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Safe Harbor

"Safe Harbor" Statement under the Private Securities Litigation Reform Act of

1995: The statements contained in this presentation which are not historical facts,
including expectations for improved efficiency and profitability and FY18 guidance are
forward-looking statements that are subject to risks and uncertainties that could
cause actual results to differ materially from those set forth in or implied by forward-
looking statements. These risks are described in the Company's Securities and
Exchange Commission filings. Central undertakes no obligation to publicly update
these forward-looking statements to reflect new information, subsequent events or

otherwise.

This presentation contains certain non-GAAP financial measures. For a reconciliation
of GAAP to non-GAAP financial measures, please see the Reconciliation of GAAP to
non-GAAP in the Appendix of this presentation or in our most recent Form 10-K and
Form 10-Q.

6/14/2018 ////'// ‘ CENTRAL

Garden & Pel



Agenda

Company Overview

Performance Track Record

Strategy

Investment Thesis

Appendix

3 6/14/2018



Central Garden & Pet (Nasdaqg: CENT and CENTA)

* Founded in 1980 as a distribution company. Through a combination of over 50 strategic
acquisitions and internal investment, Central has evolved its business into a portfolio of leading
brands in the lawn and garden supplies and pet supplies industries. Today, approximately 20% of

revenues are from 3 party distribution.

* With its branded, private label and distribution businesses, the Company has $2.1 billion in net

sales, approximately 96% of sales in the U.S.

- Sales by Category (FY 2017) - Nationwide Presen

~ Sales by Segment (rY 201/7)

Garden, Other Pet
Products, 41%

Garden Control
Fertilizer, 17%

Pet,
61%

Dog & Cat @ sales and Logistics
Products, 20%

\
® Manufacturing

A Headquarters

The following cities have multiple facilities: Phoenix, AZ (2); Neptune City, NJ (2); Dallas, TX (2); Franklin, WI (2); Eatonton, GA (2); Madison, GA (5); and Greenfield, MO (3)
Not on map: Guelph, Ontario, Canada; Guangzhou, China; Dorking, Surrey, UK; and Taunton, Somerset, UK
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Central Produces and Distributes a Broad Array of
Branded and Private Label Products

Animal Animal
Health - Health - Wild Bird
Consumer Professional
Dog & Cat :
Dog & Cat -
S(:Jgpplies Food, Chews 2 R
& Treats ¥ A

Small Animal

A ti
& Pet Bird quatics

Third Party

Distribution
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The Garden Industry is Seasonal with a Concentrated Supplier Base

The Garden Industry Central’s Garden Business
¢ Central participates in $19B of a $28B industry *  Net sales of S808M in 2017

* 3 retailers represent approximately 70% of sales 21% of segment sales from 3™ party distribution

* Seasonal business — 2/3 sales in fiscal Q2 & Q3 « 8% revenue growth FY 2017; all organic

* Industry annual growth rate 0% — 1% *  Widespread market share gains driven by private label

e E-commerce not much of a factor and branded products

« Concentrated supplier base * Leading brands in several categories including:

Garden Industry Sales*

. Grass Seed Wild Bird Feed Specialty Niche Controls
(in billions)

Other Seed, Bird & Wild
Mulch,  $1.5 Animal, $1.7

509 N\

Growing

Grass Seed,
S1.5

Packagéd
Fertilizer, $4.9

Pesticides,
$4.8

WINTER BLEND.

2999

Bulk
Consumables,
$4.8

Other
Consumables, SO.A\

* Freedonia Home &Garden Pesticides — February 2016
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The Pet Segment is Fragmented with Attractive Growth Rates

The Pet Industry Central’s Pet Business
 Central participates in $28B of a $56B industry * Netsales of $1.2Bin 2017
* Fragmented customer base * Consumer and professional businesses
*  ~20%+ sales through major pet specialty retailers * 19% of segment sales from 3" party distribution

* 8,300 independent retail stores

* 15% revenue growth FY 2017; 5% organic growth

¢ Mass market, club, e-Commerce
* E-commerce growth superseding decline in pet specialty

* Diverse supplier base of 1,400 global manufacturers
i 8 * Leading brands in several categories including:

* Industry annual growth rate — 2 — 4%

Aquatic Tanks & Supplies Equine

* Dynamics are changing

* E-commerce accounts for over 10% of sales and is growing

double digits
Trf;'ts Pet Industry Sales*
Chews, (in billions)
$6.0

Natural Dog &

Supplies,

* Packaged Facts Pet Supplies 2015 and Treats & Chews 2015
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Central’s Broad Product Portfolio is Unique

Garden Pet
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Central Garden & Pet . .

Scotts Miracle-Gro . .

Spectrum Brands

. . Dog & Cat Supplies

|

Hartz Mountain

[ ]
Fresh Pet r—
Smucker’s .
S
Pet IQ
T T

_ Meaningful participant _Minor participant

6/14/2018




Agenda

Company Overview

Performance Track Record

Strategy

Investment Thesis

Appendix

9 6/14/2018



Strong 2017 Results

S in millions except EPS GAAP
For the Fiscal Year Ended September Non-GAAP!

2016 2017 Change Change
Net Sales/Organic Net Sales $1,829 $2,055 12.3% 4.8%
Gross Margin % 30.2% 30.8% 60 bp
Operating Income $129.4 S156.1 20.6%
Operating Margin % 7.1% 7.6% 50 bp
Net Income S 445 $78.8 77.1%
Diluted EPS!? S 0.87 $1.52 74.7% 19.0%

12017 non-GAAP results exclude charges related to sale of a Garden distribution facility and presents organic sales information. 2016 non-GAAP results exclude
charges related to refinancing of fixed rate notes, income related to sale of manufacturing plant & non-cash impairment charges primarily related to an
investment in two joint ventures.
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Metrics Accelerating Over the Last Three Years

Net Sales o Operating Margin
(in billions) _q 92 10%
$2.5 o> 9% 8.5% 8.4%
$2.0 8%
' 7%
$1.5 6%
5%
$1.0 1% -
3% -
$0.5 2% -
1% -
$- 0% -
FY12  FY13  FYl4 FY15 FYle FY17 Q2FY17 FY18 FY12 FY13 FY14 FY15 FY16 FY17 Q2FY17Q2FY18
YTD YTD YTD YTD
EBITDA* oo
(in millions)
$1.60
$200
$1.40
$175
$1.20
$150
1.
$125 $1.00
$100 | $0.80
$75 | $0.60
$50 - $0.40 -
$25 - $0.20 -
| $- -
FY12 FY13 FY14 FY15 FY16  FY17 Q2FY17 Q2FY18 2012 2013 2014 2015 2016 2017 Q2FY17 Q2FYi8
YTD YTD $(0.20) YFD YD
*See non-GAAP reconciliations in the appendix - GAAP . Non-GAAP*
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2018 Off to a Strong Start

S in millions except EPS GAAP Non-GAAP!
For the Six Months Ended March

2017 YTD 2018 YTD Change Change
Net Sales/Organic Net Sales $989.4 $1,055.1 6.6% 4.0%
Gross Margin % 30.7% 30.9%
Operating Income $83.8 $88.3 5.4%
Operating Margin % 8.5% 8.4%
Net Income S42.3 S71.5
Diluted EPS! $0.82 $1.36 32.9%

12018 non-GAAP diluted EPS excludes the tax impact of the revaluation of the Company’s deferred tax accounts and presents organic sales information
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Competitive Advantages

e Broad product portfolio
e Strong, owned distribution network

* Low cost producer in many categories

* Broad pet owner & garden enthusiast consumer understanding

Strategic and desired acquirer for pet & garden companies

Well-capitalized with significant growth opportunities
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CENTRAL GARDEN & PET STRATEGY

Accelerate the Growth
Momentum of Our
Portfolio

Build on Strong Customer
Relationships

Increase Innovation
Output and Success Rates

Drive Cost Savings and
Productivity Improvements
to Fuel Growth

Manage each business differentially based on role and strategy
Seek to acquire businesses that are accretive to our growth

Exit businesses if we cannot find a path to consistent profitability

Operate with a Customer First mindset

Expand our category management capabilities

Develop more differentiated and more defensible new products

Increase overall investment in innovation, consumer insights and demand
creation to an appropriate level for each business

Expand our retail partners’ categories

Optimize our supply chain footprint
Improve our operating efficiency with a continuous improvement mindset

Improve coordination by sharing best practices and aligning for scale

Attract, Retain and Develop Exceptional Employees
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ACCELERATE THE GROWTH MOMENTUM OF OUR PORTFOLIO
Manage Each Business Differentially Based on Role and Strategy

High

Protect & Maintain Strategic Growth Engines

Profitability

» High

Growth Potential

e Each business has a role in the portfolio — some more sales growth-oriented,
others more focused on profit

* Resources and initiatives will be aligned with the role
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ACCELERATE THE GROWTH MOMENTUM OF OUR PORTFOLIO
Successful M&A Model and Track Record

50+ acquisitions over the last 25 years

Disciplined buyer

Priority on close-in opportunities in garden and pet to leverage
our capabilities

Thorough due diligence and preference to acquire businesses with
proven management

e Also investing in joint ventures to drive growth

6/14/2018 // CENTRAL
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ACCELERATE THE GROWTH MOMENTUM OF OUR PORTFOLIO

Seek to Acquire & Invest In Businesses that are Accretive to our Growth

Recent acquisitions have made the current portfolio stronger

Acquired in Acquired in
April 2017 DMCA December 2015
Largest producer of + . Industry-leading
heated & cooled palias Mandiatuing Comeany dog & cat bedding
dog & cat beds in company
the U.S.
Acquired in

October 2016 A/
'@ Segrest INC. |, v wholesaler <+ QUEON.

A leader in aquatic products

of aquarium fish
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ACCELERATE THE GROWTH MOMENTUM OF OUR PORTFOLIO

Seek to Acquire & Invest In Businesses that are Accretive to our Growth

Bell@®

NURSERY

* The largest commercial grower of flowers
& plants in the mid-Atlantic U.S.

* Live plants drive traffic to stores

» Category growing faster than overall
Garden industry

* Dedicated on-site “Purple Shirted”
merchandising team to manage deliveries,
care for the plants and answer consumer
guestions

* Growth synergies with existing lawn & garden portfolio

e Expected to be accretive in FY 2018
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ACCELERATE THE GROWTH MOMENTUM OF OUR PORTFOLIO

Seek to Acquire & Invest In Businesses that are Accretive to our Growth

GENERAL

PET SUPPLY..

A leading supplier of pet food & supplies in
the Midwest

Fills out company’s national footprint

Expands Central’s food distribution
business

* Provides access to the veterinary channel
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BUILD ON STRONG CUSTOMER RELATIONSHIPS

Operate with a Customer First Mindset

Continued to partner with customers to grow categories & help them
provide quality, value-added products to consumers

Expanded category management capabilities

Rolled out new products & packaging in private label

These efforts on behalf of our customers led to meaningful recognition
from two or our largest customers

Seasonal Vendor Partner of the Year
m 2"d Consecutive Lawn & Garden Supplier of the Year

Lawn & Garden Supplier of the Year
Walmart Innovation Award
H3 Award (Humble, Hungry & Hustle)
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BUILD ON STRONG CUSTOMER RELATIONSHIPS
Eannd our Categorx Management CaEabiIities

* Provide direction, fueled by consumer insights and specific
customer understanding, on how our retail partners can grow
their category sales and profits

Merchandising
Assortment
Pricing

Shelving

Major food retailer — store within a store
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INCREASE INNOVATION OUTPUT AND SUCCESS RATES

Develop More Differentiated and Defensible New Products

AMDRO Quick Kill® Mosquito Controls

Only brand to offer full line of solutions aligned with CDC recommendation

-----------------------------
- LN

v Larvicide & Adulticide — control products and inhibit breeding g

K o
------------------------------

QUICKKILL
Mosquito Bombs

v’ Cross-company collaboration
v Works faster, longer than competitive products

Potting Soil Products

* Pennington Brand & Private label | Professional l
) > POTTING MIX
* Soil for indoor & outdoor plants S TOSHONT |

* Products that offer extended feeding
* Contains wetting agents for easy watering

7 CENTRAL
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INCREASE INNOVATION OUTPUT AND SUCCESS RATES

Develop More Differentiated and Defensible New Products

SLEEP
nEVOLUTION!’*’ v

Created to specifically address the solutions for dog’s lifestage
Chewing puppies have different needs than achy-jointed
seniors

Four Paws®

Wee-Wee Professional Strength
Stain & Odor and pads with activated carbon

HPTIO PROT A More Absorbenicy 5-PLY, LEAK-PROOF
- unmnu - “"I"m' & Ddor Control - FLOOR ARMOR’ SYSTEM
24 Hour Protection
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INCREASE INNOVATION OUTPUT AND SUCCESS RATES

Increase Overall Investment in Innovation, Consumer Insights and Demand Creation to an

AEEroEriate Level for Each Business

* Create three year line-of-sight on inventory of innovation initiatives
* |nvest in consumer insights to create value-added new products

* Increase digital capabilities to better reach consumers

More instructional videos on retailer sites and YouTube - millennials

DONTLET g gIo
FIREANTS gimceie e

TAKE OVER BB . -
YOUR 3 % ﬁ
VARD O

In both English & Spanish
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INCREASE INNOVATION OUTPUT AND SUCCESS RATES

Expand our Retailers’ Categories

AQUEON. »@B Segrest Inc. O casco pet

* Aleading aquatics * Wholesaler of small animals & * Joint venture investment
manufacturer in U.S. aquarium fish _ _
* Global supplier of livestock
* Complete line of aquatic » Offer a broad selection of small displays for retail pet stores
products from one brand animals & fish to pet retailers from one
supplier * Leader in display innovation
improving aesthetics, reducing
* Qver a lifetime, one guinea pig will mortality and improving profits
generate S3K of sales of food, bedding,
habitat. medical and misc.* * Proven track record of success with

significant growth opportunities

* One basic fish generates $S500 over its
K @ lifetime*

«_ A leading manufacturer of small
animal products in U.S.

* Complete line of small animal , o 4 L VW
products from one brand F‘ .. Voo 3}
w{ 2 \ 9 ” A 5

*Business Insider & ASPCA 2010
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DRIVE COST SAVINGS AND PRODUCTIVITY IMPROVEMENTS TO FUEL GROWTH
Improve Coordination by Sharing Best Practices and Aligning for Scale

Best Practice Sharing & Quality System Development
* Implemented product development best practices across Garden

* Reduce time to market
* Ensure quality
* Increase people efficiency

* Plan to extend to Pet categories
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A'I'I'RACT, RETAIN & DEVELOP EXCEPTIONAL EMPLOYEES
Central is Led by a Seasoned, Diverse Management Team

George Roeth

President & CEO
Glen Axelrod Bill Lynch Kay Schwichtenberg
SVP, Dog & Cat Brands SVP of Operations EVP, Animal & Public Health, CLS
Jim Heim Howard Machek Rodolfo Spielmann
Pres. Pet Industry & Consumer Dev. SVP, Corp. Controller & CAO President of Pet Consumer Products

Niko Lahanas Dan Pennington JD Walker
Chief Financial Officer SVP & COO Manufacturing/Pennington President, Garden Brands

Marilyn Leahy Mike Reed George Yuhas
SVP, Human Resources EVP, Strategy and M&A General Counsel & Corporate Secretary
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A'I'I'RACT, RETAIN & DEVELOP EXCEPTIONAL EMPLOYEES
And a Dedicated Staff of Over 4,200 Employees

Working in 64 Locations Throughout the United States and UK

6/14/2018 /// CENTRAL
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Central Garden & Pet Strategy

Accelerate the Growth Momentum of Our Portfolio

Build on Strong Customer Relationships

Increase Innovation Output and Success Rates

Drive Cost Savings and Productivity Improvements to Fuel Growth

Attract, Retain and Develop Exceptional Employees
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Investment Thesis

1) Underlying trends in both garden and pet categories are favorable

2) The company is operating with a continuous improvement mindset — and
has ample opportunities to take 1% to 2% out of costs per year

3) Cost savings expected to fund growth levers, e.g. R&D, selling, marketing,
trade promotions, to fuel organic growth thus creating a virtuous cycle

4) Cash flow and balance sheet are strong, providing flexibility to make
strategically sound acquisitions

5) Competitive advantages driven by scale and distribution networks in
Garden and Pet

6) The company is small relative to large global CPG players, so reasonably
modest changes can have a big impact on total performance

7) We have delivered three successive years of strong growth and financial
performance
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Questions & Answers

oo AvoRQ) V@ (GadeD '

@ﬁgﬁ; ﬁl“

LLEE.

Alatka  RONITE ZODIAC. Rébels

AQuEoN

CHEWS BEST

CORALIFE
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Fertilizers

L& G Retailer Share 2016

Other
Internet 9%
Supermarket/ 6%
Drug Store Home Center
6% 27%

" Mass Merchandiser
Garden Center/ 20%

Nursery

* Household participation in Lawn & Garden is highest
in past 6 years

* Home Centers are still the preferred shopping
destination and maintain largest share retail share

Household Lawn & Garden Participation
Millions of Households

95

90

85
. I I I I
75

2011 2012 2013 2014 2015 2016

*National Gardening Survey, 2017 Edition
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Providing a wide range of fertilizer options for its customers

IRONITE
o

ADEEP GREEN LAWN

wthout excessove grown

PENNINGTON
FAST ACTING
LIME

DEEPER GREEN!

2 e 8 ®

The Central Garden & Pet Branded Fertilizer portfolio offers
consumers differentiated value-add products for their lawn,
landscape and garden needs.

From a new line of enhanced plant fertilizers which contain chelated
micronutrients and unique soil stabilizing ingredients,

to nutrients for hydroponic systems and organic plant fertilizers, our
customers can grow with Central Garden & Pet.

A\
PENNINGTON |8 2

colorbloo;
& Bulbs"w

Yorbloom,
& Bulbs

palm Tree
& Hibiscus

col
F
b |

— w010 —
ForMore Fiowers

p L
Vommnm

e




Controls

| Pesticide sales expected to grow 37% in the next decade* . I

Industry Sales of Outdoor Controls** o, AMDRO® brand is backed by nearly 40 years of pest

Fire Ants Slug. &
Outdoor 5% Snail 3%
Insecticides 9%

Lown Fungicides expertise. Beginning with fire ant controls, we have extended
Surface 2% the brand to include a portfolio of high quality products that
Insects 24% serve a variety of pest control needs, introducing new control

Non Selective . . . . . .

Herbicides options for home invading insects, wood destroying insects, and

ot new for 2018 — a range of products to control mosquitos.

Selective
Herbicides
12%

Rose &
Flower 2%

QUICK KILL

Mosquito
Yard Spray

Our portfolio includes well established and trusted
brands like Sevin® (60 years strong) and Corry’s® (70
years strong), as well as more contemporary strong
brands like Over’n Out, AMDRO and Moss Out!

Western U.S.

20.0%

California

Southern U.S.
43.0%

*Freedonia 2016 Lawn & Garden Consumables
**Source: Kline Report, Internal Market Research and Volume Estimates, 2010 IRI pesticide category data
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Grass Seed

[ 7A broad line of product with an emphasis on superior performance & technology

Grass Seed Industry
*  64% of all grass seed sales in the Southeast & Northeast
Central is the largest grass seed manufacturer
* Package & ship 160M pounds of turf grass annually
Central is the largest seed producer
e Over 40K acres contracted for seed production s
* Over 15K acres production purchased annually T
* Two facilities dedicated to turf grass research ¥

Industry Grass Seed Sales*
% by region i
! N

Smart Seed

TALL FESCUE

*Internal company estimates B -
30% Less Water claim: NexGen Turf Research
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Pennington Décor

The Home and Garden Décor category is the focal point of every living spacing; from indoor design through to
an outdoor oasis. Central’s Pennington® Décor offers a wide array of products and families to inspire, simplify
and educate the consumer in the beauty of decorating.

1. Scale: Central is the #1 planter company in the USA. Now extending
into multiple Décor categories. Known as the category leader in
marketplace trends and consumer expertise.

2. Logistics: The only nationwide distributor of garden décor
products. Directly importing from 8 countries worldwide.

3. Category Management & Innovation: The art of merging
trends with shopper insights drive Right Product * Right
Outlet * Right Price.

Historical

" MODERN
ESSENTIALS APPROACH
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Pennington® & Kaytee®

Pennington Garden

Kaytee Pet

- PENNINGTON

SELECT

Wild Bird Feed

nd

stry Sales

c

Distribution

Predominantly sold in the mass channel
with additional home improvement
channel distribution

Sold primarily in small format hardware Over 35% of every dollar spent by U.S.
(Ace, True Value), grocery stores, Households on Wild Bird is for Pennington
farm/agriculture and pet specialty stores or Kaytee branded products.

TheCornellLab q/c;fOrnithology

PENNINGTON is a proud sponsor* of the Cornell Lab of Ornithology's

research and education about wild birds. Visit allaboutbirds.org erican

Fmociasoeds - ot Americs

Driving category demand through

innovative programs and partnerships:

In Elementary Schools and Homeschools: Educator
and student links on POS for classroom lessons and
activities to create the next generation of bird
watchers. Lesson plans, feeders and coupons
distributed via Cornell kits to teachers and Facebook
outreach.

* Industry data based on Nielsen and internal assumptions
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Distribution

Garden
CENTRAL. ...

DISTRIBUTION”

* 21% of Garden revenue from 3™ party
products

* Distribution services over 12K “ship to”
locations in all 50 states

e Stocks over 8K SKUs from over 325 vendors
to ensure we meet the assortment needs
of our customer base

Garden Distribution Sales

National
Chains

Independents

Pet
1] 0‘
CENTRAL (5

19% of Pet revenue from 3 party products

Distributes products, foods and provides
service to nearly 4K retailers throughout
the continental US, Alaska & Hawaii

Stocks nearly 30K unique items from nearly
350 manufacturers offering the largest
assortment of pet products in the industry

Pet Distribution Sales

National
Accounts

Independents

By distributing other manufacturers’ products, Central is better able to influence shelf space at retail.
Also, ensures regional assortment needs of customers are met beyond core Central portfolio.

6/14/2018
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Dog & Cat Supplies

Nylabone®, Four Paws®, DMC™ and K&H

Nylabone® makes high-quality chew
toys to meet all the different chew types
: " and chew styles of dogs and puppies
CHEWS BEST" because all dogs need to chew.

Four Paws® provides high quality solutions for pet parents in a wide array of

\»iv
!ssm‘m product categories, including: Stain & Odor removers plus Wee-Wee® brand
,(%, pads, Magic Coat® brand grooming tools and cleansers.

l l l ) l
BELLYRUBS

Wil

DMCHA

Dallas Manufacturing Company

k £\

DMC™ is the largest provider of quality dog and cat bedding in the U.S. This
*
IndUStry Sales by C‘g;‘segmy number one share position is being leveraged in adjacent segments.

9% Beds
6% { ’ =
2 4 o
m - -8
L

Containment é’ ‘v\ - : ’w J
5% 3
Grooming
6%
Cat litter & accessories

24% Restraints

Waste Management
8%

Other
35%

K&H Pet Products® produces premium pet supplies and is the largest marketer
Bowls/Feeders & Waterers  of heated pet products in the U.S. Products in several categories including

3%
. . . dog & cat, small animal and farm & ranch.
* Based on Packaged Facts data in 2015, and industry estimates
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Dog & Cat Food, Treats and Edible Chews

Nylabone®, IMS, Breeder’s Choice

I Edible Dog & Cat Treats & Chews is a $4.8B category & projected to grow approximately 2% annually* I
*
Nylabone® makes edible chews and Dog gslafea: ;re:;ie&ocrhews ‘
treats for pure indulgence, with dental y gory m
. . Long Lasting
benefits and for occupying dogs. Chews 8% Cﬁ:;\r'& .
All Other Treats 10%

Cadet® offers a full line of high quality
rawhide chews, bully sticks, jerky treats and
other natural chews for dogs.

Treats 3%
~,

Cat 15%

Soft & Che
Treats 17%

Rawhide &
Natural

,w 20%

Crunchy Treats
14%

Iﬁ

natural g m

Nutn Dent

DENTAL FORMULAL

Nog'mc'w*"
o

=

Breeder’s Choice Brands

Super premium, specialty channel brand providing holistic health with healthy skin & coat benefits
through avocados, an omega rich super food, and premium, natural ingredients.

Super premium, independent channel brand providing holistic health from super premium, natural

" ingredients.
* Based on Packaged Facts Pet Supplies 2015 data, and industry estimates
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Small Animal & Pet Bird

Kaytee °

[ Kaytee has the #1 share in the combined Pet Bird & Small Animal Category '
Kaytee is the only brand to offer consumers a ALSO OWN...
complete solution from food, treats, bedding,
hay and habitats 68%

Most Small Mammal Owners also own
other animals making them important for
the entire pet industry

FISH

Small Pet
Households
with
Children

Small Animal ownership is influenced by
children, making it an important
experience for a lifetime of pet
companionship
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Aquatics

Aqueon®, Zilla®, Segrest and Casco

[ Make getting into the hobby and keepﬁg fish/reptﬁes easy.

AQUEON

* Aleading aquatics
manufacturerin U.S.

* Complete line of aquatic
products from one brand

* Easy to find solutions for
the entry level customer

* Developed for pet
specialty

6/14/2018

r aTees%e
Segrest @B Farms
Quality- Service » Dependability
* Leading wholesaler of
premium quality fresh
water & cold water
aquarium fish

* Supplying pet stores, public
aquariums & research
institutions

* Significant synergies with
existing aquatics business

.
S )

ifla
s )

Single brand name across
all consumer touch points
improves shop-ability

Provides consumers with
reassurance that all the
products will work together

Developed for pet specialty

Follows proven success of
Aqueon brand roadmap —
habitats to consumables to
promotion

1 CENTRAL
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Animal Health - Professional

Over 45 years ago, invented insect growth regulator technology using the
insect’s chemistry as a means to reduce pest populations

Professional Applied Science solutions centered on animals, pets & families
living healthier & more enjoyable lives

Trusted products used in sensitive areas including schools, hospitals and food
handling, as well in neighborhoods, farms and grain handling facilities

“\QSQUITO \RE ANrs

\AOME PEST

(OCKINSECT CONp

2 ﬂ -
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Animal Health & Wellness — Consumer Products

Flea & Tick Control

FLEA & TICK INDUSTRY SALES*
Club Grocery _Other
a% 2% 3%

Pet
Specialty
11%

Veterinary

62%
Mass
12%

ADAMS™ products take a smarter approach to pet care
making protecting your family, pet, home, and yard
from fleas & ticks easier and more effective.

bio ZODIAE.

ACTIVE CARE

Bio Spot Active Care and Zodiac brands offering unique

products sold in Pet Specialty Channel and Independent Pet.

* Based on Braake, ARA Scan & Panel Data

Behavior Management

Comfort

ZGNe

Less stress. More love.

» 2/3 of cat & dog households report behavior problems

* Behavior problems are responsible for 30-40% of
animals in shelters

* 6.5M dogs & cats enter shelters every year

Comfort Zone™ is a leading brand in pet behavior
management bringing thoroughly tested, superior-
performing products to market that are safe, effective,
and that drive Category growth.

Central Garden & Pet is dedicated to improving the lives
and well-being of pets through innovative solutions that
meet the increasing and evolving needs of pets and their

parents.
* CGP Shipments




Equine

Central Garden & Pet’s Equine Brands
— Comprehensive Horse Care:
@I * Complete range of horse care products to keep horses healthy inside and

out, from head to hoof

Fundamental Horse Care:
* Fundamental care and ingredient-focused products for the experienced
horseman

T—
Vi LEX® Performance Horse Care:
/ * Industry thought leadership by providing solutions for elite performance

horses

For over 70 years, generations of horse owners have known and trusted our products as effective
fly control, dewormers, top quality feed supplements, grooming products and more.

* The total population of ‘cared-for’ horses is about 2.5M

Industry Equine Sales for 2016*
Total Market * On average, each horse owner has 5 horses

ing . * We estimate 500k horse owners drive category purchases
Size * Total retail dollars spent industry-wide in 2016 on equine products:
Fly Control Supplements $1-7B
21% 61% Improve the Lives of Horses by offering:

Go-To-Market Cgstgmers—Exceptlonal horse care business expertise whether a
Distributor or Dealer.

Strategy Consumer—Comprehensive horse care products and knowledge
* Based on stated data and custom Central survey whenever and wherever needed.
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GAAP to Non-GAAP Reconciliation

Use of Non-GAAP Financial Measures

We report our financial results in accordance with U.S. generally accepted accounting principles (GAAP).
However, to supplement the financial results prepared in accordance with GAAP, we use non-GAAP financial
measures including organic net sales on a consolidated and segment basis, non-GAAP selling, general and
administrative (SG&A) expense, non-GAAP operating income on a consolidated and segment basis, non-GAAP
interest expense, non-GAAP other income (expense) and non-GAAP net income and diluted net income per
share. Management believes these non-GAAP financial measures that exclude the impact of specific items
(described below) may be useful to investors in their assessment of our ongoing operating performance and
provide additional meaningful comparisons between current results and results in prior operating periods.

The reconciliations of these non-GAAP measures to the most directly comparable financial measures calculated
and presented in accordance with GAAP are shown in the tables below. We believe that the non-GAAP financial
measures provide useful information to investors and other users of our financial statements, by allowing for
greater transparency in the review of our financial and operating performance. Management also uses these
non-GAAP financial measures in making financial, operating and planning decisions and in evaluating our
performance, and we believe these measures similarly may be useful to investors in evaluating our financial and
operating performance and the trends in our business from management's point of view. While our
management believes that non-GAAP measurements are useful supplemental information, such adjusted results
are not intended to replace our GAAP financial results and should be read in conjunction with those GAAP
results.

We have not provided a reconciliation of forward-looking non-GAAP guidance measures to the corresponding
GAAP measures, because such reconciliation cannot be done without unreasonable efforts due to the potential
significant variability and limited visibility of the excluded items discussed below.

6/14/2018 ////'// ‘ CENTRAL

Garden & Pel




GAAP to Non-GAAP Reconciliation (continued)

Non-GAAP financial measures reflect adjustments based on the following items:

Asset impairment charges: We have excluded the impact of asset impairments on intangible assets and equity
method investments as such non-cash amounts are inconsistent in amount and frequency. We believe that the
adjustment of these charges supplements the GAAP information with a measure that can be used to assess the
sustainability of our operating performance.

Tax Reform Act: The U.S. government enacted comprehensive tax legislation commonly referred to as the Tax
Cuts and Job Act in December 2017. We have excluded the transitional impact of the Tax Reform Act as the
remeasurement of our deferred tax assets and liabilities does not reflect the ongoing impact of the lower U.S.
statutory rate on our current year earnings.

Gains on disposals of significant plant assets: We have excluded the impact of gains on the disposal of
significant plant assets as these represent infrequent transactions that impact the comparability between
operating periods. We believe the adjustment of these gains supplements the GAAP information with a measure
that may be used to assess the sustainability of our operating performance.

Loss on early extinguishment of debt: We have excluded the charges associated with the refinancing of our
2018 Notes as the amount and frequency of such charges is not consistent and is significantly impacted by the
timing and size of debt financing transactions.

Tax impact: adjustment represents the impact of the tax effect of the pre-tax non-GAAP adjustments excluded
from non-GAAP net income. The tax impact of the non-GAAP adjustments is calculated based on the
consolidated effective tax rate on a GAAP basis, applied to the non-GAAP adjustments, unless the underlying
item has a materially different tax treatment.

Organic net sales, a non-GAAP measure that excludes the impact of businesses purchased or exited in the prior
12 months, because we believe it permits investors to better understand the performance of our historical
business without the impact of recent acquisitions or dispositions. For fiscal 2017, we have also adjusted our
organic net sales for our estimate of the impact of the extra week on our 2017 fiscal year net sales.
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GAAP to Non-GAAP Reconciliation (continued)

Non-GAAP Adjustments

GAAP to Non-GAAP Reconciliation

(in thousands)
For the Fiscal Year Ended September,

Impairments of intangible assets

(Gain)/loss on disposal of plant assets
Incremental expenses from note redemption and issuance

Impairment of equity method investments

Total non-GAAP adjustments

Tax effects of non-GAAP adjustments

Total net income impact from non-GAAP adjustments

2017 2016
S - $ 1,828
(2,050) (2,363)

- 14,339

- 16,572

$ (2,050) $30,376
(757) (10,492)
$(1,293) $ 19,884

6/14/2018
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GAAP to Non-GAAP Reconciliation (continued)

Organic Net Sales Reconciliation

We have provided organic net sales, a non-GAAP measure that excludes the impact of recent acquisitions and dispositions, because we
believe it permits investors to better understand the performance of our historical business. We define organic net sales as net sales from
our historical business derived by excluding the net sales from businesses acquired or exited in the preceding 12 months. After an acquired
business has been part of our consolidated results for 12 months, the change in net sales thereafter is considered part of the increase or
decrease in organic net sales.

Organic Reconciliation
GAAP to Non-GAAP Reconciliation

(in thousands)
For the Fiscal Year Ended September 30, 2017

Consolidated Pet Segment Garden Segment
Percent Percent Percent
Change Change Change
Reported net sales FY17 — GAAP $2,054.5 $1,246.4 $808.1
Reported net sales FY16 — GAAP 1,829.0 1,081.8 747.2
Increase in net sales 225.5 12.3% 164.6 15.2% 60.9 8.2%
Effect of acquisition and divestitures
on increase in net sales 104.7 110.3 (5.6)
Increase in organic net sales $ 120.8 6.6% S 543 5.0% S 66.5 8.9%
Estimated impact of extra week in
Fiscal 2017 on organic sales 32.8 21.4 11.4
Organic net sales adj. for extra week S 88.0 4.8% S 329 3.0% S 55.1 7.4%
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GAAP to Non-GAAP Reconciliation (continued)

Organic Net Sales Reconciliation (YTD)

GAAP to Non-GAAP Reconciliation

(in millions, except per share amounts)

Reported Net Sales — Q2 FY18 (GAAP)
Reported Net Sales — Q2 FY17 (GAAP)
Increase in net sales

Effect of acquisition and divestitures
on increase in net sales

Increase in organic net sales — Q2
2018

6/14/2018

For the Six Months Ended March 31, 2018

Consolidated Pet Segment Garden Segment
Percent Percent Percent
Change Change Change
S 1,055.1 $646.7 $408.4
989.4 602.4 387.0
65.7 6.6% 44.3 7.4% 21.4 5.5%
26.3 22.1 4.2
S 394 4.0% 3.7% S 17.2 4.4%

S 222

7
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GAAP to Non-GAAP Reconciliation (continued)

Consolidated Operating Income Reconciliation

GAAP to Non-GAAP Reconciliation

(in thousands)
For the Fiscal Year Ended September,

2017 2016 2015 2014 2013 2012
GAAP operating income $156,112 $129,358 $91,435 $56,213 $40,155 $74,421
Total operating income impact
from non-GAAP adjustments (2,050) (535) 7,272 12,033 18,870 ;
Non-GAAP operating income $154,062 $128,823 $98,707 $68,246 $59,025 $74,421
GAAP operating margin 7.6% 7.1% 5.5% 3.5% 2.4% 4.4%

Non-GAAP operating margin 7.5% 7.0% 6.0% 4.2% 3.6% 4.4%
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GAAP to Non-GAAP Reconciliation (continued)

Consolidated Operating Income Reconciliation (YTD)

GAAP to Non-GAAP Reconciliation

(in thousands)
For the Six Months ended March 31, 2018,

2018 2017
GAAP operating income $88,307 $83,798
Total operating income impact from non-GAAP adjustments : (2,050)
Non-GAAP operating income $88,307 $81,748
GAAP operating margin 8.4% 8.5%

Non-GAAP operating margin 8.4% 8.3%
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GAAP to Non-GAAP Reconciliation (continued)

EBITDA Reconciliation

GAAP to Non-GAAP Reconciliation

(in thousands)

For the Fiscal Year Ended September,

2017 2016 2015 2014 2013 2012
GAAP Operating Income $ 156,112 $ 129358 $ 91,435 $56,213 $40,155 $ 74,421
DIEpEEEe o AT 42,719 40,001 33,703 35 781 32,968 30,425
EBITDA $198,831 $169,359 $125,138 $91,994 $73,123 $104,846
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GAAP to Non-GAAP Reconciliation (continued)

EBITDA Reconciliation (YTD)

GAAP to Non-GAAP Reconciliation
(in thousands)

For the Six Months Ended March 31, 2018
2018 2017

GAAP Operating Income S 88,307 S 83,798
Depreciation & Amortization 22,285 20,344

EBITDA $110,592 $104,142
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GAAP to Non-GAAP Reconciliation (continued)

Net Income & Diluted Net Income Per Share Reconciliation

GAAP to Non-GAAP Reconciliation

(in thousands, except per share amounts)

GAAP net income attributable to Central
Garden & Pet

Total non-GAAP adjustments
Tax effects of non-GAAP adjustments
Total adjustments

Non-GAAP net income attributable to
Central Garden & Pet

GAAP diluted net income per share
Non-GAAP diluted net income per share

Shares used in GAAP diluted net earnings
per share calculation

Shares used in non-GAAP diluted net
earnings per share calculation
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For the Fiscal Year Ended September,

2017 2016 2015 2014 2013 2012
$78,828 $44,514 $31,971 $8,804 $(1,929) $21,173
(2,050) 30,376 7,272 12,033 18,870 -
(757) (10,492) (2,618) (4,452) (6,982) -
(1,293) 19,884 4,654 7,581 11,888 -
$77,535 $64,398 $36,625 $16,385 $9,959 $21,173
$1.52 $0.87 $0.64 $0.18 $(0.04) $0.44
$1.50 $1.26 $0.74 $0.33 $0.20 N/A
51,820 51,075 49,638 49,397 48,094 48,374
51,820 51,075 49,638 49,397 48,781 N/A
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GAAP to Non-GAAP Reconciliation (continued)

Net Income & Diluted Net Income Per Share Reconciliation (YTD)

GAAP to Non-GAAP Reconciliation

(in thousands, except per share amounts)

For the Six Months Ended
March 31, 2018 March 25, 2017
GAAP net income attributable to Central Garden & Pet S 71,481 S 42,321
Gain on sale of distribution facility - (2,050)
Tax effect of sale of distribution facility adjustment - 757
Tax effect of revaluation of deferred tax amounts 16,343 -
Total impact on net income from non-GAAP adjustments $16,343 S (1,293)
Non-GAAP net income attributable to Central Garden & Pet $ 55,138 $ 41,028
GAAP diluted net income per share S 1.36 S 0.82
Non-GAAP diluted net income per share S 1.05 S 0.79
Shares used in GAAP and non-GAAP diluted net earnings per 52,693 51,911

share calculation
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