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Certain of the statements in this presentation
may include forward-looking statements
as defined in the Private Securities Litigation
Reform Act of 1995, which are subject to
various risks and uncertainties
iIncluding, but not limited to, those set forth
INn our press releases and our periodic
filings with the Securities & Exchange
Commission.



= Total flooring product offering
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Carpet = Consistent financial performance and disciplined

management




2007
= Sales of $7.6 billion
= EBITDA of $1.1 billion

Leading Market Positions

Carpet

Ceramic

Stone Flooring and Countertops
Laminate

Wood

Rugs and Mats



_ Consistent Financial Performance
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Consumer Total Industry 3-4%
Advertising

Carpet 1-2%
Rugs 5-7%
Laminate 6-7%
Ceramic Tile 5-7%
Hardwood 5-7%
MOHAWK Resilient (2%)-(1)%

(Source: Management Estimates for future growth) 7




2006 US Industry

Sales $24 Billion

New Residential
Construction
18%

Residential
Replacement

Commercial
56%

26%

(Source: July 23/30, 2007 Floor Covering Weekly)

Residential

* Retail dealers
= Builder

= Multi-family

= Home centers
= Specialty Retalil

Commercial

= Corporate
= Educational
= Retall

= Health care
= Hospitality
= |nstitutional
= Mainstreet



- Carpet and Rugs
Dollars In Billions

Mohawk $4.0
Shaw $4.8
Armstrong

Beaulieu $1.1
Mannington $0.1
Interface $0.6
Domco Tarkett

Pfleiderer

C&A Floorcovering $0.3
The Dixie Group $0.3

(Source: May 2007 Floor Focus and July 23/30, 2007 FCW)

26%
32%

7%
1%
4%

$5.9
$5.1
$1.5
$1.1
$0.7
$0.6
$0.7
$0.3
$0.3
$0.3

Total Flooring

24%
21%
6%
5%
3%
3%
3%
1%
1%
1%



A
'J.'q\aur..";:rr

Consumer Advertising

(Source: July 23/30, 2007 Floor Covering Weekly)

Diversified Customer Base

Over 30,000 Customers

Other
Home 304

Center
21%

Contractor
11% Specialty
Stores

65%




2007 Revenues 2007 Operating Income

(Before corporate elimination) (Before corporate elimination)

Unilin Unilin

19.5% 34.6%
Dal-Tile .
25 4% Dal-Tile

: 33.0%
Mohawk
55.1%
Mohawk
32. 4%

Total: $7,586 M

Total; $750 M
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We offer all price points and products

= Tufted
= Woven
= Printed
= Modular Tile

Cushion

= Bonded
= Felt
= Urethane

= Sheet
= Tile

Ceramic

= Floor & Wall
= Porcelain

= Quarry
= Mosaic

Wood

= Engineered
= Solid
= Hand-scrapped

= Planks
= Mosaic
= Tiles

= Tufted
= Woven
= Printed

W ETES

= Bath
= Entrance
= |Indoor

= Floor
= Countertops
= Basins

Wood Panels

= Roofing
= Melamine
= Chip Board

Accessories

= Wall Trim
= |nstallation Products
= Tools



Presenter�
Presentation Notes�
Today, Mohawk is a Total Flooring Company  - offering all products and price points.



Specific products, brands, sales forces for each market.



Residential Sales forces selling different products and Brands – in addition to having specialists for various channels.



Commercial – different decision makers –

	At high end – sales people mostly women

	help customer design custom floors to create unique environments.



Have Rugs, Mats, and Textiles.�




Presenter�
Presentation Notes�
  WE OFFER THE HIGHEST SERVICE LEVEL IN THE INDUSTRY.  



  KEEP HIGH VOLUME PRODUCTS IN REGIONAL WAREHOUSE.  SHIP TO SATELLITES AND DISTRIBUTE ON OWN LOCAL FLEET.



  INSTALLING NEW SYSTEMS TO MAXMIZE BOTH LOCAL AND LONG HAUL FREIGHT.



  OVER TIME COMBINING DAL-TILE AND MOHAWK WAREHOUSING WHERE MAKES SENSE.�


= 1992 to 2000: Focus on soft surface acquisitions

= 2000: Added hard surface sales force with
sourced products

= 2007: Acquired Columbia Wood Flooring — leading
wood position
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Cycle Management

( Slowing GDP growth

U.S.
Economy <

: : Right size infrastructure
= Housing contraction

= Credit tightening

. " Increasing business investment Enhance distribution efficiency

(= Commercial growth

Residential in cyclical downturn Reduce sales and marketing expenses

Postponed remodeling investments

Flooring<

New housing construction decline Maximize inventory turns

Escalating material costs

\. = Trading down (change in price & mix)



Presenter�
Presentation Notes�
Today, Mohawk is a Total Flooring Company  - offering all products and price points.



Specific products, brands, sales forces for each market.



Residential Sales forces selling different products and Brands – in addition to having specialists for various channels.



Commercial – different decision makers –

	At high end – sales people mostly women

	help customer design custom floors to create unique environments.



Have Rugs, Mats, and Textiles.�
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............ Business Segments
Mohawk Dal-Tile Unilin

e
B Investments

Leverage our brands

Key Priorities

Drive sales and profit growth

Specialize sales teams

Enhance customer
relationship management Provide product innovation

and differentiation

Develop new market opportunities _ _ -
Enhance international position

Expand growth product categories Improve management execution
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Presenter�
Presentation Notes�
Today, Mohawk is a Total Flooring Company  - offering all products and price points.



Specific products, brands, sales forces for each market.



Residential Sales forces selling different products and Brands – in addition to having specialists for various channels.



Commercial – different decision makers –

	At high end – sales people mostly women

	help customer design custom floors to create unique environments.



Have Rugs, Mats, and Textiles.�


World class brands

Mohawk Ceramic

Ralph Lauren

Karastan
Mohawk
Mohawk Hardwood

Mohawk Floorscapes

Mohawk Color Center

Mohawk Floorz

Mohawk Laminate
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Continue to improve in-store
experience

Improve training to help retail partners

Integrate all product categories

Leverage Mohawk Brand to increase
customer traffic

Provide differentiated products

and innovations

MOHAWK
floorzmm

QUALITY FLOORING FROM A TO Z 18




%ohawk Segment
Commercial Business / //

MOHAWK

Business Segments ' World Class Brands

Corporate ' | Karastan Contract
Educational Durkan Hospitality
Retail Lees Commercial
Health care Mohawk Commercial
Hospitality Bigelow Commercial
Government

19


Presenter�
Presentation Notes�
Today, Mohawk is a Total Flooring Company  - offering all products and price points.



Specific products, brands, sales forces for each market.



Residential Sales forces selling different products and Brands – in addition to having specialists for various channels.



Commercial – different decision makers –

	At high end – sales people mostly women

	help customer design custom floors to create unique environments.



Have Rugs, Mats, and Textiles.�


Mohawk Segment
Home Business /f/
MOHAWK

Sells All Top Retailers Coordinated Offerings

KOHLS

Cosrco

S
o)

WALAMART = 23 2

BED BATH &
BEYOND>




Broadest array of ceramic tile products

Best known ceramic tile brand names

Unmatched national distribution

Rated #1 in the industry for customer
service, quality and design

Low cost, high quality, focused
manufacturing facilities
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CERAMIC TILE = Sold through extensive residential dealer network

= 228 company-owned sales service centers

da]ti]e® .................................................................................................

= Home centers (primarily Home Depot)

= 59 dependent distributors/188 locations

A@ = 13 company-owned sales centers
AMERICAN 0273

= Home centers (primarily Lowe’s)



Geographical Revenue Split Product Revenue Split

Flooring

67%
u.S.
27%
Fl

(1) Includes Laminate, Wood, MDF and IP 23

2) Includes Roofing Structures and Other Boards
I ——

Non-
oonnqa
33%




Unilin Segment
Competitive Advantages ///

Positioned for profitable growth:

= Highest growing U.S. flooring category

Ranked category leader by retail channel

Undisputed innovation leader

Valuable intellectual property

Vertically-integrated manufacturer







Roofing Structures and Specialty Board

Melamine

Roofing Structures
= Insulated roof panels and hinged roofs

Flax, Specialty MDF, and Wood Chipboards
= Furniture and specialty construction

Melamine-faced boards and panels
= Furniture, DIY and construction industries




Investing to achieve low-cost position




500 Mohawk products contain recycled materials
Carpets utilize bio-based corn fiber

Carpet fiber made from 3 billion recycled plastic bottles

Laminate HDF consumes over 1 billion pounds of waste and

recycled wood

Recycled carpet converted to other plastic end uses
Doormats utilize 30 million pounds of recycled tires
Alternative energy sources replace petroleum-based fuels

Reduction of emissions, water usage and energy consumption



Financial Review




Years Ended Dec. 31

Net Sales

% Change

Gross Profit

% Gross Margin

Operating Income

% Oper. Margin

Net Earnings®

% Change

Diluted Earnings
Per Share®

% Change

(1) Reflects Net Earnings before one-time tax benefit of $272 million or $3.97 per share




Mohawk Segment Results

(Dollars in millions)

Mohawk Segment

/Y

MOHAWK

(1) 2005 and 2004 data reflect full-year proforma results from Oct. 31, 2005 acquisition. 2005 Adj. Operating Income adjusted for $34 million one-time, non-cash charge for purchase accountin§



First Quarter Net Sales Adjusted First Quarter EPS
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(1) Adjusted for impact of non-cash LIFO charge of $0.13 & $0.07 in 2006 & 2005, respectively. Adjusted for impact of stock compensation expense of $0.03 in 2006 32
R



(Dollars in Millions) 2007 Data
SLO00 e
$900 = 43 days sales outstanding
$800 - = 4.1 inventory turns
$700 - = 19% working
$600 - capital/sales
$500 - = $306 mm depreciation
and amortization
$400
$300 A
$200 4 = $875 mm generated in 2007
under difficult market
S0 conditions
$0 -
2004 2005 2006 2007
(1) Working Capital excludes current portion of long-term debt 33



Mohawk Industries, Inc.
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