant to be considered in isolation or as a substitute for the directly comparable financial measures prepared in accordance GAAP. Investors should review the reconciliation of the
non-GAAP financial measures to their most directly comparable GAAP financial measures as provided in the press release dated April 27, 2016.
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Portfolio of Leading Brands

C Leading brands represent approximately 80% of sales BRANDS
A Enhances ability to offer good, better, best price points
A Strengthens position as a category leader and innovator
A Offers consumer insights
A Accelerates new product vitality
#1 and #2 Brands: Sales Mix by Product
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Leverage and Broaden our Geographic Reach

BRANDS

C Substantial growth opportunities beyond mature markets
A Manage our mature markets for enhanced profitability
A Company-wide Lean Six Sigma productivity program

C Leverage cross-selling opportunities into faster-growing markets
A Brazil and Mexico have significant long-term revenue growth potential
A Asia, Eastern Europe, Middle East and Africa potential

C Growth outside of mature markets should approximate at least mid-to-high single digits

Sales by Geography *
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Compete Effectively in all Relevant Channels

BRANDS

C Expand and build upon strong and long-standing customer relationships

A Leverage scale, brand strength and service to grow share and reduce cost to serve

A Increase emphasis on category management and sell-through and apply appropriately to each
channel

A Manage evolving industry conditions and the potential for further consolidation by focusing

resources on increasing share with growing channels

C Expand e-commerce presence
A Be positioned to respond to the growing relevance of stockless independent dealers
A Further serve pure e-commerce players
A Further expand own e-commerce capabilities

Sales Mix by Channel !
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Pelikan Artline Joint Venture
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Leading distributor of academic, consumer and business products in Australia and New Zealand
with annual sales of approximately US$100 million

Delivered local currency revenue growth in each of the last five years

The branded leader in writing instruments, school notebooks, dry erase boards, business
machines and stamping products

Supplies both retail and commercial customers with more than 3,500 SKUs

Unparalleled portfolio of leading consumer brands

Sales Mix by Channel
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Pelikan Artline Joint Venture

BRANDS

C Strategic Rationale

A

A

Creates the industry-leading premier branded academic and business products company in Australia
and New Zealand

Complementary product offering, combining Pelikan Ar t | straong dossumer brands with ACCO
Brandsd strong trade brands under one umbrell a

A Extends ACCO Brandso6 reach into consumer and sc

Enables more efficient operating structure, from go-to-market functions to back office and distribution
infrastructure

C Key Transaction Details

A
A

A

Cash transaction valued at approximately $103 million

Represents an approximately 4.1x multiple for incremental $25 million of annual adjusted EBITDA,
including $8 million of synergies (6.1x multiple pre-synergies)

Immediately accretive to earnings, $0.06 in the first 12 month period, with $0.04 in 2016, including
synergies but excluding one-time charges ($15 million)

Expected to be neutral to free cash flow in 2016
Minimal impact on pro-forma leverage

Refer to the press release for the transaction dated March 21, 2016. Information is presented RQ DQ *$G MYV WHG”
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