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A  Strategic progress and ongoing priorities p Martyn Coffey, CEO
B Marley
An introduction to Marley p David Speakman, CEO Marley
Deriving value from integration - Simon Bourne, Chief Operating Officer

C Marshalls

Marshalls Landscape Products p lan Dean, MD Marshalls Landscape & Building Products

Marshalls Building Products p lan Dean, MD Marshalls Landscape & Building Products
Operational excellence p Simon Bourne, Chief Operating Officer

Digital transformation p Adil Jan, Chief Information Officer

Structural growth drivers and sustainability p Professor Chris Harrop OBE, ESG Strategy Director
E Summary p Martyn Coffey, CEO
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Welcome and key takeaways

The Group has transformed into a significantly more robust and resilient business since 2013
Demonstrable track record of consistent outperformance against UK construction output growth

Medium term prospects across all target end markets are positive notwithstanding short term pressures
Significant internal investment opportunities exist to deliver new product development, efficiencies and
organic growth - concrete NPD and dropship

Marley Is an excellent acquisition, with further value extraction through ongoing synergies and best practice

operational improvements, and exciting growth prospects in solar PV and smart energy opportunities

Marshalls



Strategic progress and
ongoing priorities

Martyn Coffey, CEO

=if Marshalls




CAPITAL MARKETS DAY 22 SEPTEMBER 2022

Marshalls plc p our Five-year strategy

OURVISION

Qur vision is to Create
Better Spaces and Futures
for Eve:\one Socially,
Environmentally a wd
Economically

OURMISSION

Our Continuing Mission is to Deliver
Sustainable Growth through a Brand
that Drives Customer Specification
of Innovative Product Solutions for

the Built Environment

OUR
STRATEGIC
GOAL...

is to become
the UK's Leading

Manufacturer Strateg IC

of products for the S
Built Environment Priorities Brand

Preference
for Product
Specification

Logistics
-“°.. @ Excellence

Marshalls C

&M&M @e,h\'er S@aces Centricity Sustainable

Materials
Supply

New Product
Development

Digital
Transformation
Enabled by People | Operational

and Talent Excellence
Development

Growth in the

.,“: 3 M a r S h a I I S Emerging Businesses
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Capital allocation policy
Clear and consistent policy has supported strategy delivery and is unchanged going forward

1

Organic

growth

Capital investment
remains core to strategic
growth

Focused on efficiency or
growth based on
business unit needs

Flexibility to scale spend
up or down based on
market conditions

“2* Marshalls

Continued focus on R&D
and NPD

New product ranges to
support stone to
concrete trend and
smart energy products

3
Ordinary

dividends

Maintaining dividend
cover of two times
adjusted earnings over the
business cycle

A

Selective
acquisitions

Target selective bolt-on
acquisition opportunities in
New Build Housing and
Water Management

5

Supplementary

dividends

Supplementary dividends
when gearing materially
reduced

Discretionary and non-
recurring




Diversification of the Group p product range evolution

Landscape Products Building Products Roofing Products

i, 28
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2017 and 2018 2022
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Diversification of the Group - revenues by reporting segment & end

market
Revenue by reporting segment: 2013 and June 2022 LTM Revenue by end market: 2013 and June 2022 LTM

£799m

£195

£'millions

£307m

£423

2013 June 2022 LTM 2013 June 2022 LTM

B Landscape Products Building Products  m Roofing Products ® New build Housing Commercial, infrastructure and industrial M Private housing RMI

-2 Marshalls




PBT - £'M

Track record of delivering shareholder value p outperforming construction
output
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HllAdjusted PBT —Construction output

Adjusted PBT - 2013 to June 2022 LTM: CAGR = 23.1%

ONS Construction Output - 2013 to 2021: CAGR = 2.7%
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Adjusted EPS p 2013 to June 2022 LTM: CAGR = 18.8%



Acquisitionof Marley p¥ Ul f I Nbst i1 bmmt ! pg! Sppg]j o

Acquisition drivers

Accelerated our five-year strategy to become the UKs leading manufacturer of products for the built environment
Complementary, extensive range of products across the full roofing system

Foil bodfeluil fl Hspvo

Attractive end mar

Strong commercia

Strategically located sites within opportunities to drive operational and ESG gains

Strong financial case p expected to be double digit EPS accretive in 2023

Ket dynamics in new

Five months post-deal

An excellent acquisition, with further value extraction through synergies and best practice operational

Improvements

oulild housing and

sales strategy, complementary sales c

Positive performance trajectory reported in H1 2022

Marshalls

RMI

nannels
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Marley p value extraction opportunities

Commercial

Evaluating the opportunity for manufacturing brick slips (estimated market of £40 million to £50 million) on the

Marley tile machines to sell through Marshalls Building Products

Mf wf sbhf! Nbsmfz!t!usbejoh!pggfs!tup!t]ngmjgz!boe!sfevdf!
Operational

Unlock capacity through targeted capex, process improvement and Marshalls' manufacturing expertise

Combined network review to be undertaken to identify surplus sites for disposal

Leveraging procurement benefits across the enlarged group

Evaluate logistics optimisation

Mf wf sbhf! Nbsti bmmt!!ufdiojdbm! boe! FTH! fyqgfsj] fodf
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Group focus and key near term objectives

Continue to differentiate Marshalls from the competition

Fully integrate Marley into the Group, extract synergies and operational improvements and capitalise on

the solar opportunity

Balance manufacturing capacity and market demand in Marshalls Landscape Products to rebuild
operating margins

Increase brick capacity and grow market share

Further develop Civils and Drainage product range and increase capacity

Cash generative business model will reduce Group net debt to less than 1X EBITDA

Marshalls




Marley Roofing Products

An introduction to Marley p David Speakman,
CEO Marley

w¢ Marshalls




£-M

Performance evolution p Marley Roofing Products
Revenue, adjusted operating profit and margin growth

200

180

o

o
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FY19A

mm Revenue

FYZ20A

Adjusted operating profit (1)

FY21A

—Operating margin

26.0%
25.8%
160
140
144.7 18.5%
120 19.3%
118.8

100
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4

2

LTM June 22

30%

25%

20%

15%

10%

0%

£195m
LTM Revenue24% of Group

+88%
Operating margin LTM vs 2019

80%+
Track record of cash conversion

High performing underlying EBIT Margin
through the cycle

Track record of profitable growth from
acquisitive strategy (JB and Viridian)

OBekvtufel! pgf sbujoh!gspgju!tubufe!jo!bddpsebodf! xjui! Nbstibmmt!!bddpvoujoh!qgpmjdjft
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Attractive end market dynamics
New housing market in structural undersupply

Ve

Commentary

A UK housing market in a structural deficit, ensuring a

long-term residential new build growth requirement

A311lTipnft!lcv] mu!jo!3132!"wt/ Tuif!]
300k homes, leading to a deficit of 100k homes this year

A Household formation has outstripped new housing
starts over the medium to long term

A UK house prices are at an alltime high and growth has
outpaced inflation over the past two decades, further
enhancing the need for affordable housing

A Concrete tiles have dominated the GB pitched roofing
market for the past 75 years

(

The 100k home deficit would
require 100m concrete metric
tiles, worth £100m

\_

\

Additional £95m )

value upside from
fittings,

accessories and
battens

\_ J

< Marshalls

-

£67m further solar
potential

-

~

j

\_

This would require 4 new
concrete tile factories / lines

250
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Housing supply in structural deficit

M Flats & Apartments Housing

100k home
deficit

2012 2013 2014 2015

J

4 )

Greater average
roof area enhances
growth potential in

new housing

- J
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Structural shift to larger family homes
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The UK has a rapidly ageing housing stock

SNJ!'tusvduvsbmmz!tvggpsufelcz!urtf!ipnflt!sfopwbuj g

Ageing housing stock Roofing context to RMI

A The UK has an ageing housing stock, requiring significant A The residential roofing sector is dominated by pitched roofs with

renovation work concrete tiles
A Average UK home is 65 years old, with 65% of homes built A Concrete tiles have a typical 50 to 60-year product lifecycle,

pre-1974 Indicating a renovation rate of 2% per annum

A Significant element of post -1945 building was social housing A Housing stock of approximately 28m homes: <1% currently
p owned and renovated by local authorities being re-roofed annually

A Private residential roof refurbishment is a core RMI market A Social housing stock entering the next renovation cycle

driver

>\

Local authorities and government policies underpin strong
planned maintenance for social housing renovation, driving

social RMI spend
65% of the UK’s houses built pre-1974

_________ Significant element of UK B e 3% 3% s | %22
:_’ housing stock will require - 6% [ 9% 6% o
re-roofing in the next few 15% i a% 16% Mixed & other types
years
15% m Asphalt & Felt
13%
10%

Clay

00
=S
00
=S

6%

1,382

7%
m Concrete
1,7

6% 6%
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m Natural
slate/stone/shingle

65

2001

[
[
[
[
|
|
[
[
[
|
[

2o
[
|
[
[
|
|
|
[
[
[

=) w
Pre-1850 E R
=
1850-1899 00
il
\l'-‘
X 0o
~J
W

1900-1918
1919-1944
Post-2012

~
(=)
i
mn
0
(=)
i

1975-1980
1981-1990
2002-2011

3
(=)
L |
n
I
(23]
i

1991

Thousands of houses Pre-1919 1919-44  1945-64  1965-80 1981-90 Post-1990 All

.22 Marshalls

7"Marley



y

The Marley Full
Roof System

Marshalls




Most comprehensive roofing system on the market

Non-housing
13%

Housing (new)
41%

Private housing
(RMI)
20%

Sector
exposure

Public housing
(RMI)
26%

2 Marshalls

Concrete tiles
Market leader
Under-supply
Significant number of profile, pitch and colour
options
Leverage of roofing range & system

Clay tiles
Market leader in Plain tiles
Only 2nd manufacturer of interlocking tiles in UK
: 14%
Structural under-supply with no prospect for
capacity growth .

Timber battens
( KC!' Sfellusbefnbsl ! jt!sfh
leading UK batten 16%
British Standard compliant roofs ‘

SolarTile®
Solar panels allowing roofs to become a ‘

mainstream element of the renewable ener 12%
gy
economy
Components 4
Underlays, dry fix components, ventilation, fire
protection and roof fixings 5%

Proprietary & generic solutions
Merchandised packaging to support the channel

i f1joe:

7"Marley
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Market leadership in core products

Leading GB manufacturer with high market share across the roofing sector

GB concrete tile manufacturers

Competitor#4 LR
% ¢ Marley
30%

%

Competitor#3
15%

Competitor#2
18%
Competitor#1
28%

Marley is the #1 GB concrete tile manufacturer by volume

Timber battens
7"Marley

32%

Others
68%

Marley has the only UK machine-graded batten

-:* Marshalls

GB clay plain tile manufacturers

Competitor#3
5% 7"Marley

48%

Competitor#2
23%

Competitor#l
25%

Marley has most spare capacity for share growth in plain tiles

Roof integrated solar PV

7"Marley
54%
Others
46%

Marley is leading player in roof integrated solar PV

7"Marley




Highly recognised and most frequently preferred roofing brand

Nbsmf z!t!csboelsfqgvubujpo Preferred roofing brands
Brand awareness (unprompted) p top 5 Prompted awareness and preference
+13% +1% +6% +6% +4% - 41% 56%
85%
26%
% 28% <
329 : 25%
- 21% 3 : .
13% - — 4% 3% 3%
- E | 5% p— —
15% 070
2% 3%
.(’Marley Competitor #1 Competitor #2 Competitor #3 Competitor #4 2011 2013 2015 2017 2013 2021
Lighter shade: “Which other roof tile brands are you aware of?” % changesince 2019 —?’Mquey - Competitor #1 e COmpetitor #2
Darker shade: “Whichrooftile brandswould you consider specifying on projects?”
Unprompted consideration and awareness over time Marley MAT website visitors by traffic source
1,000,000
—— 87% 85% 87% 85% lllllllllll||
72% 3 B I I I
75% 600,000 l l
69% 70% | il iih
7% 58%
52% > 400,000
38%
35% o
29% 29% — % 200,000
0
2011 2013 2015 2017 2019 2021 \90_-& &o:é’ ‘,@}0 ?qj’ ‘pj’ \f.«? \&,\D M«o 4’59 ob_«o é 2® Qf \;’”\ \é’_«o &(x\ ‘8\9 ‘,1*1\ \f» \&;\ w{p %togo oc__-.\ “o‘o dﬁ\ \odcv & A ,:0*'0
[ R 4 . .
r Mquey Compet'tor #1 Competltor #2 B Organic m Direct ¥ Referral ' Social ® Email m Paid Search m Other

£.2¢ Marshalls 7"Marley



Sustainable operating margins
Sustainability of operating margins underpinned by market structure and demand drivers

UK housing market is in a structural deficit, ensuring a long-term residential new build growth requirement

Annual price increases will be focused on maintaining margin -track record of margins by product increasing each year
for over a decade

This is underpinned by the market structure below:
Overall, under supply vs demand to the market- a new factory would increase supply for c25k average houses (new

build or refurbishment) so the imbalance is unlikely to correct
Increasing demand from structural repair and maintenance -you havetores pp g! xi f ol uit fsfl!t! bl gbj] mvsf -

Social housing has planned maintenance programs for roofing
Solar PV margins will move upwards over time to improve overall position. Market penetration mode now complete

Roofing products remain a low-cost product

Marshalls 7"Marley



Solar PV and Marley Smairt
energy opportunities
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Large growth opportunity in solar PV roofing

Growing GB solar market | Currently ~10% of new
_“’_ build housing include solar
7S PV
GB small scale Solar installations: MWp 130,000 | >70% in Scotland!

Marley Group solar panel sales

Marley & Viridian have the

20.0 120,000 — ) _
5.0 Cviridian highest share of integrated
A 4 installations
100,000
20 45 Majority of UK
% homeowners are
80,000 .
//37 concerned about their
home energy efficiency &
10.0 3.0 = ..
06 ” & | _ the rising cost

Change in building

40,000 i - . -
5.0 15 regulations and social
|| ‘ housing grants help
‘*NQ v"eq 0“\.\05 o"‘"\.’s @;9 : v-ﬁ-\g oc-"‘? & = D

homeowners make the
20,000

shift towards green
! 0.0 energy

¢

Yy Ny D q:\‘ A v"?' Ay
Vo o" 0(9' &

o,
"?
\3

: o o v ¢
¥ W &

2015 2016 2017 2018 2019 2020 2021 LTM i :
B 010 <4 kW e Marley/Viridian sales (RHS) \’ Anyone changing their roof

= IS thinking about future -
proofing

A sizeable market with growth potential driven by growing consumer awareness
and favourable UK government policies (Viridian revenue LTM June 2022: £22 million)

£.2¢ Marshalls 7"Marley



Roof integrated solar PV: high performing and significant growth
opportunities

< Scottish regulation changes have energised solar on new build housing Marley Smart Energy solutions

10% 23% 40% 52% 67% o o L _
Building on the acquisition of Viridian to expand Smart Energy solutions for

homebuilders, social housing providers and homeowners
A Changed building
regulations in 2015

46.7
40.2

A Notional House 32.2

requires 0.8kWp

per 85m2 home
A Equates to three or 16.1

four panels per

house 6.8

{ Roof -integrated solar

Inverters

‘ Batteries & air source heat pumps

2016A 2017A 2018A 2019A 2020A
Solar accessories
Bl Scotland new build panel sales (k) % Scotland new build with solar EV Chargers diverters. smart home systems
——— == & Derived impact of Part L of the Building Regulations 2021 in —— Outperforms the competition

England and Wales

a a N
8 panels 180k 60% SR V ‘_Y_\ @ & L 7

Potential solar panel

Per house, given that - ilt wi .
notional hguse in x 2021E England & x Hous;nog:ak;u;[[t with — opportunity from Fully integrated Rapid and Certified high Achieves the High module
England will be BiElEs rewElng 8 panels per house EL (LI 17 (27 e sleek panels simple wind resistance highest fire efficiency
2.6kWp completions & Walesp 4 x with great installation rating
' current market size aesthetic

Marshalls 7"Marley

Changing regulations in favour of solar PV Nbsmfz!t! gspevdu! pggf sj o



Marley Roofing Products

Deriving value from integration p Simon Bourne,
Chief Operating Officer

w¢ Marshalls
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Value add opportunities with low capital requirements in all production
facllities

Tusbufhjdbmmz! mpdbufe!tjuft! Al 95%

Current utilisation across all metric

Provide efficient coverage for both supply and distribution ‘ Concreteiles tile production lines on current shift
Freehold Sites with space give opportunity for expansion ‘ Gradedtimber patterns

Available capacity on existing assets p currently operating at ‘ Gy tles

64% average efficiency ST
Productivity gains identified on existing patterns ‘ Solartiles

Opportunities to amalgamate with existing Marshalls network Q Distribution centres

81%

@ Glasgow
» Target utilisation with efficiency
o Metric, Plain, Ridge tiles
e Metric, small format, double-plain tiles & fittings 6 Gainsborough
Keele 5 7 ()/
o m Double-camber plain, single-camber plain, pantiles, G Viridian Target utlllsaet)l(or;;/]vsl'i[gnshlft pattern
Bridgend @ o g

o Gainsborough Timber battens, commercial decking Beenham @ Aylesford
.o“o' : ---------------------------------------------------------------------------------
-2+ Marshalls
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Well placed to unlock value from the expanded geographical footprint

|
Strong combined geographical spine for Distinct regions across North,

: ilding Produ tsx9 7+2 Central, South East & South West
gvuvsf!efwfmpgnfou! ps b BUF po! A

Burton and Beenham have very large footprints
All four Marley manufacturing sites are capable of

Implementing tile/brick/block paving or a flag plant 22
There would be no requirement for additional land (> Concrete production faciliies

We now have a number of options to extract value

from disposing surplus properties and an extended
network review Is underway.

Marshalls



'r’Mqueyv

Value extraction opportunities through synergies and best practice
operational iImprovements

Technical Expertise Operational best practice

There are synergies with our operational Marshalls' industry leading concrete technology We will deploy a proven manufacturing
support functions competencies will be applied in Marley excellence approach

Procurement alignment provides stronger We havea clear SBTimethodology for carbon Underpinned by mapping across our well-
buying power and opportunity for a more reduction and projects that are already established engineering strategies and
sustainable supply chain underway in Marshalls will be extended to equipment improvement models

We will leverage complementary include Marley: Cem Free, Cement Replacement We have demonstrated capability of
transport models and Carbon Sequestration delivering cost savings and efficiency gains
Marshalls NPD and Programme Teams will Further ESG Roadmaps for Water and across multiple divisions and sites, most
mobilise to support network projects Waste will also include Marley, as well as recently Grove andMells

theNbsti bmmt ! dzFowj spo

nf o.\u lsmle's output has increased 43% since the
ProductEf d mbsbuj polL) gspdft

U start of the year

Mells cost of manufacture has reduced by
29%, mainly driven by a £3 million cost base
reduction.

Both exercises were completed within a 12
month period

Marshalls



Marshalls Landscape Products

lan Dean, MD Marshalls Landscape & Building
Products

w¢ Marshalls




Performance evolution p Marshalls Landscape Products
Revenue, adjusted operating profit and margin

£423m

LTM revenue
53% of Group

450 18%

400 16%
14.7% ..
350 14%
13.5% ]__prt
00 oo margin compression due to lower
volumes
250 10%
Action to be taken to align capacity to
500 8.2% - lower demand levels and rebuild
margin
150 6% |
0 e Focus on NPDand stone to concrete
opportunities to maintain
20 2 differentiation and improve mix
. Extension of leading service offer to
0 % . . . .
FY19A FY20A FY21A LTM June 22 Improve ease of doing business whilst
mmm Revenue Adjusted operating profit (1) =——Operating margin making sure the bUSiﬂESS iS in the

right shape for the market ahead
Marsha”s WBekvtufe! pgqf sbujoh!gspgju!tubufe!jo!bddpsebodf! xjui! Nbstibmmt!!bddpvoujoh!gpmjdjft
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Marshalls Landscape Products p coverage of construction end markets

Balanced exposure across the construction market but higher weighting to private housing RMI than other
reporting segments

® New build housing m Commercial, infrastructure, industrial m Private housing RMI

“2* Marshalls
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Our products
Concrete flags, blocks & edgings

From design-driven paving and permeable options to
complementary tactile, kerbs and ancillary ranges,
we offer our customers the most complete
landscaping range in Great Britain.

Our products all meet British Standards and can fulfil
any trafficking requirements. With multiple sizes,
colours and textures to choose from.

We offer:

A Flags

A Blocks

A Kerbs & edgings
A Tactile

A Permeable

Products are delivered on our own fleet of vehicles
offering self off -load and small load solutions.

-:* Marshalls
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Our products
Natural Stone

From paving to completely bespoke solutions -
the possibilities are endless for specifiers when
iIncluding our Natural Stone products in their
public realm designs.

All Marshalls natural stone is responsibly sourced
with complete supply chain transparency. We
offer stunning ranges from both mainland Britain,
Europe and Asia.

We offer:

A Paving - standard & tactile
A Kerbs

A Setts

A Furniture
A Masonry & artwork

.22 Marshalls
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Our products
Landscape Protection & Furniture

2R A

(YT e F T AT S

5

Rt

-

To complement our Concrete and Natural
Stone ranges, we offer both protective and
non-protective street furniture solutions which
blend seamlessly into urban landscape
design.

This includes:

Bollards

Street furniture
(seating, cycle stands and litter bins)

Post and rall
Active travel solutions

Hostile Vehicle Mitigation (permanent,
temporary, static and automatic)

j>\

> >

-:* Marshalls
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Commercial Excellence framework sets the improvement priorities

Marshalls Landscape Products

Digitisation of people and talent
management process improves

performance and retention.
A People XD roll out, phase 2 Q4 2022

Brand preference score and mix 0®%

| @
Improvement from the 0: °.,,.: :Comex

development of our commercial .. .' Marshalls - Commercial Excellence

levers.

A Specification sales approach
evolves further with strengthening
of carbon messaging in a market
that is much more receptive.
Dropship leverages unique range
offer and develops sales mix
NPD delivers Lunar Rangep the first
range in the move to capture sales
iIn own produced lower carbon
concrete rather than bought in stone

Return to 15%+ Operating

Implementation

Levers

Margin

-:* Marshalls

dzTi j of L dvtupnf
programme drives
iImprovements in Net Ease and

NPS scores

A Enterprise-wide mapping activity and
accompanying KPI dashboard
makes clear an individual's impact
on process and real-world
customers and empowers then to
make improvements
Digital Systems deliver frictionless
trading and improved pre-sales,
sales and aftersales experience

Business prepared for changing

market

A Reduce cost base to match market
demand

A Development programme to update
trading skills for the market that we
are facing into

35




