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Item 7.01  Regulation FD Disclosure.

The information referenced in this Form 8-K, including the Exhibit attached hereto, with respect to Item 7.01 is being furnished to, and not filed with, the Securities and
Exchange Commission in accordance with General Instruction B.2 to Form 8-K.

(a) Slides for Investor Presentation as contained in Exhibit 99.1.
Item 9.01 Financial Statements and Exhibits.
(d) Exhibits

Exhibit 99.1 — Slides for Investor Presentation

SIGNATURES

Pursuant to the requirements of the Securities Exchange Act of 1934, the Registrant has duly caused this report to be signed on its behalf by the undersigned hereunto
duly authorized.

PATRICK INDUSTRIES, INC.

(Registrant)

Date: March 15,2016 By: /s/ Joshua A. Boone

Joshua A. Boone
Chief Financial Officer
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Forward-Looking Statements

S presentation contains certain statements related to future results, or states
ntentions, beliefs and expectations or predictions for the future which are
ward-looking statements as that term is defined in the Private Securities
igation Reform Act of 1995. These forward-looking statements are subjectto
ertain risks and uncertainties that could cause actual results to differ materially
rom either historical or anticipated results depending on a variety of factors.
Further information concerning the Company and its business, including factors
that potentially could materially affect the Company's financial results, is
%on ained in the Company’s filings with the Securifies and Exchange
ommission.

This presentation includes market and industry data, forecasts and valuations
that have been obtained from independent consultant reports, publicly available
information, various industry publications and other ublished industry sources.

lthough we believe these sources are reliable, we have not indeperident|
verified the information and cannot make any representation as to the acclracy
or completeness of such information.

We disclaim any obligation or. undertaking to disseminate any updates or
revisions to any forward-looking statements contained in this presentation or to
reflect any change in our expectations after the date of this presentation or any
change in events, conditions or circumstances on which any statement is baséd.
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Company Overview
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Patrick at a Glance

ounded in 1959 and incorporated in Indiana in 1961
adquartered in Elkhart, Indiana — the “RV Capital of the World”

eading national manufacturer and supplier of building and component
products to the RV, MH, and Industrial markets

Operates over 60 facilities in 14 states
Approximately 3,800+ employees

Listed on the NASDAQ under ticker PATK
Acquired 25 companies from 2010 - 2016

=
-
e
=

= $313 million aggregate purchase price
= $582 million annualized sales (at time of acquisition)

» 2016 will focus on continued organic and acquisition growth, and
expanding geographical product reach

o
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Patrick Industries Overview

of 2015 Net Sales # 14% of 2015 Net Sales *> 11% of 2015 Net Sales
Udes walllceiling panels, # Includes walliceiling panels, pressed > Includes retail and commercial
juntertops, fabricated aluminum & and hardwood doors, fixtures, kitchen cabinets, solid
FRP products, wrapped mouldings, wiring/electricaliplumbing, cement surface countertops, office and
cabinet doors, electrical/wiring/ siding. drywall and roofing products, residential fumiture
lumbing, furniture, interior doors, RV lighting, wall coverings, bathand e :
gainting?lighting,wall coverings, shower surrounds, and trusses e il
fiberglass caps, bath fixtures & small » B52% retail, commercial, hospitality
components, electronics, mattresses, and institutional
and simulated wood and stone
products

wPATRICK
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Why Patrick Industries

» $16.8 billion addressable expanding RV & MH markets
Markets * Emerging industrial and housing market

= + Continuously expanding product and company portfolio
BU SINEeSS through organic growth and growth through acquisitions

* Execution of strategic plan and balanced capital allocation
M Od el strateqy

* Team driven by performance-oriented culture with

- continuous improvement focus on driving margins and
Leadership profitability

+ Strong relationships with broad array of customers

* High variable cost concentration-based operating structure

Opef‘ations providing ability to maximize levers to manage through
business cycles
Finaﬂcial + Strong financial performance focusing on revenue and
earnings growth while maintaining a healthy balance sheet
Performance and delivering free cash flow
Sh areholder « Management focus on increasing shareholder value

* Returning capital to shareholders is strategic part of capital
allocation strategy

Returns
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Patrick Facility Profile




& Earnings Growth

Earnings Growth

+265% $272

+24%

+38%
+28%
+13% 531
$0.56 +151% s24
= i
214 205 2011 2012 2013 214 2015
B Sales e N et Income —+—EPS

2012 excludes the benefit of the income tar creditassociated with NOLs - ST or$0.42 per dilutedshare




The RV Market




RV Industry Conditions & Consumer Trends

Industry Strength

etail shipments have outpaced wholesale shipments allowing for healthy
ler inventories
5wraps up 6" consecutive year of wholesale shipment growth with
rojected to have slow and steady growth of 2%
nnovative designs and products appealing to all age groups and
fracting younger buyers

aller units with lower price points reaching broader economic class of

Economy

« Consumer confidence 97.9 avg. for 2015 compared to 86.8 avg. for 2014!
+ 2015 average unemployment rate at 5.3%
* Continued low fuel prices

Demographics

= One in ten vehicle-owning households between 50 and 64 own at least
one RV

+ 11,000 Baby Boomers are projected to turn 65 years old each day over the
next 15 years — highest rate of RV ownership

+ 70% of current RV owners plan to purchase another RV to replace their
current unit

Lifestyle

* Culture shift toward outdoor activities

* More economical vacations with the typical RV family vacation being 23-
50 percentless expensive than a traditional vacation

+ Large segment of population, “Millennials”, is embracing active and
outdoor lifestyle

Strong
Economy

Industry
Strength

Source: 'The Conference Board; Bureau of Labor Statistics & U.S. Census Bursaw; U.S. Energy Information Administration; RVIA

L
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Favorable
Demographics

Increasing
Active
Lifestyle




ustry Annual Shipment Trends

RV Wholesale Unit Shipments

+27%
9/11 Attacks ATE
gt Residental
"‘r" i e Housing Crisis
ny "; 391
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RV Shipments

(% in millions) +26%
hipments i thousands) $691

+2T%
5548
+43%
5430
+hF4
S300
+11%
+12%
§187 +13% 324
286 18
238
20 2m2 203 2014 205
mmm Towable Shipments = Motorized Shipments Patrick RV Sales
Towable RVs Motorized RVs
» 89% of industry unit sales (on avg. since 2010) » 11% of industry unit sales (on avg. since 2010)
» 61% of retail dollar sales, or $9.4 billion > 39% of retail dollar sales, or $6.0 billion

» Retail cost $5,000 to $160,000 per unit (avg. $30,000) » Retail cost $43,000 to $500,000+ per unit (avg. $136,000)

Source: RVIA 2014 Industry Profila
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RV Towable Shipments

|| Riwholesale towable'shipments (in thousands)

M3
1%
3%

=

1%

2011 2012 203

283
1%

204 2015

| lTﬁwI.'i'raili.ers lﬁ'i'rawl'i'liéi-lers-i;ﬁhtﬁmﬁi- l#ﬁldirigéémpil‘llg.'i'la.il-ers l'i'-ruc.kC.:ampers |

Travel Trailers

» T0% of towable unit sales (on avg. since 2010)
» 57% of towable retail dollar sales, or $5.4 billion
» Retail cost $8,000 to $95,000 per unit (avg. $24,000)

Folding Camping Trailers

» 4% of towable unit sales (on avg. since 2010)
» 1% of towable retail dollar sales, or $0.1 billion
» Retail cost $5,000 to $22,000 per unit (avg. $10,000)

Source: RVIA 2014 Industry Profila

L
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Travel Trailers — Fifth Wheel

¥ 25% of towable unit sales (on avg. since 2010)
» 41% of towable retail dollar sales, or $3.8 billion
> Retail cost $18,000 to $160,000 per unit (avg. $50,000)

Truck Campers

#» 1% of towable unit sales (on avg. since 2010)
» 1% of towable retail dollar sales, or $0.1 billion
7 Retail cost $6,000 to $55,000 per unit (avg. $23,000)




RV Motorized Shipments

|| RUwholesale motorized shipments (in thousands)

P

215

| wcComentional(Class &) @Mini(Class C) @VanCampers (ClssB) |

Conventional (Class A) Van Campers (Class B)

» 50% of motorized unit sales (on avg. since 2010) ¥» 7% of motorized unit sales (on avg. since 2010)
» 66% of motorized retail dollar sales, or $3.9 billion » 6% of motorized retail dollar sales, or $0.4 billion
» Retail cost $60,000 to $500,000+ per unit (avg. $180,000) > Retail cost $60,000 to $130,000 per unit (avg. $117,000)

Mini (Class C)

# 43% of motorized unit sales (on avg. since 2010)
> 28% of motorized retail dollar sales, or $1.8 billion
» Retail cost $43,000 to $200,000 per unit (avg. $89,000)

Source: RVIA 2014 Industry Profila
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Retail vs. Wholesale - ‘15 vs. ‘14

(shipments in thousands)

RV Towables - Total Towables - Travel Trailer Towables- Fifth Wheel
37 3 73% of 2015 towable shipments 239% of 2015 towabie shipments

3 40

Boeaer BRz

RV Motorized - Total Motorized - Class A Motorized - Class B & C
46% of 2015 motorized shipments 54% of 2015 mororized shipments
S 21 =

s

MDeer BEzt

» Growth of retail is outpacingthat of wholesale in both Towables and Motorized
= Towable retail increased 12% in 2015 compared to wholesale shipment growth of 4%
= Motorized retail increased 13% in 2015 compared to wholesale shipment growth of 8%

Source: RVIA - dealer shipmenis; Statistical Surveys, Inc. — retailshipments
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RV Content per Unit

5,600
&0
GR 2
{\‘aafn ¥ 31,345
% $215 pe
creas® §1,536
= avg ©
| I I I I
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» RV unit content increased 20% YoY
=  Driven by new products, extension growth, acquisitions, and market share gain

» Total potential RV content available estimated at $5,600

*Calculatedon TT\M basis
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Patrick Product Lines — RV Interior

pset & Passage Doors
Mattresses

Additional Supplied Products:

» Exit Lighting

» Ceiling Fans

* PowerCords & Inlets

* RV Tank Heater Pads

* Fire Extinguishers

» Electric Fireplaces

* Wiring, Electrical & Plumbing Products

* Inverters

* Tire Pressure Monitors

» Electrical Switches, Receptacles, and Outlets

* RV Transfer Switches

* Battery Selector Switches

*» Cut to size, boring, foiling & edge-banding

* Flooring Adhesive

* Instrument Panel

* Made-to-order laminated products including vinyl,
paper, veneers and high pressure laminates (HPL)

Cabinet
Hardware

L
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Vanity Mirrors

Fiberglass Bath Fixtures

& Shower Doors

Microwaves

Laminate &
Ceramic

Cabinet
Lighting

Tile

Dinettes,
Tables &
Chairs

Cabinet Doors
Kitchen & Bath

Faucets & Sinks Laminated Panels &
Printed Vinyl

Countertops

Backsplashes

Speakers
Furniture

Slide trim — foam,
hardwood, wrapped




Patrick Product Lines — RV Exterior

Bow Trusses Exterior Speakers

Front and Graphics
Rear Caps

Additional Productl ines:
= Softwoods
Full Body Paint
= Aluminum Gauges
Steel Gauges
Mill Finish & Pre-
Painted Aluminumand
Steel
Slit & Embossed Steel
FRP Coil & Sheet

RV Power

Cords & Inlets
RV Grills & Accessories

Aluminum &
FRP Side
Walls

Motion Sensing
Lights
Laminated Side
Walls
LED Lighting

Paint & Paint
Mask

wBA
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Patrick RV Products Growth Potential

Insulation

Exterior
Mirrors

Heating,

Ventilating, !
Air Conditioning |
. "
|

Dashboards &
Components

Holding Tanks

Windshield
Water Heaters Wipers

Captains
Chairs
Hardware

mein .

Tires & Rims




The MH Market




MH Market Quick Facts

Average structure cost per sq. ft. (2014): $45 (MH) vs. $97 (single
mily home)

erage MH retail price (2014): $65,300 for 1,440 sq. ft.

Multiple exterior options and interior floor plans available;
customized to meet consumer needs

» Engineered for wind safety and energy efficiency based on
geographic region in which they are sold; sustain no more damage in
hurricanes than site-built homes

> Appreciate in value as with other forms of housing
> Typical financing terms for MH loans on new homes:
= 10 - 20% down payment '

= 15 -30 year loan terms — based on AERERANN
credit profile, home size and loan type

Source: Mamnufactured Housing Institute AHI)

WP
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MH Market Indicators

rivers of Consumer Demand Market Growth

Quality
credit
Dealer and standards
manufacturer Affordability
inventory and quality
levels
Alternative Mumber of
‘ ‘ housing aging "Baby
Fmigéii?gf Consumer S Ll
cre ey
availability ‘ ‘ confidence
Consumer

Demand

Tax
incentives

# Opportunity for moderate year-over-year growth; limited downside risk in near-term if volumes maintain
historical relationship with new housing starts.

=  Unit shipments have averaged about 10% of single-family housing starts over the last 10 years.
¥ Potential gain from the recalibration of quality credit standards, job growth, and the significant number of
consumers in transitional housing and most likely return to more permanent housing.

# Driving forces within the MH industry: technological advances, evolutionary designs, and a focus on delivering
quality homes that families can afford.

Source: Mamnufactured Housing Institute AHI)

+PATRICK
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nual Shipment Trends

MH Wholesale Unit Shipments

Residential
Housing Crisis
147

Restricted MH and Residential

131 Housing Credit& Lending Conditions

78

50 s0o s B 60 %

F s T T S T e % S Y s s 0

Source: 1990-2015: Manufactured Howsing Institute (MHI); 2076 Company Forecast

March 15, 2016




MH Shipments

{8 in millions)
hipments i thousands) +18%

§129
+14%
$109
+12%
5
+15% o
+0% $85
§79 §79 £%
§74 +10%
7% 71
+10% i
+6% 60
+1% +3% 55
50 50 ' I
o & R 1 ™ iy )
B & & = & = =
= \Vholesale Units Patrick MH Sales

# Wholesale unit shipments continue to increase YoY — up 10%

# Patrick MH segment sales are up 18% YoY led by acquisitions and strong market share gain from
our distribution branches

¢
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MH Content per Unit

Content per Unit $6:200
AGR 6%
£a7 per year, C

2011 -2015 avg. content increase = AN

5'1 592 —
$1,556 $1582 II
$1438 iz
G
”"' 0’5’ o 0" “’ :}"‘ 0’\ “'\ :}h Q\ n«" Gm d‘ ,.:. o ?0\6&@
N

g

# RV unit content increased 8% YoY
=  Driven by new products, extension growth, acquisitions, and market share gain

> Total potential MH content available estimated at $6,200

*Calculatedon TT\M basis
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Patrick Product Lines — MH

Kitchen & Bath
Faucets & Sinks

pped Profile Moldings
rior Decorative
es

Fiberglass Bath Fixtures & Shower
Doors

Plumbing Products Products)

Trusses Ceiling Fans

Interior Passage
Doors

Medicine
Cabinets l

Counteriops

Under Cabinet
Lighting

Wiring/Electrical
Products

Microwaves

(LA b b

Shingles

Gypsum (Drywall &
Drywall Finishing

Siding

Ventilation System & Ridge Cap
Felt Paper

lce & Water Protection

Drip Edge

Flashing

Roofing Membrane

Soffit & Fascia

Additional Supplied Products:
= Building Arches
= Closet Organization Products
= Sealants
= Innovative Lighting
Electrical Components
* PanelsiBreakers
*  Qutlet Boxes
*  Switches/Receptacles
= Fireplacesand Surrounds
=  Made-to-order laminated products including

Tile
RecessedLighting
luorescent Lighting
Laminate & Cermamic Flooring
abinet Doors &
Components

vinyl, paper, veneers and high pressure
laminates (HPL)
» Cutto size, boring, foiling & edge-banding
= .= Solid Surface, Granite and Quartz Fabrication
Printed Viyl | ¢} o ring Adhesive
= Tables & Signs
= RoofTrusses




Patrick MH Products Growth Potential

Alternative

Insulation Solar Panels

- Hardware
Composite

Decking + Water Heaters

+ Appliances
+ Toilets/Plumbing

Lumber + HVAC

Brackets/Braces &
Hardware

o
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The Industrial Market




Industrial Market Indicators

Market Growth

rowth in Housing Market Driving Demand

5,500
New
DAL construction
500 & \ growth
4,900 E
g T F
i £.700 g
o w i
§ Aol = Job Affordable
E 220 % growth ”'rtstr:ft
e 4 260 alts
3 M0 554 4490 & 410 2
400 3,900

2 ) o &

& £ & F &£ g 4§

| Mew Housing Starts === Existing Home Eial-e'sJ

" Government
incentives

» 48% of the Company’s industrial revenue base is tied directly to the residential housing market (new
construction and remodel)

» Our sales to the industrial market generally lag new residential housing starts by six to nine months

» Patrick has targeted certain sales efforts towards industrial market segments less directly tied to new

single and multi-family home construction, including the retail fixture, office, medical, institutional
furnishings, and countertop markets

*New Housing Starts: NAHB; ExistingHome Sales— 2075: Nov. YTD avg. National Assoc. of Realtors

¢
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Residential & Non-Residential Trends

(% in millions)
(housing starts in thousands)

non-res constructuon spend, YoY chg. 8%
5104

+33%

540 539

-14%

& » 1 ] B )
5 . o o ok 45
o ) = o W= B
mmm Residential Housing Staris Patrick Industrial Sales

¥ Our products have applicability in both new construction and remodel markets
# We estimate that approximately 48% of our industrial revenue base is directly tied to the residential housing
market which appears to have begunits recovery while the remaining is tied to non-residential

Source: ULS. Census Bureau

L
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ousing Starts Trends

& & & F P P S s g g

Source: 1990-2015: U.S. Census Bureau; 2016F: NAHB{as of March 2, 2076)

March 15, 2016




Industrial Organic Growth [~

Markets

residential housing Legacy Industrial Organic Sales Growth®
etall, commercial, hospitality and institutional

(%in millions)
$90.0
Product Types SRR
prer and vinyl Iaminated panels $70.0

igh pressure laminate ("HPL")

Fabricated and contour banded parts %60.0
$50.0
Industrial Market Advantages 540.0

= Higher margins relative to Patrick consolidated
margin profile

= Expanding economy and investment in retail, office
and commercial space

= Pent up demand in residential housing $10.0

= Industry financing becoming more available

$30.0

520.0

50.0
2010 2011 2012 2013 2014 2015

Growing our legacy core product lines into adjacent markets outside of RV
and MH continues to be part of our strategic growth plans. We will continue to
concentrate in the residential cabinet and furniture, retail, commercial,
hospitality and institutional markets, where positive momentum and market
share gains continue to drive strong sales growth.

*Excludes the impact of companies acquiredirom 2010-2015

L
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Strategy Execution




Capital Allocation

Acquisitions

Geographic and product expansion

Stock buyback program

= At prices and volumes deemed appropriate by the Board and management
> Investments in infrastructure and capital expenditures
> Debt reduction and leverage position

= We expect to utilize availability under our credit facility and maintain an
appropriate leverage position to support our strategic growth initiatives

Our capital allocation strategy is centered around
the utilization of our leverage and capital
resources to grow the business model

o

TR S TR B, (e




Acquisition Strategy

We target organizations with:

= Solid management teams with strong customer and supplier relationships and operational talent
= High quality productlines

= Strong growth potential

= Strategic value proposition to our business model

Patrick provides the acquired businesses with:
= QOpportunity to allow the creative entrepreneurial spirit of each to continue to thrive
= (Capital and administrative support, and operational support where needed

» OQur goals are to:

= [ntroduce new and innovative product lines that complement our core competencies

=  Cross sell our extensive product catalog to our customer base

= |ncrease our content per unit

=  Leverage our management capabilities

=  Grow top line and bottom line results and earnings per share

» Diversification opportunities:

= Seek out and pursue acquisitions in adjacent markets that further leverage our core management
capabilities in manufacturing and distribution and diversify our end market exposure

» Acquisition profile:

=  We maintain a disciplined approach and are comfortable evaluating and exploring both smaller and
larger acquisition candidates that have the potential to bring long term strategic value to the
organization

= The pipeline continues to have a broad scale of candidates with annualized revenues ranging from $6
million to $60 million in size

o
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Acquisition Summary by Year

2010 Acquisition Highlights
ompanies
| aggregate purchase price ﬁ? @3
M annualized sales ADORN
[*Primarily RV market-based

2014 Acquisition Highlights

» 7 companies === 6

=T Al L R

« §72MM aggregate purchase price

* $126MM annualized sales 4:‘3"‘:"?9!'\";
* Primarily RV market-based S—

CHARLESTOMN

2011 Acquisition Highlights

+ 3 companies
« $7TMM aggregate purchase price

» $26MM annualized sales
* Primarily RV & Industrial market-based o

2015 Acquisition Highlights
« 4 companies BETTERWAY

Mork American
Forest Products

« $146MM aggregate purchase price
+ $233MM annualized sales
* Primarily RV market-based

2012 Acquisition Highlights

......... reeh

« 4 companies
« $30MM aggregate purchase price o
+ $80MM annualized sales it

» Primarily RV market-based %s.%“ %--"-

2013 Acquisition Highlights
« 3 companies @
FRONTLINERY %,

&
Wity

« $17MM aggregate purchase price
« $42MM annualized sales
* Primarily RV market-based

L
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2016 Acquisition Highlights

« 2 companies (s Paridand Performance™ Panels
+ 536MM aggregate purchase price

+ 553MM annualized sales

» Primarily RV & Industrial market-based

» $BBMM in average revenues acquired from 2010-
2015

»  $134MM average revenues acquired the past 3
years 2013-2015

» $53MM in annualized revenues acquired thus far
in 2016




Parkland Plastics, Inc.

( Parkland Performance” Panels

arkland Plastics (headquartered in Middlebury, IN) was acquired in February 2016
* Purchase price $25million | $30 million annualized net sales

* |mmediately accretive to 2016 netincome per share

» Products:

= Pioneerin utilizing reclaimed polymers to engineer high-performance, hon-
fiberglass reinforced plastic (“NRP”’) panels

* Productlines include wall panels, lay-in ceiling panels, coatedand rolled
floors, protective molding, and adhesives and accessories

» MarketSegmentSales: 50% RV / 50% Industrial
> 3ynergies:

= Expandcontentperunit by increasing our presence and value propositionin
the RV market

= Deep penetration and connectivity with big box retailers

= Capitalize on Patrick’s strong RV industry relationships to furtherincrease
penetrationinto the RV market

o
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The Progressive Group

THE

PROGRESSIVE

croup Al

he Progressive Group acquired in March2016
* Purchase price $11 million | $23 million annualized netsales
* |mmediately accretive to 2016 netincome per share

=  Operating outof 7 locations serving 16 states, primarily in the Midwestand Inter-
mountain regions

7 Products:

* Home and Car Audio Systemsand Components, wiring, speakers, lighting, remote start
systems, security systems, televisions, radar detectors, safety products, automotive
accessories and covers including Weather Techfloor mats, Bluetooth products, and
sportheadphones

> 3ynergies:
» Capitalize on our existing QAV electronics platform and nationwide geographicfootprint

= Expand our product offering with new and innovative major brand electronics and
components inthe RV and marine markets

= Diversify our product offerings into new markets including big box retail and custom
home and audio car shops

L R T o= =t




Geographical & Product Expansion

Pacific Northwest

+ Lamination

* Aluminum

~ FRA

* Fiberglass

+ Paint

+ Solid Surface

+ Hardwood Products
* Pressed Products

* Industrial

* Interior Doors

Southern California

(LA b b

* Softwoods

* Paint

* Solid Surface

* Hardwood Products
* Pressed Products

Texas

* Softwoods
* Hardwood Products
* Industrial

Northeast

+ Softwoods

* Fiberglass

+ Solid Surface

+ Hardwood Products
* Slotwall Products

Southeast

* Lamination
* Fiberglass
* Solid Surface

Focus on expansion opportunities that provide the greatest potential,

while understanding any potential risks or pitfalls




Stock Buyback

2,000 $45.00
Tl
1,800 : $40.00
1,600 $35.00
1,400 1,324 1,324 1,324
$50.00
& 1,200 1,128
i §25.00
g 1,000
$20.00
o 200 753
s $15.00
7] 600 '
400 $10.00
200 55.00
(1] 50.00
n g
o o
. Incremental Shares Repurchased W C umulative Shares Repurchased Awg Close Share Price Cumulative Avg. Price of Share Buyback

» Repurchased 1.8 million shares since February 2013through January 2016
= Average costpershare of $25.04 --- total cost $46 million

> New stock repurchase programannounced in Q12016 for $50 million for 24
months

L
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Capital Expenditures

(% in thousands)

$10,000
$8,669
$7,895 §7958
56,542
$4,218 Recession
[ \
| I
§2,453 $2436
$1,356
330‘3 .
—
2007 2008 2008 200 201 2014 2M5 2016F

We will continue to invest in our infrastructure to drive enterprise wide
efficiency and flex our capital spend when necessary to align with our
demand levels

wPATRICK
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ing Growth with Cash Flows

2011 2012 2013 2014 2015

Flows From Operating Activities:

income $ 8,470 | $28,095 | $24,040 | $30674 | $ 42,219
epreciation & amortization 4916 5,586 7,297 | 10,433 16,775
Deferred financing amortization 895 243 430 365 490
Stock compensation/deferred compensation/DTA/other 2,554 (3,596) 5,232 4,948 3,041
Changes in operating assets & liabilities, net (5,120)| (9,631)| (14,568) (679) 3,105
Net cash provided by operating activities $11,815 | $20,997 | $22 431 | $45,741 | $ 65,630
Capital expenditures (2,436)| (7.895)| (8,669) (6,542) (7,958)
Free cash flow $ 9,379 | $13,102 | $13,762 | $39,199 | § 57,672

March 15,2016




Capital Allocation

{8 in millions)

o5 ncres®
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$§272

$204
($180)
$36
2010 Total Acquisitions Capital Stock Debt Payments 2015 Total
Debt Spending Buybacks Debt

Debt increased only $168MM from 2010 to 2015 with $348MM invested in
capital allocation strategy over that time period
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ce Sheet Strength

Leverage Position Trend
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Margin Expansion

(8 in millions)
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Our gross and operating margins have continued to expand driven by
increased sales volume, leveraging our fixed costs and strategic acquisitions
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Split Adjusted Stock Performance
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holder Value

PATK PriceandVolume
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isition Summary

Products

@ Wiring, electrical, plumbing, and
08/2010  Blazon Irternational Group $38 MM 520 MM Distribution RY & MH  other building products

Solid surface countertops,

092011 $5.5 MM $20 MM Manufacturing RV & Industrial backsplashes, tables, and signs

AlLA Countertops, LLC

032012 Décor Wfg., LLC F17 MM Manufacturing Laminated and wrapped products

m Hardwood furniture including irterior
A hardwood tables, chairs, and

09/2012  Creative Wood Designs, Inc. 53.0 MM 518 MM dinettes

*Projected Annualized Sales as of the acquisition date




Acquisition Summary

Date NE'[PI]TCH:ISE‘ AIII'III:]“IE‘G

“ RY, MH&  Fiberglass bath fixtures including
092013 Frontline Mfg., Inc. §5.2 MM $15 MM Manufacturing Industrial tubs and showers
(@ RV, MH &
0972013 Premier Concepts, Inc. 2.6 MM $10 MM Manufacturing Industrial Solid surface courtertops
ﬁhm Recliners, mattresses, other
092013 ‘West Side Furniture B8.7 MM F17 MM Distribution RV furniture products
062014 F'remsmn F'amtlng Group 516.0 MM 528 MM Manufacturing RV Exterior full body painting
q Fabricated aluminum products, fiber
Manufacturing & reinforced polyester (FRP) sheet &
062014  Foremos cators, LLC 454 MM 5 MM Distribution RV coil
:-u..___
D‘v Fabricated simulated wood and
092014 F'othyn , LLC $1.3 MM $2.5 MM Manufacturing RV stone products
v Fiberglass and small plastic
112014 Charleston Corporation $9.5 MM 520 MM Manufacturing RV components

*Projected Annualized Sales as of the acquisition date
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Acquisition Summary

Net Purchase| Annualized S
m Price Sales s i ey m
N gl
PRCOLK

02/2015 Better W ay Partners, LLC Z405 MM S50 MK Manufacturing RV Fiberglass components
Fiberglass front and rear caps and
Structural Com posites of RV Marine & roof and other specialty fiberglazs
052015 Indiana, Inc. 201 MM F1G MK Manufacturing Industrial com ponents
Profile wraps, custom mouldings,
&w_ A m laminated panels, rawprocessed
Torss Fodecti RV, MH & sofiwood products, trusses,
08/2015 North American 850 MM 3165 MM Manufacturing Industrial industrial packaging matenals
Polymer-based products including
o Parsans P e Pt wall panels, lay-in ceiling panels,
coated & rolled floors, protective
022018 Parkland Plastics E25.0 MM Z30 MK Manufacturing  RW & Industrial moulding

03/2018 The Progressive Group E11.0 MK E23I MM Dristribution RW & Industrial Electronics

*Projected Annualized Sales as of the acquisition date
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