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Item 7.01. Regulation FD Disclosure

Attached as Exhibit 99.1 to this report and furnished under this Item 7.01 are copies of slides used in investor presentations by Tempur-Pedic International
Inc.

The information in this report (including Exhibit 99.1) shall not be deemed to be “filed” for purposes of Section 18 of the Securities Exchange Act of 1934,
as amended (the “Exchange Act”), or otherwise subject to the liability of that section, and shall not be incorporated by reference into any registration statement or
other document filed under the Securities Act of 1933, as amended, or the Exchange Act, except as shall be expressly set forth by specific reference in such filing.

Item 9.01. Financial Statements and Exhibits
(c) Exhibits

Exhibit  Description

99.1 Tempur-Pedic International Inc. August 2005 Investor Presentation.
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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.

Date: August 3, 2005

Tempur-Pedic International Inc.

By: /s/ Robert B. Trussell, Jr.
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Forward-Looking Statements

presentation may contain “forward-looking statements” which include information
ming the Cﬂrr'lpdrh_.r" der als, tegies, futur nues or performance,
e nditures, fin 3 that is _I'IDI f'l:l"l.ﬂ I ll'IfDITI |¥"|ln:bn

- 3 snded o
|0Q|"II’IE| l.lpr,'ln “current
arious assumptions. The an I‘JE nn assurance that the
'-pr‘{:tat'ru-n' u::rl at these b will prove correct.

s that could cause actual results to differ materially
1l‘IE fﬂﬁ\ardvluﬂklﬂq H!dt nts contained in this prese . Mumy factors, many of
beyond the Com 4513"3_' nlrn! could cause actual | r materia I:,rlrum
xpressed as forwart luqu atements g i e risk f sed in
the Com am,rql'lmjﬁ with Securties an E)r'h:-mqf Com
statement speaks only as of th- date on w it is made, and excepl as requir Iaw
Company underiakes no ¢ tion o update any forward-looking statement to tEﬂE:i:‘t F'-.-Erlt or
circumstances after the date on which it is made or to reflect the occurrence of unanticipated
events or circumstances.

Non-GAAP Financial Information

This pre niallrm includes 1 “non-GAAP financial measures”, including pro forma net
income pe Inform ating to thes : measures, including a
esentation of the most direc arable f i :
rdance with GAAP ar : il of the srences between the non-GAAP financial
sures and the most d arable i ure lculated and presented in
&r‘c.urﬁanw with GAAP, are |r|LIudF' at the end n[ this prE:"Prlt.':'lti'Jr‘l

.'.m-FEDIC.

Iinternastiona 3



+‘%m-PED|C@

International | noc.

Industry & Business Overview

Thomas Bryant
President




Business Review

Leading producer of premium mattresses and pillows
— Proprietary formula and manufacturing process
- #1 visco-elastic market share

Global sales under the “TEMPUR ™" and “Tempur-Pedic ™" trademarks
— 43.4% CAGR in the four years ending December 31, 2004
— Sales in 60 countries through 4 diverse channels

Premium segment (=$1,000) of ~$10.6 billion global wholesale mattress market
— Fastest-growing segment of U.S. market
— Represented ~24% of U.S. mattress sales in 2004

TEMPUR™ products provide greater overall comfort and better quality sleep
— Temperature-sensitive and contours more naturally to the body
— Recommended by more than 25,000 healthcare professionals
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Business Strategy

Focus on Core
Products

Further Penetrate
Existing Channels

Continue to Build
Global Brand

Investment to
Support Growth

on premium mattress and pillow franchise
Leverage ve [ ed, proprietary manufacturing p

Continue to improve and expand product line (e.g., Euro & Original}

Direct response advertising generates
per month in the U.S

ng production capacity — Albugque

Continued R&D investments to maintain inn tion and mark

Augment management and employee base as growth dicts




Diversity Across Products

e 1HOS Sales: $284.9 million (68.6% of Total)
AT acs Queen Retail Price Point: $1,199 — $2,999 y

i q:ﬁ r
P b |
1HOS Sales: $61.9 million (14.9% of Total) ’ -

Pillows
Retail Price: $70 — $165 ‘

Adjustable Beds 1HO5 Sales: $68.2 million 1 16.4% of TUta':l
I/ Other Retail Price:

— Adjustable Beds: $1,300 - $2 800

— Other: $35 - $150




Attractive Industry Growth Dynamics

m Consumer demand for premium
mattresses driven b}'f .S, Mattresses and Foundations
- U niles Shigped (000" Dadlar Viadue (mm’ <)

— Increased housing purchases, iy
especially by the baby-boomer
generation

— Aging population with greater
disposable income seeking health
and sleep benefits

— Increased awareness of the health ™
benefits of a better quality 2000 e
mattress

— Replacement cycles

%4000

(L]
m Trajectory continued in 2004
— Units increased 3.7%
- DCr”EII‘S Increaselj 1'130'{1 -l.-vut TEES AFEE 191 1994 19T Zoon Zeas
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Tempur-Pedic Addresses Fastest
Growing Segment

$5.6 Billion U.S, 2004 Market by Segment
m U.S market segments:
= Qver $1.000 24% Over $1,000
— $500 - $1,000 41%
— Under $500 35%

Under $500

Tempur-Pedic's addressable
market: $3.6 billion

The premium market grew 36% in $500 - $1,000
2004
. lempur-Pedic’s Addressable

Mokt
Oiher
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Seasonality in U.S. Retail Furniture

= Seasonally stronger Sales Seasonality by Quarter
quarters: Baseline: 1Q (averages 25% of total)
= 160 8t U dBmaRd frorm 2002-2004 Quarterly Average
holiday season N
— 3Q: Families move over BY%
the summer; pent-up
demand from 2Q

= Seasonally slower

quarters:
= 2Q: Summer and outdoors 0%

activities . — [H— i
— 4Q: Holiday shopping, less y, | 1st Qtr 2 r 3rd Qtr r
focus on furniture

A% 4%,
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Robust Retail Channel Growth

Sales to established
accounts increased 49% in
2004 — expect 30-35% In
2005

Average floor slots per store
increased from 1.7 to 2.2 in
2004, up to 2.4 in 2Q05

Total doors targeted in U.S.:
10,000

Overall U.S. mattress
market:
~$5.6 billion in 2004

0

U.S. Furniture Retail Net Sales / Store Count

Net Sales
4 830 $100
£90
- = = = 586

$80
= $70
560
£50
£40
£30
£20
$10
0

2003 300340031004 2004 30044004 1Q052Q05
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New Mattress Introductions

The EuroBed by Tempur-Pedic™

Brought to U.S. following great
performance in Europe

Striking design elements
Integrated two piece sleep system

The OriginalBed by Tempur-Pedic™
= Significantly expands addressable market
= Fills important price gap in premium category

= Outstanding retailer reception at Las Vegas
show

,‘.MPEDJE:.
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New Pillow Introductions

Domestic International

= The BodyPillow by Tempur-Pedic™ | = September 2005 re-launch in
— Supports stomach, hips, back and Japan
shoulders - New packaging and formulation
— Follows successful futon roll-out




Cost Effective Advertising to Build
Global Brand

Tempur-Pedic’s national advertising campaign drives over 3.6 billion
consumer “impressions” per month

m Owver 2.2 billion “impressions” per month
m High profile events: The Apprentice, Oscar’'s, Emmy’'s, Grammy's

@YY opavery e |

LT UNSCRIPFTED

Television

Qver 756 million “impressions” per month
e %o Forbes Newsweek |USNews

Qver 581 million “impressions” per month

Magazines

Includes national spots on such shows as: Bill O'Reilly, Westwood One,
Dr. Laura Schiessinger, Dick Clark, Dr. Joy Browne and WOR with John
Gambling

Qwver 74 million "impressions” per month

Newspapers -
THE WALL STREET JOURNAL %
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Continue to Build Global Brand

Clear, product-oriented advertising and credible consumer industry
endorsement communicate the Tempur-Pedic proposition

Better Sleep No springs.
Better Health No air. No water.

No kidding!
Better Bed 1 g

N

Mo better bed than Tempur-Pedic.
@
=

£ o
%% B00-955-9259
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Recommending Tempur-Pedic

m Almost all of our customers have recommended Tempur-Pedic, with about
two-thirds reporting that they recommended Tempur-Pedic one to five times.

m 42% of retail customers report that someone purchased a Tempur-Pedic
mattress as a result of their recommendation.

100% - el

13.-0 1?

Recommended 1-5 times B-10 times 11+ times Purchase resulted
Tempur-Pedic from
recommendation

Source. dodependent sarvey commissiwned by Fempar-Pedic
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Financial Review

Dale Williams
SVP and Chief Financial Officer




Growing Net Sales and Profitability

Historical Net Sales Historical Operating Income'!!
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Mattresses Key Growth Driver

Mattresses

£ b mil i
& I THAROTLS,

Mew stores $450 $4333

£400
creasi 5 ; )
Increasing slots per store $350 £

O

Strong acceptance of our high $300 Q:\P $260.2
MSRP products $250 g

§200 i
Successful direct marketing SEX]
initiatives HEN $1168

$100 $79:3
53% growth in 1THO5 %50

50
Matiress Sales

00E W 2004 Wl RS
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Growing Earnings
Pro-Forma EPS . Pro-Forma EPS

£1.00
5090
50.80
£0.T0
s0.60
H0.50
s0.40
5030
£0.20
5090

$0.00
W 1H04 W HE
49% EPS Grow 50% 1H EPS Growth

1 0
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FY 2005 Guidance

m Revenue range: $880 - $890 million
m Pro-forma EPS range: $1.10-$1.13
m Confirmed July 21, 2005

:-:-:r‘- are out: .||:|;.=.
tion expense of




Investment Highlights

m Global brand recognition

m Superior product offering

m Favorable secular demand trends
m Diversified business model

m Track record of profitable growth




Supplemental Information

ars useful information, pro farma net income per share is pressn r'=d :-Hrj
AP net r-::-:rne per share be

net income per
offering of the
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Reconciliation of Net Income per Share to Pro

forma Net Income per Share

fAmounds ane par Shanm)

n

ember 31, Jun
2003 2005

GAAP Met Income per Share, Diluted 73 : 039 3 0.50

Stock-based compensation expense ; 0.05 : 005 0.01

Secondary public offering expenses

ment and
et of tax

Proforma Met Income per Share, Diluted

Year to Date

June 30,
2004

028
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