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A review of the company’s catalogue quickly
reveals that Acklands-Grainger offers its customers
a wider product range and selection than any other
distributor. Major categories include safety prod-
ucts, hand and power tools, fasteners, welding
equipment, electrical products and supplies, facil-
ities maintenance products and fleet supplies.

Recognized brands from such leading suppli-
ers as Stanley, DeWalt, 3M, Rubbermaid, GE and
North Safety are featured along with Acklands-
Grainger’s own private-label offering — most
notably its Westward Tool and Profast’ners brands
that provide customers with brand-name quality
and private-label economies.

The company further enhances its product
offering with a number of customer-driven special-
ized services such as inventory
management solutions, techni-
cal support, repair and mainte-
nance, and eBusiness solutions
that help customers to stream-
line the purchasing process and
reduce paperwork.

RECENT DEVELOPMENTS

Acklands-Grainger experienced a

record year in 2007 and continues to

capitalize on that lead through 2008

by strengthening its customer-focus,
results-driven culture. As the company
aggressively pursues opportunities that will extend
its lead, it is successfully creating a single focus
for all employees that involves simplifying the
business and delivering unbeatable service.

The new Acklands-Grainger 2008 catalogue
is the biggest in the company’s history and
signals the move to issue this “industry-best”
resource annually. “At more than 2,000 pages
and featuring 60,000-plus
products, the catalogue is
an important tool for our
customers. Issuing the cat-
alogue yearly will allow us
to keep customers informed
and up-to-date on new prod-
ucts, and provide them with
essential product informa-
tion as we expand and refine
our product offering,” says
Steve Ince, vice-president
of marketing.

The company is also
expanding its branch network, updating exist-
ing branches and introducing a new branch
design and layout that is more customer-friendly.
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Brighter lighting, better sig-
nage and new layouts all work
together to enhance the cus-
tomer experience. And, to
meet the growing needs of
smaller customers, Acklands-
Grainger has introduced a new
team of inside account man-
agers and enhanced direct
marketing initiatives to better
serve this customer segment.
By targeting the specific
needs of our individual custo-
mer segments, we can ensure

that we are providing the level
of customer service that helps us to
secure our leadership position in the
industry,” says Ince.

“In today’s marketplace, cus-
tomer expectations run high.
Providing product, when and
where it’s required — at a
fair price — is at the core
of our customer service

commitment.”

For customers who
prefer to do business elec-
tronically, the company

has recently improved its website,
making it easier to navigate, source and order
products on-line. More and more customers are
discovering the convenience of this ordering
channel as reflected by the dramatic year-over-
year growth in website orders.

PROMOTION
Acklands-Grainger’s promotional efforts are
designed not only to promote and support the
company’s brand among its
key stakeholders, but also to
connect Acklands-Grainger
to the local communities
where it does business.
The company partici-
pates in an extensive flyer
program that delivers added
value to customers through
price promotions and new
product introductions. Its
national magazine Supplylink
reaches more than 30,000
customers with valuable
information on productivity and safety in Cana-
dian industry, and targeted trade advertising
as well as trade show exhibits deliver the com-
pany’s message to specific

customer segments.
Sponsorship is a great
way for Acklands-Grainger
to take its message to the
community — and to con-
tribute to local community
and national events. The
company is a national spon-
sor for the Canadian Hockey
League as well as Firefit,
the national firefighters
competition that tests fire-
fighters’ skills in a series of

regional events.
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In addition, the company is an active sponsor of
the Canadian Professional Sales Association (CPSA).

BRAND VALUES

At Acklands-Grainger, the company’s brand is
fundamentally the sum of its people and how they
interact with customers to provide unparalleled
service. The company’s key values of quality,
value, trust, innovation and leadership drive its
successful growth.

The recognition Acklands-Grainger receives
for its community involvement commitment and
its active role in promoting health and safety at
work and at play further support its brand.

The history, heritage, trust and awareness of
the Acklands name, combined with the stability,
leverage and international scope of Grainger, puts
Acklands-Grainger in a unique position in the
Canadian marketplace. “We’re a company with a
strong history in Canada as well as a firm grasp
on the future and how to position ourselves to
partner with our customers to meet their growing
needs,” says Carruthers.

THINGS YOU DIDN’T KNOW ABOUT

ACKLANDS-GRAINGER

O Acklands-Grainger is the largest industrial
and safety distributor in Canada.

O An independent reader survey by Plant
Newspaper ranked Acklands-Grainger
NUMBER ONE on all metrics.

O Almost half of all purchases companies make
in the MRO (maintenance, repair, opera-
tions) market are unplanned or unexpected.
Acklands-Grainger is uniquely positioned
to respond and meet these customers’ needs.

O Acklands-Grainger’s website at www.acklands
grainger.com receives an average of 40,000
visitors each month, with electronic sales
representing a vibrant and growing part of
the company’s business.

O Through the efforts of its employees Canada
wide, Acklands-Grainger continues to make
positive and significant contributions to local
communities. Notably, the company partici-
pates in joint product and enterprise devel-
opment with First Nations and other minority
suppliers and is a corporate member of
CAMSC, a non-profit organization that aims
to promote opportunities for Aboriginal peo-
ples and other visible minorities in Canada.
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