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Safe Harbor / Non-GAAP Measures

This presentation contains “forward-looking statements” within the meaning of
Section 27A of the Securities Act of 1933 and Section 21E of the Securities
Exchange Act of 1934. These statements are subject to risks and uncertainties that
could cause the Company’s actual operating results to differ materially from those
contemplated by the forward-looking statements. For further information on risk
factors affecting the Company’s business, please refer to our most recent annual and
guarterly reports filed with the U.S. Securities and Exchange Commission. The
Company expressly disclaims any obligation to update or revise publicly any forward-
looking statements, whether as a result of new information, future events or
otherwise.

This presentation refers to certain financial measures not prepared in accordance
with U.S. generally accepted accounting principles (GAAP), including adjusted net
sales, adjusted gross margin, adjusted earnings before interest, taxes, depreciation
and amortization (EBITDA), adjusted operating income, adjusted diluted earnings per
share (EPS), free cash flow, and net debt. We believe that the use of non-GAAP
measures helps investors to gain a better understanding of our core operating results
and future prospects, consistent with how management measures and forecasts the
Company’s performance, especially when comparing such results to previous periods
or forecasts. The non-GAAP measures included in this presentation are not meant to
be considered superior to or a substitute for our GAAP results. Reconciliations of the
non-GAAP measures to the most directly comparable GAAP measures are available
in the appendix to this presentation.
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25 Years and Counting of Brand Leadership

Engineering what’s next in outdoor living®
— Reinforcing Trex leading presence in the decking market

Drive conversion from wood

— Utilizing marketing, product, and lead generation
— Decks.com to target wood buyers

Make the Trex® decision that’s right for you™

— Having more products that meet the needs of more segments allows for
targeting of multiple endpoints including consumers, dealers, and
contractors

Decking Made from 95% Recycled Content

Continued Industry Recognition and Awards

— Top honors from Builder’s Magazine Brand Use Study for “brand
familiarity”, “brand used in the past two years”, “brand used most” and

“highest in overall quality”.

— Awarded “greenest decking”, by the Green Builder Media Readers’ Choice

Awards

— Trex Transcend® Earth Tones decking line earned a spot on Professional

Remodeler’s list of Top 100 Products of 2019

— Ascent® Windscreen System by Trex Commercial Products captured top

honors in the 2019 Glass Magazine Awards was chosen as the year’s “Best

Product Hardware or System”

Consumer Awareness
. . ﬂ Consumer Search
Website Traffic
W Social Media
' ' 'Sales

Market Share




Trex Company Strategic Growth Drivers

Disciplined investment strategies driving consistent profitable growth

Leveraging the Expanding Optimizing Capital
Trex Brand Reach Operations Allocation
« Consumer « Strong « Unique * Reinvesting in
engagement distribution recycling the business
« Channel network business model « Capacity
presence « Contractor  Vertical Expansion
« Licensing  DIY Integration * Share
« Wood « Geographic « Cost reduction repurchases
conversion e Trex « Manufacturing « M&A
Commercial throughput opportunities &
Products Increase Integration
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Solid Long Term Results

Consolidated Adjusted Sales ($Ms) Consolidated Adjusted EBITDA ($Ms) Consolidated Adjusted EBITDA Margin

28.29p 28.8% 28.5%

26.7% 27.1%

22.0%

2015 2016 2017 2018** 2019 TTM Q1 2015 2016 2017 2018** 2019***TTM Q1 2015 2016 2017 2018** 2019***TTM Q1
2020 2020 2020

* Calculations based on full year results through 2019
** 2018 results exclude $6M non-recurring Sales charge *** 2019 results include $16M of Startup and Other Manufacturing Costs
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Residential Market Opportunity

Growing desire for unique outdoor living spaces

— Alternative materials to wood decking are projected to
experience above average annual gains in demand )

— Core market size $6 billion ®

Outdoor living remains a leading home
Improvement market segment

— Exterior property improvements capture 34% of home
improvement spending

Increasing conversion from wood to composites

— 1% of market share gain from wood = $50 million
annual composite sales

Residential cumulative sales growth significantly
outpaced gains in remodeling activity

(1) Principia report on wood and competitive decking
(2) Residential adjusted sales
(3) Joint Center for Housing Studies (US Residential)

Cumulative Trex Residential Net Sales®

and Remodeling Activity® Growth

80% -

Trex Residential
CAGR +12%

70% A
60% A
50% A

40% - Remodeling

CAGR +4%
30% -

20% - /
10% -+

0%

2015 2016 2017 2018 2019
—Trex Residential Net Sales

——Remodeling Activity
@ 6



Wood is our #1 Competitor

TREX OUTPERFORMS WOQOD
Our high-performance composite deck boards are engineered to resist fading, scratches and stains, and eliminate
20 19 M arket S h are time-consuming maintenance so you'll never step foot in the stain aisle again.

Composite
~20%

Unlike wood, Trex composite decking won't:

Wooc +1% Market Share increase =
$50M in annual composite sales

2019 market share data based on company estimate.




New Products, New Consumers

Do-It-Yourself Consumers

Incremental focus for Trex

~60% of deck market

Practical, thrifty

Decisions driven by price & maintenance
Products available in Pro & Retail Channels
Lightweight boards for easy installation

« Leverage decks.com to reach new consumers

decks .com P

ed by Tre:
v
\\<</ What are you searching today? Q

FREE DESIGNER FREEPLANS  PICTURES HOW-TO CALCULATORS FIND A BUILDER

Resources and
Plans for Building a

Deck

Find inspiration, create your own deck design, view
tutorials, calculate materials, see costs and much
more.

) "_—

TrexEnhance BT D

BASICS

« Trex quality, new lower price point

— $1.75/LF (2x price of wood)

« Designed to accelerate conversion from wood

TrexEnhance

NATURALS

» Tropical looks, attractively priced

— $2.50/LF
» Trade-up opportunity from “Basic” wood buyers

@ -




2020 Decking Product Platform

NEW in 2019

-
$2.50/LF Retail’8

$1.75/LF Retail

=1
et

o g RN

TrexEnhance

BASICS

Priced to take share

$2.50/LF Retail ~

TrexSelect

NATURALS EARTH TONES

The beauty of wood The perfect pairing

from treated lumber with the ease of of price and minimal
composite maintenance
Low-cost tier Middle tier

We’ve engineered cost
out of the equation

(wood trade-up opportunity)

$4.25/LF  Retaill LI [ [y S

1

Trex [ranscenad’

Elevated aesthetics
paired with the
highest level of

performance

Premium tier

@




TREX: A Superior Value

Cost per Linear Foot

$0.85 $1.75 $2.50 $4.25
Premium to Wood
1x 2X 3X 5x
$2,883
$1,696

$1,187
$577
i€
Wood Trex Enhance® Trex Enhance® Trex

Basics Naturals/ Transcend®

Trex Select®

Attractive Lifetime Economics

$5,264

Trex High-Performance
Decking Value Proposition

$2,883

{il

1

Estimated Decking Cost for a 16’ x 20’ (or 30 m?) deck. Installation costs
for 16’ x 20’ deck estimated at $10,200. Based on Company findings.

Wood Trex Enhance® Trex Enhance® Trex
Basics Naturals/ Transcend®
Trex Select®
Payback 3 Years 6 Years 12 Years

Estimated Decking Costs and Maintenance Material
Costs for a 16’ x 20’ (or 30 m?) deck over 25 years.
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Industry Leading Reach

« Over 6,700 stocking
locations

 Strongest distribution
channel in industry

HD & Lowe’s Traditional Distribution

Distribution Centers “ Locations

" HD & Lowe's Pro Lumber Yards
« Well-positioned to take on Retail Locations

wood nationally

Distribution Partner Locations

Contractors TrexPros

Homeowners




Full Suite of Outdcor lemg Products

Tre;ﬁSeIect Trex’Transcend’ Trex&gnatu re”

RAILING RAILING ALUMINUM RAILING

Tre;z Elevatlons

STEEL DECK FRAMING

w m- TrewRainEigipe ! "’“[-1 7’

Trex Spiral Stairs’ e e TrexCornhole’

o IEEGEE N
CTalah—"AN"@A L& / / /
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International Growth

« Targeted approach to new markets

» Establish distributors in key markets

» Roll-outs in markets with higher GDP,
personal income and desire for outdoor &
living solutions

* Apply Trex marketing capabilities to key =
target market opportunities {@% @wzg
— TV advertising, online ads, and paid search :@ A
— Develop TrexPro network %, e

* New products offer competitive value
proposition against other composites and
wood

 Building global brand recognition

o
L= ey
L=




Trex Commercial Products

Commercial Products

* Enhances Trex presence in the Commercial Railing Market

— Core market size $1 billion

« Market Leader in Stadium Railing

— Soccer Stadium presence Al AluminumiRailing
Systems .
— Ascent® product awarded Best New Product award by Glass

Magazine

 Diversifies Trex into growing commercial and multi-family
markets

“933-0) 2
A

Custom: gtégihg

~"Custom Re ol
« Leverages relationships with developers, architects and Optiofis
contractors to grow market in less complex environments

— Provides access to the specifier, architect and construction contract

markets A= SN2z
" COWBOYS STADIUM e MADISUNSUUAREGARDEN
« Offers Trex synergy and growth opportunities Arena
— Three railing lines to date have been engineered by Commercial g%'alltjm CCHEAN?ER"
Products and commercialized by Residential Products
— ili i _ - I i ; “rrf//’/_‘ ) 9
Railing line co-developed — manufactured by Residential Products ﬁ o UN%R g LiteGasars

and marketed by Commercial Products 14



Capital Allocation Strategy

Putting Free Cash Flow to work through Investment in Core
Business and Strategic Opportunities

« $177M capital expenditures since 2015 $937M Intrinsic Gain from
» Current projects include $200M capacity $275M share repurchases since 2013
expansion program to meet higher $1,400 1
demand levels $1.200 - Intrinsic Value of Repurchases
* 650 bps consolidated EBITDA margin $1,000 1
expansion since 2015 $800 -
« $348M in investments since 2013 $600 -
funded from free cash flow $400 -
— $276M in share repurchases $200 -
— $72M for SC Company acquisition $0 /Cm’ e Cash Disbursements
L 2013 2014 2015 2016 2017 2018 2019 Q120
* 4.4M remaining share repurchases 2015 vallaon based on clos a5 f 2126120
authorized Allther dates based on 1231 dlose.

@
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ESG Highlights

Earth-friendly Manufacturing Process Manufacturing Trex vs. wood
Highlights Lifecycle

 Decking is made from 95% recycled
9 o reey 36% FEWER

content; expansive recycling network 11
Eat g I ed plastic fil g 160 Million GHG Emissions
— Estimated annual recycled plastic film an
reclaimed wood fiber used: 800+ million pounds Gallons o
peryear Water saved annually 47% FEWER
: with closed-loop coolin Air Pollutants
* Nearly all internally generated scrap syst emp ©

products from manufacturing operations 53% LESS
are recycled internally 0

Smog
* Aminimum of 50% of aluminum used is 8% Energy
from recycled sources . 84% LESS
o o Savings Acidificati
- No significant emissions and exposure to Resource reduction ciditication
carbon trends initiatives driving annual o
savings 93% LESS

Ecological Toxicity

D -

See Full Sustainability Report Here: https://documents.trex.com/is/content/Trex/trex-sustainability-report-2018pdf.pdf



https://documents.trex.com/is/content/Trex/trex-sustainability-report-2018pdf.pdf

ESG Highlights

Team Sustainability Community Sustainability

« Offering competitive benefits and incentives to Meeting our local communities needs
encourage employee retention and engagement through focused charitable giving
— Voluntary turnover rate for employees with more than one year of « Engagement
service is less than 7% (2019) _
_ o _ — United Way
« Expanding training and development to equip and — Feeding America
develop future leaders — City of Winchester and the Museum of the
— New leadership training program Shenandoah Valley
— Expanded hourly on-boarding training — Winchester Medical Center Healing Garden
- Safety first culture driving Low LTIR and RIR rates * Recycling Programs
. Leadership opportunities — The Plastic Film Recycling Challenge

— 26% female leaders (Residential) — Community/University Recycling Challenge

— NexTrex — retail recycling collection program

D -

— 22% female Board of Directors members

« Strong and effective corporate governance




Response to COVID-19

Protecting our Helping our Supporting our Optimizing our
Colleagues Communities Channels/Customers Business

Prioritizing health
and safety

Physical distancing
at all facilities

Monetary donations
both locally and
nationally

All facilities fully
operational

Implementing
business continuity
plans

New sanitary
procedures

Remote working

Supporting local
hospitals through
production of face

shields

Open communication
with distributors and
dealers

Protecting against
short-term supply
chain disruptions

Proceeding with
capacity expansion
plans

Focus on operational
excellence

D -




Leadership In Times of Uncertainty

T T T T

Strong Employee
Engagement

Market Share Leader
in Composite Decking

Industry Leading
EBITDA Margins

Minimal Seasonal
Debt Provides
Significant Flexibility

Long Tenured
Management Team

Swept Brand Awards
in Builder Magazine
Brand Use Study

Strong Lean Focus

Demonstrated Success
in Delivering Strong
Free Cash Flow

D -




Investment Summary

Addresses one of the fastest growing markets for attractively-designed, customized outdoor living spaces
— Brand Leader in the Industry
— Consistent Market Share Gains against wood and within the composite industry
— National Footprint in commercial railing market
Continuous engineering and manufacturing improvements drive significant operating leverage
— Low-cost Manufacturer; targeted investments to improve line throughput
— Cost Reduction Initiatives are driving savings
— Sustainability built into the Business; “Greenest” decking manufacturer
— Recycling — a strategic and cost advantage

Focus on new product development

— Sales Expansion of legacy Trex products into commercial segment, development of commercial products for the consumer market,
and cost savings from other synergies

— New Products tailored to reach new consumer segments

Strong Balance Sheet and Cash Generation
— Invest in Internal Growth opportunities
— Fund future Acquisitions
— Return Capital to Shareholders

D -
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Summary Financials

TTM Q1
$ Millions 2015 2016 2017 2018 2019 2020
Adjusted Sales $441 $480 $565 $690 $745 $766
Adjusted Gross Profit $160 $197 $243 $301 $307 $327
Adjusted Gross Margin % 36.4% 41.1% 43.1% 43.6% 41.1% 42.7%
Adjusted SG&A $77 $83 $101 $118 $118 $123
% of Net Sales 18% 17% 18% 17% 16% 16%
Adjusted Oper Income $83 $114 $142 $183 $188 $204
% of Net Sales 19% 24% 25% 26% 25% 27%
Depreciation $14 $14 $17 $16 $14 $14
Adjusted EBITDA $97 $128 $159 $199 $202 $219
% of Net Sales 22% 27% 28% 29% 27% 29%
Free Cash Flow $39 $75 $87 $104 $89 $78
Net Debt $1 -$19 -$31 -$106 -$149 $23
Inventory Turns 12.0 10.9 10.2 8.4 7.7 n/c
Adjusted ROIC 56.1% 73.3% 67.5% 62.6% 52.5% n/c

2019 results include $16M of Startup and Other Manufacturing Costs
n/c = not comparable




Non-GAAP Reconciliations

Ql Ql TTM Q1 TTM Q1
S Millions 2015 2016 2017 2018 2019 2019 2020 2019 2020
GAAP Sales $441 $480 $565 $684 $745 $180 $200 $693 $766
2018 Net Sales charge for product repositioning S6 S6
Adjusted Sales $441 $480 $565 $690 $745 $180 $200 $699 $766
GAAP Gross Profit $155 $187 $243 $295 $307 $69 $90 $288 $327
2015/2016 legacy product warranty reserve for pre-2008 Nevada production S5 $10
2018 Net Sales charge for product repositioning S6 S6
Adjusted Gross Profit $160 $197 $243 $301 $307 $69 $90 $294 $327
Adjusted Gross Margin 36.4% 41.1% 43.1% 43.6% 41.1% 38.6% 44.8% 42.0% 42.7%
GAAP Operating Income $77 $104 $142 $177 $188 $39 $55 $168 $204
2013/2015/2016 legacy product warranty reserve for pre-2008 Nevada production S5 S10
2018 Net Sales charge for product repositioning S6 S6
Adjusted Operating Income $83 $114 $142 $183 $188 $39 $55 $174 $204
GAAP Net Income $48 $68 $95 $135 $145 $32 $42 $129 $156
GAAP Income Tax $29 $35 S47 $42 $45 S8 $13 S40 $51
GAAP Net Interest S1 S1 S0 -$0 -$2 -S0 -S1 -S0 -S2
GAAP Depreciation/Amortization S14 S14 $17 S17 S14 S3 sS4 $15 S14
2015/2016 legacy product warranty reserve for pre-2008 Nevada production S5 S10
2018 Net Sales charge for product repositioning S6 S6
Adjusted EBITDA $97 $128 $159 $199 $202 $43 $59 $189 $219
GAAP Operating Cash Flows $63 $85 $102 $138 $156 -$110 -$109 $126 $158
GAAP Investing Cash Flows -§23 -$10 -$87 -$34 -$67 -$9 -$21 -$37 -$79
Add back Acquisitions -$0 -$0 $72
Free Cash Flow $39 $75 $87 $104 $89 -$119 -$129 $89 $78
GAAP Debt $7 $o S0 S0 S0 $35 $29 $35 $29
Less: GAAP Cash -$6 -$19 -$31 -$106 -$149 -$8 -$5 -$8 -$5
Net Debt $1 -$19 -$31 -$106 -$149 $27 $23 $27 $23
GAAP Diluted EPS * $0.76 $1.14 $1.61 $2.29 $2.47 $0.54 $0.73 $2.20 $2.66
Impact of Adjustments to Ol (net of tax) $0.87 $0.12 $0.00 $0.06 $0.00 $0.00 $0.00 $0.09 $0.10
Adjusted Diluted EPS * $1.63 $1.26 $1.61 $2.35 $2.47 $0.54 $0.73 $2.29 $2.76

* Prior Period EPS and Adjusted EPS restated for impact of June 18, 2018 2-for-1 stock split.

23



Engineering What’s Next
in Outdoor Living®

Trex Company, Inc.
NYSE: TREX

Contacts:

Vicky Nakhla (vicky.nakhla@advisiry.com)
AdvisIRy Partners
646-625-4800
or
Dennis Schemm
Vice President and CFO
540-542-6300

© 2020, Trex Company, Inc.
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