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SMG 2.0 Purpose, Vision, Blueprint

Define the Lawn & Garden Opportunity
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Safe Harbor
Disclosure

Statements contained in this presentation, which address activities,

events and developments that the Company expects or anticipates

will or may occur in the future, including, but not limited to, information
regarding the future economic performance and financial condition

of the Company, the plans and objectives of the Company’s management,
and the Company’s assumptions regarding such performance and plans
are “forward-looking statements” within the meaning of the U.S. federal
securities laws that are subject to risks and uncertainties.

Additional detailed information concerning a number of the important
factors that could cause actual results to differ materially from the
forward-looking information contained in this presentation is readily
available in the Company’s publicly filed annual, quarterly and other reports.
The Company disclaims any obligation to update developments of these
factors or to announce publicly any revision to any of the forward-looking
statements contained in this presentation, or to make updates to reflect
future events or developments.

This presentation contains certain non-GAAP financial measures.
For a reconciliation of GAAP to non-GAAP financial measures,
please see the Appendix of this presentation. Financial measures
reported in this presentation for historical periods prior to FY24,
are inclusive of the Hawthorne segment.
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The shift we’re making

We used to Now we
think about... think about...

Lawn & garden products Living spaces (indoors & outdoors)

Seasonal maintenance Year-round care

F unctional problem solving Life enrichment

Chores Rituals & enjoyment

Selling products Helping people create better lives




We care for

the living spaces
that take care of us
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The places we
care for shape
the lives we live

This isn't about products. It never was.

It's about what those products make possible —
the birthday parties, the Sunday mornings,

the first tomatoes your kid ever grew.




What is SMG 2.0?

F or generations, SMG has been the

trusted name in lawns, gardens and
controls consumer products—known for
reliable, results-oriented products, massive
retail reach and deep brand loyalty.

Changing

Brick & Mortar retailer environment,
declining footsteps

Generational shifts in consumer preferences
and behavior

Digital tools evolving rapidly

Safety and environmental concerns

Challenged

Stalled conventional growth algorithm

DTC wellness/lifestyle brands

Competition from established CPG
and retailer private labels

Rise of service and tech solutions

12



SMG 2.0 pillars

Brands

Consumer First
Belief and Purpose

Modernize Portfolio

Culture
People First
Startup Mentality
High Performing
Tech Enabled

Innovation

Speed to Market
Safe and Effective

Breakthrough
Solutions

Naturals and Organics

Diversify

Channel Expansion
and Differentiation

Demand Creation

Brand Reach

Digital

Influence and
Inspiration

Trust and Loyalty

Branded House

Every day, we ask ourselves what a good company would do, and then we set out and do it.
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Refreshed executive team with diverse capabilities

Vil

Nate Baxter Mark Scheiwer Nick Miaritis Chris Hagedorn Dimiter Todorov
President & CEO EVP, CFO & CAO EVP, Chief Brand Officer EVP, Chief Strategy Officer EVP, Chief Legal Officer
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N

Amanda Rico Josh Meihls Dr. Paula Powell John Sass David Huskisson
SVP, Chief HR Officer SVP, Chief Growth Officer SVP, R&D SVP & GM, North America SVP, Operations & Technology

Tom Matthews Sadie Oldham Mike Davitt Brian Herrington Fausto Fleites
VP, Chief Communications Officer VP & GM, Gardens VP & GM, Controls VP, External Affairs VP, Chief Data & Al Officer
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Powered by
ur people

At SMG our growth is powered by

a simple truth: when you care for
your people, they build a business
they truly love.

Our greatest pride is the longevity of
our associates. We don't just measure
their tenure in years, but in generations.




We are consistently

Financial
Commitments

Consistently delivering
on our external financial
commitmentsin FY25
and FY?26.

Margin
Expansion

+790 bps gross margin rate
improvement over 2 years
via cost outs, automation,

Al and emphasis on

branded products.

delivering results

Deleveraging
Progress

Leverage reduced below 4x
and on track to further
reduction in FY26 and beyond.

Sales
Growth

~+2% annual net sales growth
over the last 3 years driven by
innovation, eCommerce and
natural/organic focus.

Lawn & Garden
Focus

Streamlining operations
through the successful
divestiture of our
Hawthorne business.

Partnerships &
Reinvestment

Executing partnerships
like Black Kow and scaling
advertising, R&D and
capex for long-term
growth.




Scotts

PLANTS

*AeroGarden

SMG 2.0 building blocks

ortfolio Optimization & Innovation:
evitalizing core product lineups to drive
remium growth

mnichannel & Retail Expansion:
eeting consumers everywhere through
igital scale and retail partnerships

ategory Growth & Market Expansion:
ccelerating household penetration to grow
our addressable market

Tech-Driven Operational Excellence:
Expanding margins through targeted Al,
automation and supply chain efficiencies

17




SMG 2.0 mid-term growth algorithm

FY2/7-FYZ29

Net Sales 2-4%%

Adjusted Gross Margin Rate 50-100 bpS

Adjusted EPS 5-89%

Free CashFlow >$275M -
ong-term

leverage target

Leverage Target 3.0-3.5 below




Category Foundation

Evolving Consumer

Channel Diversification

Winning Innovation

g1 | =~ @ W N =

Operational Efficiency
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SVP & GM, North America
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Our addressable market:
a ~$12B DIY category

Lawns

$2.0B

Fertilizer, Seed,
Spreaders

Controls

$5.5B

Weed (selective,
non-selective),

Insect (indoor, outdoor),
Rodent

FY2025

Gardens

$4.5B

Soils, Mulch, Plant Food

Source: Yipit and internal data. Includes retailers HD,LO, WM, Ace, Amz, Menards, Costco, Sam’s, TSC, Target, Meijer, Dollar General for FY2025.
Includes Lawns, Gardens and Controls POS dollars. Excludes categories that SMG doesn't participate in.




DIY Lawn & Garden 1s
an expanding category

15
$12B
10
5
0

FY22 FY23 FY24 FY25 FY30

Historical: internal tracking (YipitData+POS).

Source: Yipit and internal data. Includes retailers HD,LO, WM, Ace, Amz, Menards, Costco, Sam’s, TSC, Target, Meijer, Dollar General for FY2025.
Includes Lawns, Gardens and Controls POS dollars. Excludes categories that SMG doesn't participate in.




A closer look at the category trends

Fastest Steady
growing growth

-«o+ Stable

Controls ardens

‘ FY22 ‘ FY25

Source: Yipit and internal data. Includes retailers HD,LO, WM, Ace, Amz, Menards, Costco, Sam’s, TSC, Target, Meijer, Dollar General for FY2025.
Includes Lawns, Gardens and Controls POS dollars. Excludes categories that SMG doesn’t participate in.




ScottsMiracle-Gro

#1in 8 of 11 business segments

Only company with category-
leading positions across Lawns,
Gardens and Controls

dollar share of
the category

Room to capture more!

Source: Yipit and internal data. Includes retailers HD,LO, WM, Ace, Amz, Menards, Costco, Sam's, TSC, Target, Meijer, Dollar General for FY2025.
Includes Lawns, Gardens and Controls POS dollars. Excludes categories that SMG doesn’t participate in.



Our brands and partnerships lead the way

0 - lomicar ORTHO

: #1 #1 #1 #2

O Brand Brand Brand Brand

In Fertilizers, Grass Seed, in Soils and in Rodent Control in Selective Weed,
Spreaders and Mulch Plant Food Indoor Insect
7

h Roundz ﬁ /]

£ - ptir . Muphy;

7

2 #1 #1 #1 Top 10

Q Brand Brand Brand Brand

in Non-selective Weed in Veggie & Herb in Soil Amendments in Mosquito Repellents

Source: Yipit and internal data. Includes retailers HD, LO, WM, Ace, Amz, Menards, Costco, Sam's, TSC, Target, Meijer, Dollar General for FY 2025. Includes Lawns, Gardens and Controls POS dollars.
Excludes categories that SMG doesn’t participate in and is subject to change based on evolving market conditions and participants.
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Significant opportunity to
grow household penetration

SMG HHP
Soils
Non-Sel Weed ~1 O O/
Mulch o
Plant Food ACross most

categories

Lawn Fertilizer
Rodent

Grass Seed

Indoor Insect

Selective Weed

Outdoor Insect

‘ Current HHP

Source: Yipit and internal data. Includes retailers HD,LO, WM, Ace, Amz, Menards, Costco, Sam'’s, TSC, Target, Meijer, Dollar General for FY2025
Includes Lawns, Gardens and Controls POS dollars. Excludes categories that SMG doesn't participate in.




Category Foundation
Evolving Consumer
Channel Diversification
Winning Innovation

Operational Efficiency
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Nick M

VP, Chief Brand Officer




Lawn & Gardenis a
high-engagement category

Social Media Engagements
‘25-'26

L&G engagement
rate vs. general

General household High-intent L&G category
CPG lifestyle categories
(food, travel)

Directional — bar heights show relative ordering, not measured rates. Sources: Rival IQ 2025; Dash Social 2026; Influencer
Marketing Hub 2026. Engagement-rate definitions vary by provider.




Lawn & Gardenis a
high-interest category

100

Google Search Interest
'24-'26

2024 2025 2026

B Lawn & Garden [ General household CPG

| &G search interest

VS. general
household CPG

Google Trends (U.S. web search), relative search interest on a O-100 index.




The consumer
opportunity 26 pt

awareness
gap on SMG
brands
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LEGACY CONSUMER

* Older homeowners, mostly single-family, lean DIY

« Brand-loyal, already using SMG brands

Source: SMG Consumer Pulse 2026 (n=1,996) & Brand Health Tracker - Sig-tested at 95%. Supporting figures
(tenure, DIY, loyalty, awareness—-usage gap).




Why consumers are drawn to our category

MENTAL PHYSICAL FAMILY & KIDS PLANET PETS
HEALTH WELLNESS GROW PROTECT PLAY
Tending a garden Caring for alawn or Kids who care for Caring for A cared-foryard is
is the antidote to garden is a workout something growing pollinators and saill, a pet's favorite
a stressful day. in disqguise. learn to care for through organic room; safety and
something bigger. innovation. joy underfoot.
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L&G consumers are
increasingly buying online

FY22 FY23 FY24

FY25

+16%

annual
growth

FY30

Online sa

es = category dollars x online share of dollars. Historical: internal tracking (visit data, POS).
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The consumer is
leaning in year round

R 2 oo

S

of house plant care sales
happen outside our core season

(Sep - Feb)

. B ‘p'értléipate in the Controls
B category year round

iy

y -

Sources: Mintel L&G - US 2026; What Gardeners Think 2026 (NGA); National Gardening Survey 2026 (NGA).
Participation/reach rates, not spend.




How we’re evolving to meet
the consumer’s needs

Transforming from CPG
to Lifestyle Business

Social & AI-First Yy
Brand Building

Expanding Beyond 2
the Core Season




How we’re evolving to meet
the consumer’s needs

Transforming from CPG
to Lifestyle Business




BRING YOUR %« ©

ALGORITHM

BACK TO EARTH
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Cultivating the lifestyle

cottleracle G000 0
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Cultivating the lifestyle

YoY Increase
in L&G lifestyle
conversations

41
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How we’re evolv
the consumer’

ial & AI-First
Brand Building
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Our media evolution

Increasing Advertising Investment

FY25 FY26 FY27

Double-digit
Improvement in
media ROI over
the past 3 years
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Our creative evolution

FROM

traditional
seasonal
campaigns

@ =
Sponsored - @

OUR MOST EPIC SPRING DEALS ARE HERE! Skip the
checkout lines, spend more time in the sun

o Like (D comment /2> Share

AMAZON.COM ‘
Transform your turf with BIG Spring | Shop Now

savings. -
Q0% K 254 Comments 108 Shares @~

Ad

The US tournament run might be over, but Tyler
Adams knows building the future of the game
starts at the grassroots - yet rising ..See more

everykidsports.org

Level the Playing Field ®) Donate now
Not affiliated with Meta @ miraclegro

2 ycing
do <"

<% Garden

w

T e Yog2
Y ™
A

ng )

Strengt™

SHOULD

BE ADDED T0
WORKOUT TRACKERS

If your plants could talk... they would bug
you about our sale on plant food.

miraclegro

y miraclegro & 2w

We're gonna go ahead and say y,
Which wearable is onboard? We
help. N

\ plantfood

® ==

gretchgardens 2w
“Functional Strength Training” Your plants are craving the goooo§

Like Reply 000000000000000000d stuff.

em.shipman 2w LOWES.COM =
Yes!!! Get $3 off this weekend -m o

Feed your plants.

1like Reply

Q | 0 dotterock X Search in bottierock

that.woman.ki 2.
VWK Yyeq

1likg

jilLhave free build

leces

of content

Skip the sickness.

Grow your
own lettuce.

&AeroGarden
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Leading in social commerce

First major L&G brands to launch TikTok Shops

35x more impressions than TikTok Shop average

157% over our revenue goal

46


http://drive.google.com/file/d/1pFMMrPsAVmM8Di7TDFyBNlwW3iX5jpfl/view

discover

inning in Al search an

Google © < amazon

0% #1 4%

Organic share of Ranked brands for of SMG Amazon
voice vs. all other Al search in all major consumers are
L &G brands L &G categories new to our brands

* Based on Brand Al Index from Evertune; Proprietary score based on frequency of appearing in results and placement in the result.




How we’re evolvmg to meet
the consumer’s needs

Expanding Beyond 28
the Core Season {c} @




Tomcat 1s killing 1t!

'25 and 26 were the
biggest Tomcat years ever

365 selling season

eCommerce acceleration

OCT NOV DEC JAN FEB MAR APR MAY JUN JUL AUG SEPT

Peak Weeks in Sep and Oct

49
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Josh Meihls

SVP, Chief Growth Officer




Deeply rooted
partnerships built
on superpowers

o
/)

>
>

\\\

Home Centers Mass Retailers Hardware

Sales & Supply Chain Service

Partnerships
Rt
UNCZ, onnie
iy

Retail Activation

opzay, OPRING
T b

IT'S AN EXTRA BIG DEAL!

MARCH 12-26




Expanding our
roots and creating

new growth
=

eCommerce Farm & Fleet Club Grocery

Creating a New Channel

DIFM - Small/Medium Pro

Creating New Partnerships

Home Centers Mass Retailers Hardware




i

Moving to a more
balanced approach to
support omni-channel

eCommerce eCommerce Media that
Focused Specific Drives Online
Teams Assortment Conversion

digital penetration
(+300 bps vs 2019)

APPLYBAG PER SEASON TO

Stop Clear Protect Protect
Crabgrass  Weeds from heat  all winter

"0 ALLYEAR

See product labels for complete instructions:

Online Only
Promotions

Always On
Innovation

0%+

digital penetration
target through

‘‘‘‘‘

S 5

SMG 2.0

Branded POS includes our largest strategic customers, eCommerce and only branded products and excludes Mulch, Private Label and Commodity

products. This POS data represents >80% of U.S. Consumer net sales.. eCommerce is defined as retail.com, Amazon and SMG direct sites.




i

We expect growth
momentum throughout
Club, Farm & Fleet and
Grocery channels

Traffic &
Membership

New Store

Openings Events

Assortment

Growth across

these channels has

more than doubled
since 2019
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i

Capturing a newhchannel FRO
opportunity with Pro
$100M+

opportunity with small

0 ®
SCOttS erade'GrO DIFMis to medium-sized Pros

* Dedicated Team * Retailer Partnerships

°* Pro Council ° Pro Rewards Program

* Pro Assortment




Scotts Pro testimonials

66

NCEEWAILGRO S
Pro line of grass
seed. | have
already had

/4
!

SUCCessS

Jordan
Heppard
Huntsville, OH
TLAWN
DOCTOR

PROPERTY TREATMENTS

\

\

66

| have been using some of
these Scotts products on
my lawns and been happy
with the results. Everything
is nice and green.
Everything is thick and lush.
Super excited about some
of the new products!”

Georgia
Roth

Bellefontaine, OH

Green Scene
LLawn Ser\'lcllgt

57



SMG selling everywhere the consumer
engages — 1n store, digitally and
expanding to include the Pro

Omni Channel Growth Channel Momentum
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Category Foundation
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Dr. Paula Powell

B RedD)

Sadie Oldham

VP & GM, Gardens
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A legacy of product development

Largest R&D Program @
In Consumer Lawn & Garden

1868 800+ 70

First Issued Applications
Innovation Patents Pending

Robust Technical
Capabilities

Extensive Research Network

N\

*
Marysville, OH

*
Apopka, FL




Agile innovation strategy

Enhancing Cultivating
Portfolio Resilience Future Growth

Legacy Consumer

Future-proofing

Q
OQ
Cost Effectiveness :
Emerging Consumer
A ™4
/'®\ Supply Chain FTO cnD
Sl \

New Channels Alt Products

30% SKU Reduction

Fund Growth

Meet Consumers Where They Are

Creating
Disruptive Innovation

R&D Funding

Investment Drives Innovation




Innovation rooted in
consumer preferences

01/ Deliver results to improve the consumer experience

02 / Improve value proposition and stewardship through responsible design

2 TN ST AN .
i i PR —

Safe and Effective Experience & Value

- l ‘ “? ] g

Effective Targeted Plant and Soil Sustainable Product Formats
Biobased, Organic Health Resilience eCommerce Ready & Advanced
Ingredients Nutrition Products & Packaging Dispensing




Enterprise superpowers +
speed of innovation =
our competitive edge

Mainstreaming next-gen categories
to solve consumer frictions

1

Miracle-Gro Organics: Ortho Organics:
Zero trade off Breaking efficacy barriers
organic gardening




Accelerating next-gen growth through
speed and scale

50% of gardeners rank organic & natural as a top-3 purchase driver

Non-Negotiable Organics Organic lawn & garden segment is growing roughly 3x faster than the conventional category

Expanded Organic Offering Variety-Specific Plant Foods eCommerce Shippable Formats

SOIL
ACI

eeeeeeeeeeeeeeeeeeeeeeeeeeeeee

el .
\ ) 4 S
Miracle-Gro L
~ ' S, g
4D MiracleGro e '\
@ = Organic .
| Organic“ FRUIT & VEGETABLE Organlc

LIGHTWEIGHT
GARDEN SOIL

For Easy Lifting & Spreading

Extended

|
R Release PF

Planting Instant
Tablets Feed PF

_______
T4 containers

65



Accelerating next-gen growth through
speed and scale

Alternative products growing almost 2X the rate of traditional chemistry
New consumers coming in drawn to organic and safety callouts
Biggest hurdle is performance - Expect these products to work

Zero Compromise Natural Controls
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GROUNDCLEAR. GROUNDCLEAR.

| Organics  Organics

COLLECTION COLLECTION

WEED & GRASS KILLER [
‘,@‘ 2 _ o 2

GROUNDCLEAR.

Organics

COLLECTION

L.

GROUNDCLEAR.

Kills all types 2 ~ G
& Kills all types
gt :;zzgs and of weeds a Rt ]
grasses il 5

WEED & GRASS KILLER,

‘ | KEEP OUT OF REACH OF CHILDREN =
KEEP OUT OF REACH OF CHILDREN CAUTION s ot seh P WEED & GRASS KILLER
CAUTION Seimse wmee | i .

Aoy samecs. ) Y e Kills ai (B
MANTENER FUERA,DEL ALCANCE DE LOS NIfi0S PRECAUCION &xzase o 8§ /

PRECAUCION =z NET CONTENTSCONTENIDO NETO 115 GAL (4.350)
NET CONTENTS/CONTENIDO NETO 1.15 GAL (4.350)

KEEP OUT OF REACH OF
WARNING sosck

NET CONTENTS/CONTENIDO NETO 1.15 GAL (4.35L)

-
NET CONTENTS/CONTENIDO NETO B
32FLOZ(1QM) 946 mL

<\/, Performance <\/, Safer Formulas

15-minute visible results - Prominent ‘people and pet’ claims
fastest in the market




. Cultivating strategic alliances
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David Huskisson

SVP, Operations & Technology




Delivering on our commitments

$150M Cost Savings over 3 years

On track to outpace our cost savings target by the end FY27, with continued runway

1 Network Optimization & Logistics

Going forward

. - R ¥ ¥ Vg
_ -:.‘ ¥ /
2 Manufacturing Automation & Efficiency $1 3 5 M ‘ Songfonard .\
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Our expansive supply chain
is a competitive advantage

North American
Supply Chain
Operations
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A family
business

Bill & Tristyn

"ScottsMiracle-Gro

COMPANY

Betzy & Jezmin Alberto Sr & Jr

“We don't measure our tenure in years;

we measure in generations.”

Jeremy & Dontavious Jose & Maria Cristina & Estefani
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Significant reduction in
inventory since FY22

Greater than
50% reduction in
average carrying

Inventory since
FY22

FY22 FY23 FY24 FY25 FY26




Capex FY26
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FY26 capex
spend by
category

ScortrsMiracleGro
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Capital investments geared towards
automation and technology

S4 HANA ERP

SAL4

3-year investment in SAP S/4HANA
to transform our business

Adopted a “clean core” mindset
which will:

 Optimize business processes
Enable process automation,
Drive business velocity (E.g. M&A)

The Foundation Enabling Al

Kinaxis Supply

Transformation e Chain Planning

KINAXIS®

RE!

“Always on” supply chain planning to enable agility,

orchestration, and operational efficiency

e Unified Data
Platform

databricks

Multi-year journey, in parallel with
our SAP investment, to:

Improve data visibility
Increase decision velocity
Expand consumer insights
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Where we’re scaling Al

Al is already at work across the enterprise — now focused on five value-creating priorities.

Al for the
Consumer

Service,
personalization
and content that
convert demand

Self-Service
Analytics

Plain-language
data questions
answered in
minutes

Pricing & Promo
Optimization

Pricing and
Promo scenarios
that expand
margin

Demand
Intelligence

Sharper
forecasting; lower
INnput costs

Intelligent
Automation

Automate tasks;
redeploy people
to strategic work
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EVP, Chief Financial Officer
and Chief Accounting Officer
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Why invest in The Scotts

Miracle-Gro Company?

O

Market
Leadership

We are the undisputed
leader in the North
American consumer
Lawn & Garden market,
driving industry standards
and customer loyalty.

[IV\,S

Core
Superpowers

Our distinct competitive
advantages are anchored
in our powerhouse
capabilities: world-class
brand strength, high-
impact marketing, elite
sales force, cutting-edge
R&D and an optimized
supply chain network.

®

Financial
Growth

We are at an exciting
point in our financial
journey post-Covid
including a return to
consistent sales growth,
long-term gross margin
expansion and financial
deleveraging driving future
valuation creation.




We are consistently

Financial
Commitments

Consistently delivering
on our external financial
commitmentsin FY25
and FY?26.

Margin
Expansion

+790 bps gross margin rate
improvement over 2 years
via cost outs, automation,

Al and emphasis on

branded products.

delivering results

Deleveraging
Progress

Leverage reduced below 4x
and on track to further
reduction in FY26 and beyond.

Sales
Growth

~+2% annual net sales growth
over the last 3 years driven by
innovation, eCommerce and
natural/organic focus.

Lawn & Garden
Focus

Streamlining operations
through the successful
divestiture of our
Hawthorne business.

Partnerships &
Reinvestment

Executing partnerships
like Black Kow and scaling
advertising, R&D and
capex for long-term
growth.




How SMG 2.0 will create sustainable,
long-term shareholder value

Dependable Consistent Disciplined

Net Sales Profitability Capital
Growth Expansion Allocation

NET SALES ADJUSTED GROSS FREE CASH
GROWTH +2-4% MARGIN RATE +50-100 bps FLOW >$275 M Long-term
leverage target
below

ADJUSTED EPS +5-8% LEVERAGE 3.0-3.5x 3 O
X
o



SMG 2.0 mid-term +2-49,
growth algorithm Mid-term

Dependable Net Sales Growth Net Sales
Growth

Category Expansion &

Innovation

b

Consumer Engagement

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

ORTHO®
HOME DEFENSE

MOSQuITO

KILL & PREVENT

CowManure :

Organic
i Blend ososas

PREVENTS

eCommerce

N L ieenone. i . ) Tl
\ 4,300 SQFT
propeeTeRISNE . g 4 - SR
3 Eor Beautiful Flowers,
X p a n e 3 yegetable Gardens, Shrubs & Trees .

channels

0 o

SAFE R85ECKIDS & PETS

8-year
Average Annual

Growth Rate Pro/DIFM

HYDRO
INSTANT FEED

Plant Food GREENS W\
=== IN3 DAYS |}

COVERS UP 10 5,000 $4. FT.
Net Wt/Peso Neto: 158 1b (7.16 g}




Long-term

SMG 2 .O mid-term | " Gross Margin
O mprovemen
grOWth algorlthm driven by focus on Rate Goal of

higher-margin branded ~40%

sales, increased capex
spend to $130M annually
and annual supply chain

Adjusted Gross Margin Rate cost savings initiatives
of ~1% of net sales

Consistent Profitability Expansion

40.0%

31.6%
30.0% 27.6%
23.7%

At least

32%

20.0%

+790 bps

10.0% in the last 2 years

Adjusted Gross Margin Rate

FY26 Adjusted Mid-term
Gross Margin Algorithm

FY23 FY24 FY25

0.0%




SMG 2.0 mid-term
gI'OWth algorithm Adjusted EPS Growth

driven by SMG 2.0
Consistent Profitability Expansion growth initiatives,
our Bonnie JV and
a balanced Capital
Allocation strateqgy

$4.00 +$2 .59 $3.80

in the last 2 years

$3.00

$2.51
(7))
a
L
©
()
S $2.00
=
j5 $1.21
7))
=L
-c ‘\‘_'_‘\\.' ,,,
< $1.00
FY26 Mid-term
Adjusted EPS Algorithm
$0.00

FY23 FY24 FY25




SMG 2.0 mid-term
egrowth algorithm

Disciplined Capital Allocation

Consistent and incremental technology,

SG&A Reinvestment  advertising and R&D spend and SG&A
spend ratio ~17-18% of net sales

Capex spend of 2.5-3.5% of net sales driving

Capital Investments focused on automation

Consistent Dividend Maintain high-quality quarterly dividend

Share Repurchases Anti-dilutive and opportunistic repurchases
Long-term
leverage target
Mid-term target leverage 3x to 3.5x and below

Strong Balance Sheet

free cash flow productivity ~80 to 100% 3 OX
o

Strategic Acquisitions Accretive, tuck-in acquisitions

- . Z "(?




SMG 2.0 mid-term

- Strategic tuck-in
grOWth algorlthm and financially
Disciplined Capital Allocation accretive

acquisitions and
partnerships

Lawn & Garden Core or Adjacent
Synergistic with Low Execution Risk

Strong Returns and Financially Accretive

Neutral to Positive on Leverage




SMG 2.0 mid-term growth algorithm

FY2/7-FYZ29

Net Sales 2-4%

Adjusted Gross Margin Rate 50-100 bpS

Adjusted EPS 5-89%
Free CashFlow >$275M L

ong-term
leverage target

Leverage Target 3.0-3.5 below
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Why invest in The Scotts
Miracle-Gro Company?

O

Market
Leadership

We are the undisputed
leader in the North
American consumer
Lawn & Garden market,
driving industry standards
and customer loyalty.

{M‘S

Core
Superpowers

Our distinct competitive
advantages are anchored
in our powerhouse
capabilities: world-class
brand strength, high-
impact marketing, elite
sales force, cutting-edge
R&D and an optimized
supply chain network.

®

Financial
Growth

We are at an exciting
point in our financial
journey post-Covid
including a return to
consistent sales growth,
long-term gross margin
expansion and financial
deleveraging driving future
valuation creation.
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Reconciliation
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Financial Measures




Use of Non-GAAP Measures

To supplement the financial measures prepared in
accordance with U.S. generally accepted accounting
principles ("GAAP"), the Company uses non-GAAP
financial measures. The reconciliations of these non-
GAAP financial measures to the most directly
comparable financial measures calculated and
presented in accordance with GAAP are shown in the
following tables. These non-GAAP financial measures
should not be considered in isolation from, or as a
substitute for or superior to, financial measures
reported in accordance with GAAP. Moreover, these
non-GAAP financial measures have limitations in that
they do not reflect all the items associated with the
operations of the business as determined in
accordance with GAAP. Other companies may
calculate similarly titled non-GAAP financial measures
differently than the Company, limiting the usefulness
of those measures for comparative purposes.

Reconciliation of Non-GAAP
Financial Measures

In addition to GAAP measures, management uses
these non-GAAP financial measures to evaluate the
Company's performance, engage in financial and
operational planning, determine incentive
compensation and monitor compliance with the
financial covenants contained in the Company'’s
borrowing agreements because it believes that these
non-GAAP financial measures provide additional
perspective on and, in some circumstances are more
closely correlated to, the performance of the
Company’s underlying, ongoing business.

Management believes that these non-GAAP financial
measures are useful to investors in their assessment of
operating performance and the valuation of the
Company. In addition, these non-GAAP financial
measures address questions routinely received from
analysts and investors and, in order to ensure that all
investors have access to the same data, management
has determined that it is appropriate to make this data
available to all investors.

Non-GAAP financial measures exclude the impact of
certain items (as further described below) and provide
supplemental information regarding operating
performance. By disclosing these non-GAAP financial
measures, management intends to provide investors
with a supplemental comparison of operating results
and trends for the periods presented. Management
believes these non-GAAP financial measures are also
useful to investors as such measures allow investors to
evaluate performance using the same metrics that
management uses to evaluate past performance and
prospects for future performance. Management views
free cash flow as an important measure because it is
one factor used in determining the amount of cash
available for dividends and discretionary investment.
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Financial Measures

Definitions of Non-GAAP Financial Measures

The reconciliations of non-GAAP disclosure items include the following financial

measures that are not calculated in accordance with GAAP:

« Adjusted gross margin: Gross margin excluding impairment, restructuring
and other charges / recoveries.

* Adjusted netincome (loss) from continuing operations: Net income (loss)
from continuing operations excluding impairment, restructuring and
other charges / recoveries, costs related to refinancing and certain other
non-operating income / expense items, each net of tax.

« Adjusted diluted netincome (loss) per common share from continuing
operations: Diluted netincome (loss) per common share from continuing
operations excluding impairment, restructuring and other charges / recoveries,
costs related to refinancing and certain other non-operating income / expense
items, each net of tax.

Reconciliation of Non-GAAP

Forward Looking Non-GAAP

In this presentation, the Company presents certain forward-looking non-GAAP
measures. The Company does not provide outlook on a GAAP basis because
changes in the items that the Company excludes from GAAP to calculate the
comparable non-GAAP measure, described above, can be dependent on future
events that are less capable of being controlled or reliably predicted by
management and are not part of the Company’s routine operating activities.
Additionally, due to their unpredictability, management does not forecast many

of the excluded items for internal use and therefore cannot create or rely on

a GAAP outlook without unreasonable efforts. The occurrence, timing and amount
of any of the items excluded from GAAP to calculate non-GAAP could significantly
impact the Company’s GAAP results. As a result, the Company does not provide

a reconciliation of forward-looking non-GAAP measures to GAAP measures,

in reliance on the unreasonable efforts exception provided under Item
10(e)(N)(i)(B) of Regulation S-K.

o1



Financial Measures

As reported (GAAP)
Impairment, restructuring and other

Adjusted (Non-GAAP)

As reported (GAAP)

Discontinued operations
Impairment, restructuring and other
Other non-operating

Adjusted (Non-GAAP)

Reconciliation of Non-GAAP Measures

(In millions, except per share data)

(Unaudited)

Year Ended September 30,

Reconciliation of Non-GAAP

2025 2024 2023
Gross Gross Gross
Gross margin as a Gross margin as a Gross margin as a
margin % of sales margin % of sales margin % of sales
$ 10196 31.3% $ 8888 27.2% $ 6573 18.5%
101 1.7 1856
$ 10297 31 6% $ 9005 27 6% $ 8429 23 7%
Year Ended September 30,
2025 2024 2023

Netincome  Diluted net
(loss) from  income (loss)
continuing  per common

operations share
$ 1821 § 3.10
0.0 0.0
409 0.70
0.0 0.0

$ 2230 $ 3.80

The sum of the components may not equal due to rounding.

Netincome  Diluted net
(loss) from  income (loss)
continuing  per common

Net income  Diluted net
(loss) from  income (loss)
continuing  per common

operations share operations share
$ 273 0.47 $ (3801) $ (6.79)
0.0 0.0 0.0 0.0
1176 2.04 448 1 7.95
0.0 0.0 0.0 0.0

$ 1449 § 2]

$

681 $ 1.21
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