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capabilities from design and manufacturing to retail

Portfolio of trusted brands and products, reaching consumers wherever
they shopT online, in 2,800+ stores, and through a robust wholesale network

Industry-leading R&D, marketing investment and consumer access fuel product
differentiation and demand as sleep becomes ever more central to health and wellness

Investment Thesis:
The Stage Is Setr the Structural advantages drive superior efficiency, margin expansion and cash flow

Best Is Yet to Come

Robust free cash flow and strong balance sheet supports business reinvestment,
acquisitions and shareholder returns

Seasoned management team with track record of driving execution
and growth across all business units

Uniquely positioned to capture share and drive value as the $120 billibn
global bedding market rebounds
’ SOMNIGROUP 4




’ SOMNIGROUP

High-level Strategic Direction | Corporate Governance | Capital Allocation

| | |
TEMPUR+SEALY MATTRESSFIRM Dreams

Leadingglobal Leading U.S. Leading UK

Tactical Go-to-market Strategy | Operational Excellence | Passionate Customer Service
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Somnigroup:

F_aCtS and TEMPUR+SEALY MATTRESSFIRM Dreams
Figures
Present in O u Kkehdid
$7 7 B across 46 U.S. states
" with
2025 saleg
production facilities Sleep Experts

$ 1 2 3 B Retails manufacturing

2025 adjusted EBITDA retail stores

66%

2025 Sales

Direct to consumer

2,800+

Global store locations

20,000+

Talented associates

Mattress Firm
16% B Tempur Sealy North America

Tempur Sealy Internationat
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Industry -leading Management
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Counsel
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Officer
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Ading. Expertly designed. Great Prices
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VISION

6% Be every customer's choice for better sleep
by advancing innovation and expertise

MISSION

Transform how the world sleeps

We have soldover 300 million sleep products in the last decade to help improve the health of people worldwide
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State of the Industry Today

U.S. Produced Mattress Units*
2023-2025 demand was below Great
Recessiondemand trough
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7.5%

7.0%

6.5%

6.0%

5.5%

U.S. Produced Units / U.S. Population

5.0%

4.5%

Allocation of U.S. Industry Ad Spend®

Industry-wide reductions in upper funnel advertising
spend have constrained consumer awareness

36% 36%
62%
73%
64% 64%
38%
27%
2019 2020 2021 2022 2023 2024 2025

m Lower Funnel mUpper Funnel
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Bedding Demand Poised to Normalize
From Current Levels

2025 was ~11.4 million units The bedding industry

Is structurally intact and
supported by long -term

below the long -term trendline,
underscoring the potential for nearterm demand stabilization

drivers
30
Growing focus on
o5 health and wellness
20 ///\— = Consumer-centric
: & innovation
15 Investments in
upper-funnel advertising
10

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 Improved consumer
confidence

Total U.S. Produced Units Trend Line (Based on 2012021 CAGR)
Housing formation growth

Aging population - /’SOMNIGROUP
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Somnigroup Is
Uniquely Positioned

v

We are the only company in the
industry with global leadership
across the value chain

Advantages across
products, brands, channels

PRODUCTS

Differentiated
technologies

Regular product
launch cycle

BRANDS

Iconic
brands

Leading U.S. industry
marketing spend

CHANNELS

Robust retail
footprint

Global omnichannel
presence

’ SOMNIGROUP 11




4 industry-leading lab sites
110,000+square feetof R&D

Vertical Integration Is
Our Key Differentiator

70+ strategically located plants globally,
supported by resilient supply chains

$700M+annual advertising spend

We leverage each stage to create _ _
20,000+third-party retail doors

2,800+retail stores globally
40+ e-commerce platforms
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Our Strengths Create
a Powerful Flywheel

Benefits to

Benefits to

Benefits to

Shareholder
returns

Strategic
optionality

Broad omni-
channel
distribution

Innovative
products with
iconic brands

Reinvestment
in operations

Strongest
share of voice
drives traffic
and conversion

Scale across
the value chain

Operational
leverage
drives margin
and cash flow
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2028 Targets

2026-2028 CAGRs

Adjusted EPS

Sales +MSD%

TEMPUR-PEDIC

Adjusted EBITDA +Mid-teens%




Cliff Buster

Chief Executive Officer
Tempur Sealy




Tempur Sealy Overview Tempur Sealy Sales

26% 25%

74% 75%

= North America International4 = Wholesale Direct

e Wholly owned & Presentin100+ markets

® Third-party distributors . R
70+ manufacturing facilities

v
« 425+owned retail stores
v

20,000third party retail
doors globally

2025 Sale 2025 Adjusted EBITDA

Complementary portfolio
of brands and private labels

<
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Competitive Position Built on
Four Structural Advantages

Consumer -centric Innovation

Comprehensive Brand and Product Portfolio

‘ SOMNIGROUP
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Consumer-Centric Innovation Pipeline

Consumer insights into sleep needs drive
targeted product development

Our research shows the top drivers of
purchase decisions *include:

‘ Improved quality of sleep
‘ Relief from pain and discomfort

‘ Upgradedrest and relaxation

We furtherleverage our insights to educate
retailers on these purchase motivators,enabling
optimized merchandising and advertising

Quality &
Durability

Support
Comfort
Climate
Sleep Tracking

Snoring

’ SOMNIGROUP
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ndustry -
_eading

nnovation
|

75+ dedicatednew product development employees;
$30M+ R&D budget 4 R&D facilities totaling 110,000 square feet

Tempur Breez®& ActiveBreeze®;ProSmartbases;

Purppse -driven pI‘OdUCt Intellicoil ™ (Stearns &Foster®);PrecisionFit" (Sealy®)
solutions are developed to meet
specific consumer sleep needs Discernable, consumer-preferred features

and benefits drive higher ASP annhix

2025 PDMAOutstanding Corporate Innovator Award pdma:aﬁ ”

SleepTracker, developed withFullPowerAl over the past seven years,
provides a unique andoroprietary sleep technology platform |
and we recently invested and extended ouglobal license by 10 years
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Meeting the Full Spectrum
of Consumer Needs

PERFORMANCE

WELLNESS

LUXURY

INDULGENCE

RELIABLE

VALUE
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TEMPUR-PEDIC

STEARNS
& FOSTER

TEMPUR-PEDIC
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Targeted Brands for Every Consumer Segment

Target
Consumer

Functional
Need

Emotional
Need

O =
TEMPUR-PEDIC

and
couples who recognize the
value of sleep to overall
health and wellness

Proven solutions for
quality sleep

STEARNS
& FOSTER

who prioritize products that
deliver enhanced relaxation
and sleepquality

High quality productsthat
improve sleep

Optimized sleep for next
day readiness

Restorative rest for an
active and balanced life

©

POSTUREPEDIC

focused on quality, comfort
and value

An exceptionally supportive
mattress for improved
sleep quality

Wake up feeling their best

Jealy

seeking a quality mattress
from a trusted brand

An affordable mattress
that is built to last for
comfortable sleep

Wake up feeling their best
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Case Study: Sealy Posturepedic®Launch

Introduced new
coll technology

Posturepedic
PrecisionFitM Coll

e Better Comfort
& Conformance

D

(_...

/ Adaptive,
®&—— Deep-Down

D Support

Refreshed Supported with new
product portfolio marketing campaign

..1

\/ﬁ |58 IS POOR SUPPORT
- “ o

With four new
mattress models

focused on elevating and differentiating
Posturepedic®in the mainstream market

RENIS

65,000+
floor models
shipped

Sealy PRFY25
sales growth

Sealy PRFY25
ASPexpansion

SealyFY25
SOV up 47%
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Vertically Integrated Manufacturing

Wholly owned (30)
Tempur-Pedic® Facility (4)
Joint Venture (9)

Licensee (29)

® e U O

Dreams (1)
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Advanced Manufacturing and Logistics
Capabilities

Foam and Latex Pouring Global Supply Chain
Mattress Assembly Warehousing
OEM / Fabrication Logistics

Innerspring Manufacturing

Diversified manufacturing and
logistics footprint  position the
company for sustained growth

Flexible production model
enables rapid scaling of capacity
to align to consumerdemand

Operational excellence
supports continued expansion
while maintaining bestin-class
manufacturing and customer
service standards

’ SOMNIGROUP 24




Department -

stores

Tempur-Pedice

[ ——

wmmn — retall stores

Big box
retailers

Leading

Omnichannel onfne con
Distribution Model marketplaces  |® B i stores
Strengthacross third-party retail Specialty 40+ Tempur
gr}dc?)lﬁgkn:ﬁ\éemvgf;:ﬁf ghannels’ bedding and E Consumers ‘EE Sealy ecommerce
commerce channels furniture retailers channels
OEM €§3 & Third parties
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Differentiated Retailer Partnerships

One-stop product portfolio of Scalable manufacturing, logistics and
distribution through a nationwide footprint

Marketing support includes customer
Sales teams focus on building brand research, marketing insights and best

advocacy and product differentiation practices, and marketing tools and coe
branded assets designed to drive traffic

At the retailer level,our
model is unmatched and Sales analytics provide valueadd

.. Sales training support improves the - "
creates mutually beneficial customer journey, drives conversion insights about the competitive landscape,

. : merchandising mix and retailer
relatlonshlps I S 2 G0 opportunities to optimize performance

’ SOMNIGROUP 26




Benefits of the
Mattress Firm
Acquisition

Theremerchandising at Mattress Firm
has allowed us to:

Grow profit through expanded
balance of share

Efficiently increase volumes through
our production facilities

Enablenew product development
with a willing retail partner

@ Enhancedoperational productivity

@ Coordinated upper funnel advertising

' SOMNIGROUP
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Amplifying Reach Through Direct

to Consumer & Alternative Channels

Attracts consumers who prefera luxury,
low -pressure sales environment

Controlled, branded retail experience
ensures consistent product
education, quality service and
a trusted purchase journey

Leverages national brand advertising,
driving efficient customer acquisition
and strong margins

i

Deliversdeep product education and a Club stores provideaccess to loyal,
seamless transaction flow captive memberships who shop
in-store and online

Brand-exclusive platforms offerunmatched
product detail and curated assortments Online marketplacesincrease brand
impression share and capture consumers

ErcaWeT 2¢Uqenwwet wo 83 AR 9435 rg5earch pngjpurchasing
largest manufacturing advertiser enables _ _ _
efficient customer acquisition Strong presence in valueoriented online

channels attracts consumers seeking
convenience and competitive pricing

|
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V Execute on

V Further diversify offerings to drive a
i Geaqkt W 133
Tempur Sealy

Priorities for 2026 ) Continued

V on cost
efficiencies to drive profitability
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Conclusion

Tempur Sealy's unmatchedperational strength and strategic clarity
position us to deliver sustained, longterm growth

Enhanced by
products supported by leading acquisition-related
share of voice
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Hansbart Wijnand

EVP, International
Tempur Sealy




Uniquely Positioned
for Global Growth

@

s |
| e |

—
=]
=}

The bedding industry is attractive across regions,
and our position as theonly true global player
sets us apart

Consumer demand and highlevel industry
characteristics are similar across geographies,
amplifying our advantages

Proven strategy ofargeting consumers at a range
of price points with diverse offerings, efficient
manufacturing and compelling marketing

' SOMNIGROUP 32



TEMPUR International: the Only True Global Bedding Player

TEMPURRIs sold through

supported by 22 wholly owned
subsidiaries and a global network of
longstanding distributor relationships

distribution via third-party
retailers and ecommerce platforms

Wholly owned

to consumer through owned

@ Third-party distributors T TEMPURRstores and our ecommerce sites

Key markets include the

600/ of global bedding demand is
e O in international marketst

‘ SOMNIGROUP 33



Leveraging
NIJG Ge | WE I
Competitive
Advantages

Internationally

with three key levers

Our iconic TEMPUR®brand and material retain
leading premium positioning globally, driven forward

by continuous innovation

Our global scale and strength allow for
focused strategy and consistent execution

Industry -leading supply chain and global

omnichannel distribution capabilities

’ SOMNIGROUP
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Global Demand,
Scale and Financial
Strength Allow for
Focused Strategy and
Consistent Execution

: | TEMPUR HRER |

Similar demand patterns and margin profiles
for our TEMPURproducts worldwide enable
an

Diversified exposurereduces reliance on

any single local business cycle andirives

Only bedding player with global scale and
significant financial strength

TEMPUR®@roducts

’ SOMNIGROUP
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Robust Supply Chain and Omnichannel
Distribution Capabilities

Centrally located manufacturing in Denmark
provides streamlined serviceto keymarkets

Double - and triple -sourced raw materials
ensure resilience against supply chain disruptions

More than30 years of experience navigating global
regulatory and compliance requirements

Early omnichannel investments put us ahead of
industry peersand evolvingconsumer shopping habits

’ SOMNIGROUP 36




Strategic Evolution to Broaden Addressable
Market Beyond Historical Super Premium Focus

Grow and expand
market segments

5 Expand
- distribution

Drive
brand awareness

Simplify
@} manufacturing
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Expanded Product Offerings in 2023 to

Unlock Broader Addressable Market Top Mainstream TAM
_ Premium TA
The TEMPUR®rand remains anchored @ L
in the Super Premium segment ‘
-
Existing Super
With our strategic shift, we launchedthe Premium TAM

TEMPUR®&orm and Ease rangesin the
Premium and Top Mainstream segments,
comparable to Tempur-Pedic®'sbrand
positioning in the U.S.

expanded third-party distribution since

1= 1 9 % the launch with additional distribution
opportunities in key markets a8




SKU Simplification Unlocks a
More Efficient Manufacturing Model

HISTORICAL Benefits
[ S

Common component platform with

SKUs Allows us tobuild a broader

g assortment of mattresses
across multiple price points
and tailored channel and

g g g % ’ gf customer-specific variants
M Maintains manufacturing
@ efficiency and protects

\_
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Global Scale Paired With Local Expertise to

Navigate Market Nuances

Consistent industry structure globally , with bedding
products sold across wholesale, direct, offline and online
channels and with broadly similar margin profiles

Meaningful market -level nuances , including dominant
sales channels that vary by region

Local competitive dynamics differ , driven by the
presence of multi-brand chains, prevalence of monebrand
cultures, premium vs. mainstream incumbents and
historical price positioning

Regulatory environments vary by market , shaping
competition rules and influencing goto-market approaches

Our experienced
iIn-market teams
navigate these nuances
effectively, supported by
N E ~ A O Blépal scale
and abillity to attract and
retain top talent
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Driving Brand Awareness

Developedimpactful new
assets and campaigns
Substantially increased marketing
spend since 2023 product launch
Executing ahighly disciplined
media strategy, prioritizing proven
media channels and ROIdriven
performance marketing
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Conclusion

Leveragingour key advantages and evolved strategy deliver meaningful growth

We are the Global demand Our track record Significant sales

in an and operating scale demonstrates our growth and expanded
attractive international are ability to distribution to date with
bedding industry a
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Steve Rusing

Chief Executive Officer
Mattress Firm




The Mattress Firm Advantage

Unmatched scale and reach: Category leading
retail footprint, traffic and share ofvoice®

Diversified product portfolio:  Broad assortment
across brands, technologies and price points

Proprietary Sleep Expert model: Best in class training
and tools deliver differentiated consumer experience

Advanced data and digital capabilities: Analytics
drives improved decisionmaking and results
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82%

within 30 minutes

m Retail Scale That Provides Unmatched Reach e

of an owned

\\TS‘ Mattress Firm
store®

Owned

locations \

Franchised

locations
Owned and franchised
locations

Our borderto-border presence gives us
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Y8 Industry -Leading
Operational Scale

$3.9 billion in FY'25sales?

60+ distribution centers

$300+ million annual advertisingspend®

5,400+ Sleep Experts

20%+market share!
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Merchandising
Optimization Strategy

,,,,

Streamlining SKUs in certain oversaturated
product categories like adjustable baseso
simplify the experience for
consumers and Sleep Experts

Expanded product placement
of Tempur Sealy brands to align with
consumer demand

i/ sleep Expert

Built new partnerships with

consumer preferred brands
that invest in upper funnel
national advertising

Increased inventory to
Improve in -store availability
and customer service

sssss
VVVVV

x 1J2131 ¢nNPIT Wiyl A6¢ U1 R
development expertise todevelop
compelling branded
exclusive product collections

Implementing an integrated planning

system to streamline forecasting
and inventory management for a
faster, more accurate supply chain

' SOMNIGROUP
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National
Brands

Brand
Exclusives

Private
Labels

Providing Preferred Brands and
Technologies Across Broad Price Points

Brands and Technologies

ETF%\&E% T%U%]C‘ ((Serta )
nectar D Feautyrest

POSTUREPEDIC

purple ‘h’ D

PRESSURESMART" KINGSDOWN

Sleepys-fd  Sleepys tUlo

Key Purpose

Targetall consumer segments
Build trust and confidence
Generatetraffic, conversion and AOV
Enhancebrand image

Differentiate Mattress Firm
Targetpremium and luxury segments
Drive margin
Unique market positioning

Create customer loyalty
Appeals tovalue consumers
Increase profitability
Targethigh unit velocity segments

' SOMNIGROUP
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Proprietary Sleep Experts Model

~100 hours of

~100 hours of for tenured associates

Compensation structure designed to
In-store andonline

MattressMatcher ®

Proprietary omnichannel
engine powers personalized
sleep solutions

Builds customer trust

Scalesselling excellence

oogle
4.9 86

Mattress +
Matcher

Welcome to MattressMatcher
et's help your customer get a good night's sleep! Tell us

n What brings them in today? *
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i) Driving a Positive Customer Experience

BEFORE

Investing in refreshing
select stores by 2027

- B =7
Rolling out Tempur-Pedic®brand o TEMPUR-PEDIC

walls in all

Supporting
and
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Optimizing Sales with Proprietary Al Capabillities

&F New Session

PracticeLab &vo

[ BookMarks

©

Your bookmarked REPs will display here

D B 8§ o

£9) Solo REP Histor

- SleepExpert. Al
i is an integrated
tool that enables
Adjustable Bases: Solution Bas.. [] #* Frcy FoR D S I e e p EX pe rts to

Lo o R REP Direct Close

o B

Pitching FirmCare on Prime Ma... [] #*

)

optimize in -store
customer interaction
and training

and development

Customer info Jennifer Blake, a project manager, is looking for a new
mattress.

Background She needs a durable, comfortable mattress offering
good value for her family. She values reliability, comfort, and durability.
She is price-conscious and needs to consult her spouse.

Product Associate's Choice

Scenario Jennifer has been in the store for over an hour, tried several
mattresses, and likes one, but is hesitant to commit.

Prior activities She has tried several mattresses, focusing on comfort
and support, and is now browsing.

Round begins...

(Looks around thoughtfully) "This one feels really good. but | need to
be sure.”

PracticeLab Home
G SOMNIGROUP 51
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