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Presentation
....................................................................................................................................................................

Thierry J. Denis
Vice President of Investor Relations

Good morning. My name is Thierry Denis. I'm the Vice President of Investor Relations for Owens Corning,
I'd like to welcome you all in Atlanta to Owens Corning's 2015 Investor Day. I'd like to welcome the people
who've joined us in Atlanta today, and then I'm also -- I also would like to welcome folks who are following
us on the webcast as the event is live right now on the web.

I'm fully aware that I'm competing for your attention with the U.S. Census Bureau right now who is
releasing housing starts. But I can tell you we have a much more exciting program than the U.S. Census
Bureau. The program was built around 4 principles. One is we like to have business presentations. We'd
like to share with you the strategy of each business, the outlook for the company and its portfolio. So
we're going to do that this morning. You'll have presentations from some of our key business leaders.

The second one is we're doing it here in Atlanta this year because we'd like to give an opportunity to
-- our buy-side investors and our sell-side analysts to also see one of our plants. So there's a visit of
a insulation plant organized. There was one yesterday. There's one today. And we like to showcase
operations because they feature the culture of our company. We're very proud of these operations in
Atlanta. We're proud of our operations in the U.S. We're proud of our operations in -- around the world.
And they give you a window as well into the type of talents that makes this company a great company.

The third principle was an opportunity for you to interact with management and with our broad cross-
section of business leaders and functional leaders. So in Atlanta, we've made sure that we have
appropriate representation of Owens Corning in providing for opportunities for you to interact with them
in a more social setting. And then the fourth one, frankly, is an opportunity for you to give us feedback.
So we appreciate your questions. There will be time for Q&As today after each major section. And of
course, during the year, we also have a fairly extensive roadshow program where we go out and talk to
you individually. We do perception survey on a regular basis. And we also reach out to some of you once
or twice a year to get your opinions about governance issues.

So those are the principles, and Mike will go into a little bit more of the program that will follow today in a
few moments.

Before we do that, I like to go over some practical details with you. We have -- we're going to be at
certain times during the morning today distributing handouts. Each handout will have the section of the
presentation that you're about to see. And there are people on the web who will basically have a similar
experience as you do in terms of access to information. So people following us on the webcast will be able
to not only see the pages of the presentation being turned at the same time as you do, but also they will
have access to individual files that they can consult and download at the same time as you receive these
handouts. If some of you want to connect to the web to consult housing starts or other information, we do
have a network. And in your folder, there's information about how to access to that network.

A few instructions and comments about safety. We're in an unfamiliar place. And if there was any kind of
safety incident in this room or in the hotel, you would probably hear a siren, a load whooping sound. And
hotel staff will come and assist you to exit the venue. There are 2 exit doors on each side. This one on
my right-hand side leads into a hallway that then gives access to other exit doors that allow you to exit
the building and come out of the building and then walk around it and there's an assembly point that you
would be directed to by the hotel staff in the street right next to another competing hotel. And then that
other exit door gives you access to the area where we had a reception yesterday night. You then keep
going exiting to the courtyard. Cross the courtyard, and then there's a path to the same street where
the assembly point is outside the hotel, okay? So hopefully, nothing happens. But I want you to take a
moment just to register that information.

Now let me turn your attention to Slide #3, which has the safe harbor statements, and this is where
the binoculars that some of you have received come in handy probably. There's 2 -- 2 statements are

www.capitaliq.com


OWENS CORNING ANALYST/INVESTOR DAY  NOV 18, 2015

WWW.SPCAPITALIQ.COM 4
Copyright © 2014, S&P Capital IQ, a part of McGraw Hill Financial.

significant on that slide. One is the fact that today's presentation and remarks contain forward-looking
statements, and actual results may differ materially from forward-looking statements made today due
to risks and uncertainties, also are discussed from time-to-time in our SEC filings and you can refer to
the safe harbor statement on that Slide #3. And then the second significant one is those presentations
contain non-GAAP measures. We think these are meaningful to understand our business results. They
are reconciled to the GAAP measures in Appendix A that you will receive at the end of this presentation.
There's a number of tables in the last section of the handout that you were -- where you can actually find
that reconciliation.

So with that, I'd like to hand it over to Mike Thaman who is going to -- Mike is our Chairman and CEO.
He'll make some opening remarks, and I will come back to talk about the rest of the program in a little
more detail. Mike?

Michael H. Thaman
Chairman of the Board, Chief Executive Officer, President and Chairman of Executive Committee

Well, good morning, everyone. There we go. Good morning, everyone. Hey, thanks, everyone, for coming
in last night. I think we had a great dinner together. I saw a lot of familiar faces. So if I had a chance
to say hello last night, it was good to see you. And if I didn't have a chance to say hello yet, thank you
for coming. Last night with that dinner is one of the great sources of pride for me as the leader of our
company. We purposely bring about 25 of our senior team down to join you for dinner. It's an opportunity
for us to show off the depth of our management. I think most of you who see us out on the road would
tend to see the 3 business presidents, me; and Michael, our CFO. This is the event where you have a
chance to see that we have depth behind that, and it's obviously a team we're very, very proud of and
love to feature in events like this. So hopefully, you had a great opportunity to spend some time with our
people.

I'm just going to make some pretty high-level comments about today. I'll come back at the end for a Q&A
session. So I think I can put a little color on some of the comments that we make today and give you my
views on a couple of those things, but I think I'll save that more for the end.

So I'll just do some high-level thoughts on Owens Corning. I think most of you have probably seen this
chart. Obviously, 77-year-old company, about $5.3 billion in revenue. We do operate in 26 countries.
Probably the 2 things on this chart that I am proud of that I would put a little bit of focus on is we have
been in the Fortune 500 for all the years of the Fortune 500. And we had a conversation last night at my
table at dinner, and I said I think that there's a pretty simple reason that's true and it's because we make
useful things. I mean, we make things that people need in order to make their lives better: better roofs,
better energy efficiency for their homes, lighter-weight cars, longer windmill blades. The technologies we
enable are things the world needs, and I think that's something that is a source of kind of purpose for the
company and also the reason why we like our investors to visit our facilities and understand what we do
and how we do it. We think that's very important to the investment thesis of our company is to understand
the products we make and the markets they go to.

The last point is we have been a member of the Dow Jones Sustainability Index for the last 6 years. We're
also #1 in the world in the building materials category with Dow Jones.

We have a very, very good sustainability program. We've been at this now since about 2006. We've gone
through one set of 10-year goals. We're now onto our second set of 10-year goals. Our 10-year goals are
quite aggressive, and we've been very, very effective at meeting those goals. We think that's an important
long-term shareholder value as you -- for our investors is to make sure that we're ahead of the curve on--
and run to where the ball is going in terms of sustainability issues and footprint issues. And I think more
than just keeping up, I think we're actually setting the pace on that as evidenced by our recognition in this
area.

We're going to talk today about our business portfolio. We've talked about this slide in the past at Investor
Day, on our earnings calls. I think what you'll see today is we've tried to update a fair amount of some of
our competitive analysis, some of our industry analysis from where we were 2 years ago. So 2 years ago
was kind of our last Investor Day, where we had significant refresh of some of our competitive analysis
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and some of our industry analysis. Hopefully, today you'll see that we're going to bring you what we
believe is some additional valuable disclosure around where we see our industry is, where we see our
competition and refresh some of that analysis. And I think that will lead to some new and some positive
discussion.

Obviously, as I get to the next slide, the one thing that we're able to say today that we have not been
able to say for the last 5 or 6 years is we're now seeing real strength in terms of operating performance,
cash flow performance and in a couple of our business top line growth across this portfolio. So whereas
a couple of years ago, we might have been talking about really strong performance in Roofing, with
real improvement being seen in Composites and Insulation. I think today we'd say we're seeing strong
performance in Roofing, strong performance in Composites and continued significant improvement in
Insulation, which has now been going on for 19 quarters. So we like where the portfolio is and we like
where it's going.

I think that's evidenced by a fairly simple slide that I can tell you my investor relation team laughs at
because it's the only slide in the deck that I personally wrote. I said let's keep it simple. We've got 3
businesses. If they're losing money, give them a red dot. If they're making single digits, give them a light
green dot. And if they're making double digits, give them a dark green dot. And we went back in history,
just to kind of remind folks what is the potential of each of these businesses. And you can see that for a
long periods of time both Insulation and Composites were really the bulwark of the portfolio. In recent
history, it's been a little bit opposite of that where Roofing has been the driving force of our earnings,
with now Composites coming along. You can show -- we have a 2015 estimate that we did say on the last
earnings call that we definitely expect Composites to do double-digit operating margins in 2015. Roofing,
tracking to double-digit operating margins. Insulation, probably coming in a bit below that. But I did say in
the earnings call that it's our expectation in 2016 we would have dark green dots for all 3 businesses. So
we expect all 3 businesses to move through to double-digit operating margins in 2016.

And as you look across this chart, we've got a little bit over 20 years worth of data on this chart. That's
actually something that never happened in the last couple of decades. So we're starting to see not just
the recovery in our businesses. We're beginning to see our businesses performing at some of the highest
levels across the entire portfolio is what we've seen in the past in market conditions that are anything but
record level. So I think that goes to our execution and the progress we've made in our businesses to make
them perform at these levels.

So what you'll hear today, we operate in attractive industries, attractive markets with long-term, good
macro drivers. We think we've got great businesses in those attractive industries. I think you will hear our
team is focused on creating shareholder value. I think we have a pretty good track record in that area. As
we move now to a period of better performance and better cash flow generation, I think our track record
on that is going to be very important to make sure that we are diligent about investing in shareholder
value-creating activities. And you'll hear the word positioned to grow earnings, deliver strong returns and
generate significant cash flow provided we can continue to see some growth in the U.S. and the global
economy and some continued growth in the U.S. housing markets. So pretty simple message given the
kind of environment we've seen over the last couple years, which is slow and steady growth globally and
continued improvement in U.S. housing, we're really like the operating leverage in all of our businesses.
We really think the opportunity for us to drive higher returns and higher results is there for us.

Let me go through who you're going to hear from today. I'll let Thierry come back up and kind of weigh
out the agenda for the day. But before the break, Brian Chambers and Julian Francis are going to come up
and talk about Roofing and insulation. Brian has been with Owens Corning since about 2000. He actually
left the company for a short period of time with the divesture, came back to Owens Corning about 5 years
ago, and he's been with us since. His primary experience with Owens Corning has been in the roofing
area. So he knows roofing very, very well. When he came back in, he spent a little bit of time in the
Composites business. We like to do some cross-training among our senior leaders and give them some
experiences across the business. So Brian comes to today's presentation with a deep knowledge of our
Roofing business and a long track record with our company.
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Julian Francis came to the company about 6 or 7 years ago, kind of 2009, 2010. Had a long experience
in the wallboard industry. Actually came in Owens Corning again on the Composites side of the business
where he learned a bit on the Composites side, came back in Insulation where he ran the residential
insulation portion, so the part that is new residential construction. And then this time last year, we
consolidated our entire insulation business to our engineered insulation, our foam, our residential
insulation all into 1 business unit. And now Julian is running that as the business president reporting
directly to me. So deep experience in the building materials industry, good track record with our company.

After the break, Arnaud and Marcio will come up and talk about composites. Arnaud came to us in the
2007 Vetrotex acquisition. He is just short of 30 years of experience in the composites industry. So to say
he's a composites veteran is an understatement. And under his leadership, I think we've really evolved a
tremendous strategy in our Composites business and are now driving great results in that business.

Marcio joined the company in the year 2000. He came to the States. He joined us in Brazil. He came to
the States in 2007, spent some time with us in the U.S. And then we actually asked Marcio to go to China
and be our senior executive in China for a couple of years. I think we were in the China market during that
period of time -- we learned and understood our Chinese competitors during that period of time, so that
we had a strategies that were responsive to what we saw had been a radically changed industry. Marcio
is Arnaud's right-hand man. He runs our glass reinforcements, which is the glass melting and product
line side of the business, and has tremendous execution skills. And you'll get a chance to hear today from
Marcio.

Then Michael will come up and close that out. Michael is obviously -- many of you, or if not all of you,
know Michael. Michael has been with the company since about 2009. He's been my CFO since 3 years ago.
So a fabulous executive and someone who I spend a tremendous amount of time with.

So I think we've got the team that has great knowledge of our business, and we'll be able to answer your
questions and work you through today's presentations. So I'm excited to have this team come up and talk
about our company. And then I'll come back up at the end, as I said, and do some question and answer.

So with that, I'm going to turn it over to Thierry and let him get the day underway. So, Thierry?

Thierry J. Denis
Vice President of Investor Relations

Thank you, Mike. So I think we're ready to now moving into the first presentation, and we're going to be
distributing some of these handouts as I speak. At the same time, the people who are following us on
the web should see the first file becoming available hopefully in real time. And as that is taking place,
I guess, I'd like to give you a high-level overview of the structure of the agenda and the timing. We're
going to go through the first 2 business presentations first, and that will take us until approximately 10
a.m. this morning. And then we'll move on to the Composite section and then the corporate discussion
and then we'll try to finish around noon. At the end of each section, there will be a Q&A session. So
each presentation will last anywhere between 20 minutes to 35 minutes roughly. We will have usually 15
minutes of Q&A that we will have right after each presentation, and then that should take us through the
end of the program.

So I'd like to invite to the stage Brian Chambers, President of our Roofing and Asphalt Business.

Brian D. Chambers
President of Roofing & Asphalt

Thanks, Thierry. Well, good morning, everybody. It is great to be here to update you on our Roofing
business. As Mike said, I've enjoyed working in the roofing and building materials industry now for about
15 years. I love being part of a business that provides products that protect and increase the value
of most people's single biggest investment and being part of the home, remodeling and construction
markets, which I will believe -- I believe will continue to improve and grow as we move forward.
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Overall, I would say this year is largely playing out as expected. I'm pleased with our business results
in 2015, as we've been gaining momentum throughout the year in a market that has seen more stable
volumes and pricing.

But beyond a more stable market, our business performance is driven by strong fundamentals. We
have a leading brand and product offering that services the core of a $10 billion market. A growing
roofing components business that expands our market opportunity and delivers high margins and a
track record of delivering high margins, including -- and through great execution, including strong price
management, high manufacturing efficiencies, great service capabilities and new product innovations. It is
this combination of market dynamics and execution capabilities that gives me confidence in our ability to
continue averaging mid-teen operating margins within the business.

During my time this morning, I will focus my comments on our outlook for the market, our growth agenda
for the components business and why I'm confident we will continue to generate high margins and high
returns over the long term.

Our business operates within a $10 billion roofing materials market, which includes asphalt shingles; other
roofing products such as metal and tile; and roofing components, which provides $2 billion of opportunity.

While we have not seen the asphalt shingle market grow the past years, it remains the most utilized
roofing product, capturing over half of the residential market based on looks, performance and value. As
we look at the other products used in residential roofing application, this graph on the right shows the
various installed cost comparisons. Asphalt shingles continue to have a significant installed cost advantage
over tile, metal and other specialty products. And with materials representing about 30% to 50% of the
installed cost, the risk of product substitution is low.

Given a wide range of styles and colors as well as their durability of low installed cost, I believe asphalt
shingles will continue to be a high-value offering and the product of choice in the future.

While I've been pleased with our financial performance over the past several years, the overall market
for shingles has been disappointing. This chart shows the annual demand for shingles in the United
States, which the industry measures in squares or 100 square feet of roofing sold. About 80% of the
market is driven by reroofing activity, which is a necessary maintenance and remodeling investment for
homeowners and shown by the light blue bar, with the remaining 20% tied to new construction activity.
Our expectation is that the reroof market would be stronger, given the improvements we have seen in
the housing market and the overall economy. And while shingle demand over the past 3 years in the new
construction segment has tracked consistent with starts, the reroof market has declined, leading us to dig
deeper into understanding the key demand drivers of reroof activity.

After evaluating and analyzing the different drivers of demand, our modeling led us to the following
conclusions: First, economic factors such as existing home sales and consumer income are important, but
not the most critical demand driver.

Weather events, which include both major storms that we've historically always tracked as well as smaller
hail and high windstorms, had an even bigger impact on driving replacement.

And last, the average replacement age of the roof has increased due to changes in shingle composition
and design.

And looking at the average replacement age, we believe that roofing is primarily a needs-based purchase
for most homeowners with people reroofing when they have a leak or some other performance issue with
their roof. Over the past 30 years, there have been 2 big technological changes to the products being sold,
which has increased the life of the roof and extended the average replacement age.

First was the shift from making shingles with organic felts to fiberglass mat, which occurred in '80s and
'90s. And the second trend has been the shift from single-layer strip shingles to double-layer laminate
shingles, accelerating in the late '90s and 2000. Where today, laminates make up over 2/3 of the market
versus 20 years ago when they made up about 1/3 of the market.
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And looking closer at weather. We've always tracked the impact of major storms, which include hurricanes
and large hailstorms. But we have now added the impact of smaller wind and hail events, which we have
calculated from insurance data and NOAA statistics.

In total, we believe the weather events drive 30% to 40% of overall demand in any given year with
volatility created by the number and severity of storm events which take place.

And while existing home sales, income growth and household formations are improving and continue to
impact reroof demand, these economic factors have been overwhelmed by the raw material and product
shifts extending the life of the roof.

With that said, I do believe there's some light at the end of the tunnel. When you lay these reroof demand
categories out on our U.S. asphalt shingle demand chart, you see that reroof demand impacted by the
replacement age and economic factors, which is shown by the gray bar, has been a headwind over the
past several years but has bottomed out as the organic to glass transition is now largely complete.

You also see that overall storm demand, as shown by the pink and red bars, has declined in the past years
and is at a historically low level based on an unusually low number of storm events.

Through the 3 quarters of this year, the overall market shipments are tracking flat to last year. I'm
assuming fourth quarter shipments remain flat to 2014, we would see overall demand finish similar to
last year at about 107 million squares, with a little growth in new construction, consistent with increasing
housing starts; continued stability in replacement age and economic demand; and a slight reduction in
weather-driven demand as we have had another fairly light storm year.

Moving forward, we would expect new construction growth to continue to track with housing starts, and
we would expect to start here with some modest reroof growth now that the organic to glass headwind
has largely played out and the housing market continues to strengthen. I also believe there's a potential
for stronger weather-related demand as storm frequency and severity return to more normalized levels.

In addition to the stability we are seeing this year regarding overall demand, we've also experienced a
positive shift in quarterly industry shipments. As you can see on this chart, over the past 3 years, we've
not only been dealing with a declining market, but also the rise of large first quarter winter buys that
pushed about 1/3 of full year market demand into the first quarter, shipping at large discounts.

When you look at how quarterly shipments were impacted by this discounting in 2012, '13 and '14 versus
the 5 years prior and so far this year, you see that we've returned to an order shipping -- and shipping
pattern where distributors are buying based on their out-the-door sales demand, not based on volume
or price hedging. This shipping pattern has been beneficial to us as a manufacturer, as it has created a
more stable and predictable production pattern, and we believe that it's more beneficial to our distribution
customers as it has improved their overall working capital and inventory management.

The one implication for us this year is that it has created a different quarterly margin profile for the
business versus the past 3 years, but it is a profile we would expect to repeat moving into 2016 as our
shipments track more closely to the seasonal demand needs of our distributors and contractors.

The opportunity to grow our business goes beyond just asphalt shingles. We think about Roofing business
in terms of the entire top of the house. In addition to our line of asphalt shingles, we provide a complete
line of roofing components, that are sometimes referred to as accessories, that we've been steadily
expanding. This picture shows a typical asphalt shingle installation using all the main components
including ventilation products to ensure proper airflow through the attic space; ice and water shield and
synthetic underlayment products, which prevent water penetration and damage to the roof deck; and
starter strips and hip and ridge, which provide performance and aesthetic value.

When you look at the components that go on to an asphalt shingle roof to complete the installation,
there's a large attachment rate to each application that has been growing. At our last Investor Day, I
spoke about an attachment rate of $0.20 for every $1 spent on asphalt shingles. Today, based on more
higher-value products being used in the installation process, we would estimate the opportunity closer
to $0.25 for every $1. Continuing to increase our attachment rate to capture the available opportunity
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creates revenue growth at margin rates comparable to our shingles and will continue to be a key focus
area moving forward.

Part of the growth in components is driven by expanding our offering to include products which are not
only getting increased use in asphalt shingle applications, but are also used in other roofing material
installations as well as non-roofing applications.

On the left, we're expanding our offering in synthetic underlayments, which is one of the fastest-
growing component categories as it replaces traditional asphalt felts based on strength and performance.
Underlaying the product such as this are used in every shingle installation and is applied to the wood deck
prior to installing the shingles to help shed and repel water.

On the right is our self-adhered ice and water shield, which is used in most installations to help seal roof
openings such as around skylights and chimneys and provide an extra layer of moisture protection in
parts of the roof where water tends to run off. Like synthetic underlayments, this product category also
continues to grow as contractors install this on more parts of the roof.

Both of these product categories are unique in that they not only help us increase our attachment
rate in asphalt roofing applications, they give us the opportunity to expand into other roofing material
installations as well as non-roofing applications.

Through a combination of new product introductions and increasing attachment rates, we've been able
to grow our components revenue at an 11% rate despite declines in the asphalt shingle market. Moving
forward, we will continue to invest in and grow this attractive business opportunity. As I mentioned
earlier, the total market opportunity for roofing components in the U.S. for all types of roofing materials is
about $2 billion. So I believe we have significant growth potential within each of the component product
categories.

I'm pleased with the growth we have achieved in our components business as well as the overall financial
performance of our roofing business, where we have delivered an average of 16% EBIT margin since
2012, despite some very challenging market conditions. This year, we have seen market volumes stabilize,
our return to quarterly shipments in line with seasonal end-use demand, the elimination of large winter
dating discounts and a more stable market pricing environment, which, along with asphalt deflation, has
helped to improve our operating margins over the past 12 months.

And while we would like to see a more vibrant market with higher growth rates, I believe we can continue
to average mid-teen operating margins based on our position in the market and sustainable sources of
price and cost differentiation.

One factor of margin performance this year has been asphalt deflation. Each quarter, we have shared with
you the impact of lower asphalt cost and how we've used this deflation to offset price reductions made in
2014 as a way to help repair margins in 2015. We've spoken a lot about the cost ratios between oil and
asphalt as well as the lag timing of about 6 months before oil cost reductions impact our P&L. So I wanted
to provide some additional color of how we can see costs play out in 2016. This chart shows the relative
comparison of roofing flux selling prices as reported by Poten & Partners to WTI prices on a 90-day lag.

Over a short time period, costs can be more volatile. However, over the long term, we expect asphalt costs
to trade near parity, as indicated by the horizontal red line across the chart. Over the past several years,
there have been 2x where asphalt costs have begun trading at substantial premiums and the 90-day lag
has gotten longer, at the end of 2008 and at the end of 2014, where we experienced a substantial drop in
oil prices. In each case, this sharp decline in oil prices has led to asphalt costs staying well above historical
averages as refiners work through the market uncertainty.

So while we expect to see additional asphalt deflation early next year, in comparison to the asphalt costs
we experienced in the first part of 2015, oil prices remain volatile and we can continue to see asphalt
trade at a premium to oil and the lag time between oil price reductions and asphalt cost reductions taking
longer to materialize in our P&L.
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Outside of capturing additional deflation, there are 4 other key areas we are focused on to maintain
our pricing and cost gaps versus the competition. Our brand, our product line, our material science and
vertical integration capabilities and our flexible manufacturing network.

We have a great position in the market, providing the most recognized brand of asphalt shingles through
one of the strongest and most diverse distribution networks. We are unique relative to most of our
competitors as we maintain leading positions with distributors who operate in all 4 of the primary channels
to market, enabling us to meet the different purchasing needs of contractors, builders and homeowners
who want to use our products.

In looking at these 4 channels in a little more detail, we have a long history of servicing our pro chain and
2-step distribution partners who generally stock a broader, longer building material products with both our
roofing and insulation products, allowing us to leverage sales and marketing investments between our 2
businesses to support their success.

In the home center channel, the strength of the Owens Corning brand and especially the Pink Panther
continues to be a key differentiator, which has led to the placement of our roofing products with all
3 players. And in 1-step, which continues to be the largest distribution channel of residential roofing
products based on their service capabilities and broader product offering, we have been repositioning our
market investments to target specific local market initiatives that offer us the best opportunity for growth.

To support the commercial efforts of all of our distributors, we engage our national sales force to work
extensively and directly with contractors, builders and other players in the value chain to educate, train
and support their teams in creating more demand for Owens Corning products.

In addition to our brand and strong distribution network, we offer industry-leading products, such as
Duration, that allows our distributors and contractors to up-sell and capture additional margin. This
unique shingle combines more vibrant colors with our patented SureNail technology, providing for faster
applications as well as enhanced wind performance. This premium reroof product continues to grow in
popularity because of these unique design and performance benefits.

In addition to Duration, we offer a broad line of other products with options to meet a wide variety of
styles, colors and pricing needs. Our Oakridge line of traditional laminate shingles continues to be a
mainstream product for remodel and new construction applications. And our Supreme line of traditional 3-
tab shingles are affordable and offer balance of curb appeal and value.

In addition to meeting specific design needs for roof, our wide product line also allows us to respond to
specific competitive situations in a very focused manner without impacting the entire product line.

Because roofing manufacturing is a material conversion process, our ability to design and manufacture
shingles cost effectively is greatly enhanced by our deep material science knowledge of fiberglass
composites. In this ongoing work, we are supported by our own composites team, providing us with
leading designs in both fiber and glass mats, which greatly enhance our manufacturing speeds and shingle
performance. And with the largest asphalt network in the roofing industry, we are also able to leverage
our capabilities to oxidize and process a wide variety of asphalt, contributing to our capability to design
high-quality products with improved profitability. This unique capability of designing, processing and
customizing our key input raw materials has resulted in roofing products that are easier to install, have
improved performance and are less expensive to make, store and ship than previous compositions and
gives us a sustainable cost advantage in the market.

Our product design and vertical integration advantages are further strengthened by our manufacturing
network, which is well positioned throughout the country to service regional demand. Owens Corning
has the broadest asphalt shingle plant network in the industry, with 14 roofing manufacturing sites and
16 shingle production lines with the capability to make multiple shingle styles and types and serve both
national and regional customers. Because transportation costs for both inbound raw materials and the
outbound delivery of finished goods is such a large component of total delivered cost, this provides us with
a significant advantage versus many of our competitors. We also have co-located asphalt production in
most of our roofing plants, which eliminates transportation and leverages our overall plant operating cost.
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As you can see, we have a great footprint to service each region of the country very cost effectively.

In closing, we have a well-managed business in a market that I expect to grow modestly in the near term
with upside potential from weather-driven demand. We're seeing strong growth in our roofing components
business that I expect to continue as we bring new products to market and continue to improve our
attachment rate to shingle sales.

We have a leading market position with a unique and strong distribution network. We are providing high-
quality, differentiated products as well as driving sustainable cost improvements through material science
and vertical integration. We are continuing to invest in our manufacturing and service capabilities and are
well positioned to support market growth.

And last but certainly not least, we have great talent with a passion for our customers' success and
winning in the market. We've maintained strong margins in the business over the past 3 years, and I am
confident we can continue to average mid-teen operating margins moving forward.
Thanks for your attention, and I think Thierry is going to join us and will take some questions.

www.capitaliq.com


OWENS CORNING ANALYST/INVESTOR DAY  NOV 18, 2015

WWW.SPCAPITALIQ.COM 12
Copyright © 2014, S&P Capital IQ, a part of McGraw Hill Financial.

Question and Answer
....................................................................................................................................................................

Thierry J. Denis
Vice President of Investor Relations

Thank you, Brian. So we're going to move into the Q&A section of the program. Brian will stay with us
for about 15 minutes to take questions. We're able to take questions from the room here only. People
on the webcast will hear the Q&As as it unfolds. We -- what I would ask you to do is maybe raise your
hand and then we'll have microphones brought to you. To ask a question, please wait until you have the
microphone, so people on the web can hear you, hear the question and the answer. And that I would ask
you that you identify yourself, the name and the firm and then limit yourself to 1 question, so we can go
through as many of those as we can. I see Mike having a question already.

Michael Jason Rehaut
JP Morgan Chase & Co, Research Division

Mike Rehaut from JPMorgan. Two questions, I guess. First, you had mentioned the elongated product
life cycle with laminate shingles. I was wondering if you could kind of give us a thought of -- I think,
historically, long term, the company has talked about 140 million squares as kind of a long-term average.
What that -- if there's new thought around what that might be given the longer life cycle of the shingle.
And then I had a follow-up.

Brian D. Chambers
President of Roofing & Asphalt

Yes, thanks for the question. I think we really spend a lot of time in our modeling. And so if I kind of step
back and say where we spent a lot of our time, it's really been crunching and looking at these demand
drivers, putting together regression analysis. And we put together a fairly sophisticated kind of metric
model that really looked at all those elements and variables. And when we looked inside of that, when you
look inside the kind of replacement cycle, clearly, we've seen that impact. When you look at replacement
age, economic cycle kind of impact on the chart and kind of the mid-70 million square range 8 or 9
years ago kind of dropping in that 60 million square range. And so we've seen about a 25% drop in that
demand, and we think that kind of correlates with the extension we're seeing. So as I see that play out,
I mean, I look at the 3 big buckets between new construction, the replacement age and then weather-
events demand. And I'd look at that and say if we finish this year roughly flat with last year, about 107
million squares. I think if new construction starts can kind of get back to a more normalized level, that's
probably worth another 4 million or 5 million squares of underlying demand. I think weather events this
past couple of years have been averaging -- I think we've impacted that about 28 million squares versus a
historical range in the mid-30s. So I think that's worth another 6 million or 7 million. And then I think with
the organic to glass largely playing out and some of the improving economy factors in housing, I think we
can see 2 million, 3 million, 4 million squares of growth there. So it feels to me if I kind of play this out
and add those up, our market opportunity, probably closer to about 120 million squares on average versus
the 140 million that we've looked at. And I think we would continue to see, I think, inside the weather
demand. I think there was a real learning process, we've always kind of track those major storms, those
big onetime hail events and hurricane events. But the variability of just storm events year-on-year, when
we look out over the past 15 years, has created a lot of volatility. So I would say in that 120 million range
with kind of normalized storm year, a normalized housing market, a good strong economy is kind of where
we would be seeing that play out.

Michael Jason Rehaut
JP Morgan Chase & Co, Research Division

Great. That's very helpful. I guess, a second question on the component business, which was an
interesting discussion there. And I just want to make sure I heard you right when you said that the
component margins were similar to the shingle margins. So perhaps we're thinking similar to the segment
average if I can extrapolate. And just to get a sense of the size of the business, I think you said $0.20
for every $1 of shingle adds. What does that mean if you kind of break -- kind of work that back to as a
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percent of the overall segment percent of revenue from a bigger segment perspective? So first question on
the margin. Second on the...

Brian D. Chambers
President of Roofing & Asphalt

Yes. I mean, components has been a real bright spot for us. So I think this has been an area of focus
since I came back in the business about 3 years ago. We've been doing a lot of work prior to that, and
I think we've invested more to accelerate that. We've been able to bring over the last 12 months 4 new
products to market. So we're really investing in product development. We're investing and improving
those attachment rates through contractor network. And it's really been a great growth story inside a
pretty tough market. And I think it also gives us the opportunity where we've been starting to see not just
in asphalt shingles, but in other applications. So it's been fun to be part of that. We've continued to enjoy
growing, and it's going to be a big focus area. You're right in that the margin rates if I were to compare
them, just to give you a relative basis on margin rates, they track pretty close to shingles. They are good
margins, high margins. In terms of size, we don't disclose the individual segment. Probably to put some
color on that to help you think about it, I think in the third quarter earnings call, Mike and Michael kind of
tried to give a little bit more flavor of our asphalt business and referred to that U.S. and Canadian kind of
industrial production about 16% of our sales is kind of a good indicator of asphalt -- third-party asphalt
sales. So if you kind of subtracted that out, what's left is going to be our shingle and components. I've
talked about an attachment rate in the industry of about 25%. We're under that rate today, which is why
we've been really focused on trying to excel our growth. So hopefully, that will kind of frame up business
size. And I can share with you, we're underweight relative to that overall attachment rate, which is why
it's a big part of our growth initiative going forward.

Thierry J. Denis
Vice President of Investor Relations

Alex? I think Alex had his hands up first and then will go to Bob next. Oh no, he doesn't have any
question. It's answered, excellent. Bob?

Robert C. Wetenhall
RBC Capital Markets, LLC, Research Division

I get 2 for 1. That's good.

Thierry J. Denis
Vice President of Investor Relations

Bob over there?

Robert C. Wetenhall
RBC Capital Markets, LLC, Research Division

It's Bob Wetenhall from RBC. Brian, that was a great presentation and really informative. What I really
like was Slide 7. And I wanted to ask you, it sounds like the period from 2007 to 2011 had a decidedly
different set of competitive dynamics than what prevailed in 2012, '13 and '14. And now it looks like
2015, we're kind of falling back or reverting to the older paradigm. So I was trying to get a better sense
from you, if you could just outline what's changed in the competitive landscape. It looks like we're going
to the old paradigm, which is better, if it's sustainable. And while I'm in there, just because Mike got 2
questions. I'm going to to slide one in there too. Page 11, you see the margins are going down this year. I
was hoping you could give us a framework because you got a lot of moving pieces.

You touched on kind of a mid-single-digit -- sorry, a mid-teens margin on a sustainable basis. As you
do your internal forecasting with Mike Thaman and Mike McMurray, what is the goal in terms of driving
profitability because you obviously have a commodity component in there? And how should we be thinking
about that on a, what I would qualify as a normalized basis?

Brian D. Chambers
President of Roofing & Asphalt
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Let me talk about just kind of the shipping patterns, that we've seen this year. When we look at this,
and I think we've been pretty consistent in the last several years. In our view, that the -- winter dating
discounts that emerge were not constructive for us and I don't believe that we're constructing for our
customers in terms of the dynamics of producing all that volume in the first quarter, putting it in the
distribution channels at reduced pricing and then seeing how that played out. So I think this year, there
were a couple of drivers, I think, that really led to coming back to the more normalized levels. First, when
you go back and look at the history what kind of started these kind of dating discounts, there were 2
phenomenons that kind of drove that. One was that refiners, distillers making gasoline and other high-
value added products had this thing left over called asphalt, as a residual. And when you go back when
winter dating was created, there wasn't a lot of use from the refiners for asphalt except in road paving.
And so you would road paving come down into the fourth quarter and the value of -- and cost of asphalts
dropped pretty significantly. And as a manufacturer, we could acquire at much lower rates and produce
product. And so it gave us a little bit of a cost benefit. The second big factor you had, historically, was
in a higher demand -- market demand situation, I think there were some manufacturers that would look
at regions of the country and say, "I don't know if I can produce enough shingles in the first quarter and
second quarter to meet the seasonal surge, so I want to kind of forward deploy. I want to run the plants
in the winter, I want to forward deploy some inventory into the channel to make sure that I don't miss
opportunities as the market increases when we get into the spring and summer selling season." You
look at that dynamic over the last 3 years, I think, what exaggerated was more that -- the distribution
channels were looking at this as a way to hedge on volume and price. So I think they looked at it and
said, "I think the market is going to grow. I think I can achieve discounts in the first quarter and buy at
the lowest price point of the year." And in fact, they bet for 3 years that they were going to buy a big
chunk of inventory in the first quarter against a rising market environment and a price environment that
was the lowest cost that they're going to get. And I think the last couple of years, that has not played
out. In fact, they hedged on volume, they hedged on price. And certainly, last year, as I talked about
distribution customers, I don't think they made more money in that environment. And certainly, as a
manufacturer, you've seen our results and we didn't. So I think that the last couple of years, if the market
is not growing, prices having some volatility to them. When we came into this year, there was no drivers
from a manufacturer who want to buy asphalts at the cost that we're doing because there was a lot of
asphalt deflation. I think we felt we had capacity to service demand just on a seasonal purchase. And I
think from a distribution standpoint, there wasn't a strong desire to take a volume or price hedge and
a bet on the market. And I think those 2 dynamics changed this year where we got into a more stable
environment, where we were producing consistent with our shipping rates and our distribution customers
were buying based on their out-the-door sales rates. And the feedback I get from our customers is
that that's played out very well for them this year. They've seen improvements in their working capital
inventories. They haven't had to guess in terms of what products and what price points we're going to do
in the first quarter and for our distribution partners in the northern part of the country where they have
to clear parking lots of snow to make room for shingles. They didn't have to do any of that. So it reduced
their cost, it reduced their inventory levels and I think it improved their cash flow. So I think that's what's
created the more stable environment this year. And clearly, we're an advocate to continue that going
forward. We would like a more balanced seasonal approach to they buy what they need. We ship it at a
competitive price and take these big discounts and buys out of the market. So that's been -- I think been
a driver in what we've seen.

In terms of our margin expectations. Look, I get up every day, and our team works very, very hard to
maximizing the margins and our operating profit opportunity. But I think, clearly, over the last 3 years,
there has been some quarterly volatility in that space. But I think moving forward, we tend to look at the
business side -- tend to look at the business on a full 12-month basis. And I think that given -- back to
my discussion on our sources of value and differentiation, we are working very hard every day to maintain
our price premiums in the market with a strong brand, a product offering, a distribution network. We're
continuing to improve our cost position and we look at that hard against our materials science knowledge
and our network of manufacturing facilities. So I think that mid-teens operating margins is a view kind
of cutting through any quarterly moves up and down, but on balance over a 12-month time period, and
I think it's sustainable given our sources and focus on how we're trying to maximize pricing and our cost
differentials.
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Thierry J. Denis
Vice President of Investor Relations

Okay. We have Stephen here on the third row had a question and then we'll go to the other Stephen.

Stephen F. East
Evercore ISI, Research Division

Stephen East from Evercore ISI. Brian, you talked earlier that asphalt prices are lagging what WTI. If
oil prices held from here, how long would it be into '16 before you recovered at all? And could you just
refresh us a little bit the drop to date on a percentage basis? And how much more do you think is out
there? And then just quickly, Home Depot yesterday said, vendors on roofing were giving some rebates
and that actually helped their margins. Could you talk about what you all think you're seeing in that
channel and is it going to move over into the distributor channel?

Brian D. Chambers
President of Roofing & Asphalt

Okay. Let's first talk about asphalt. So kind of just recap on how those costs played through our P&L this
year. So we saw in the fourth quarter of last year, oil prices to start dramatically coming down and came
down in the first quarter. When we look at how asphalt costs follow the oil movements, there is generally
very good correlation that the asphalt costs will follow kind of on a 90-day lag. So we saw that come
through. And we saw that benefits start to materialize in our P&L in kind of Q2 and then follow in Q3, and
we would think that continues for the next few quarters. So when we talk about asphalt deflation going
into 2016 at today's oil prices, what we're really looking at is on a year-over-year basis, we didn't start to
see a lot of deflation in the P&L this year in kind of the first 4, 5 months. So going into 2016, current drops
in prices, we would start to see, I think, on a year-over-year basis, some additional deflation in the first
part of the year. And I think the point on that chart was to show that on a year-over-year on an absolute
basis, asphalt costs are down year-on-year. But on a relative basis to where they're trading to WTI, it's
still at relatively high mark. So it's still well above that kind of 100% kind of parity. So we're still looking
inside the volatility to see if we'll see any further reduction in asphalt cost and see how that plays out. But
I would expect that just in terms of the tailwind of deflation that we have right now that will spill over into
the first part of 2016 and we'll be able capture some additional deflation in that environment.

On the Home Depot, I've not read the transcript or listened, I saw some in the headlines. So my first
reaction was I'm always happy when a customer of ours has a great quarter and is winning with our
product line. So I mean, that's a great thing to see. I didn't hear or see any of the comments on rebates
though, candidly, I'm not sure what they're referring to there in terms of the space. So I wouldn't want to
comment on that. I think the home center channel for us overall when I go back and look at our channels
of distribution, I think the home center channel has been a pretty steady player in the market in terms
of channels of distribution and we enjoy a very good position. So we're happy to see Home Depot be
successful and I want to see Lowe's and Menards as well in the channel continuing to service that contract,
because generally their customers and their contractors that they service are different than what is
serviced through the 1-step distribution channel and is different from the pro chain and the 2-step channel
in the lumber yards. So we like that balance because I think we believe we reach more contractors, and it
sounds like Depot is finding a nice sweet spot in terms of their performance with the category.

Thierry J. Denis
Vice President of Investor Relations

Okay. We'll take one last question from Stephen Kim, and then we'll move on to the next presentation.

Stephen Kim
Barclays PLC, Research Division

Steve Kim, Barclays. Brian, you did a good job, I think, talking about the fact that we might see year-
over-year volatility begin to flatten out and level out on a volume basis as a result of not doing anymore
winter discounting. But I wanted to talk a little bit about price. Interestingly, which it seems has been
also flat, pretty much all year, and yet -- and so I would expect with nonadditional winter discounting that
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should sort of remain fairly steady next year, but this year the average is -- it looks like it's down around
5%. And to the other Steve's earlier question, with raw mats coming in additionally in 2016, should we
generally anticipate that we'll see fairly consistent year-over-year trends in pricing? But that it will be
down something low single digits kind of like it was this year? Or was it something unusual, not related
to raw materials that drove the pricing to be down generally about 5%? And then a quick question about
competition. When you're margins are much higher, you guys started opening up capacity, with a tough
year or 2, they kind of put those on ice, what's your expectation about that going forward?

Brian D. Chambers
President of Roofing & Asphalt

Okay. Just in terms of pricing, I think Mike and Michael did a pretty nice job in our third quarter earnings
call, kind of the framing up the pricing environment of how we seen that and how we've been talking
about this year, which is that when we look at the pricing environment, first off, I would say, it's still very
competitive. I mean, we operate in a very competitive industry and there are competitors that take price
very regionally. There are pricing differentials by region. There are pricing differentials by channel. So it's
a fairly complicated mix when we look across the country and all channels. But I think our view was that,
in Q2, our pricing has been pretty stable sequentially, kind of Q2 to Q3. But last year, when you look at
the pricing declines that we had to make, we really started doing that in earnest in late first half and into
the early second half. So on a sequential basis this year, we've seen pricing relatively stable as we've gone
through the quarters. But on a year-over-year basis, we've been down. And I think we guided at that point
that in the fourth quarter we would also expect to be down in the fourth quarter on a year-over-year basis
as prices flatten out. As we look into 2016 -- I mean, ideally, we like to keep the stable prices that we
have today in the market. We would like to see that continue and to be able to utilize the asphalt deflation
and help repair our margins. I think in the near-term, as we think about how we can widen our margins
going into next year, we'd like to kind of see a repeat of how this year has played out for us in that price
environment on the asphalt side. So I think that's kind of how I would frame up and talk about pricing.

On the competitors, in terms of capacity, yes, I think we saw GAF stop construction on a plant they
were going to put in Missouri. The plant that IKO started up last year is up and running and CertainTeed
is there. But I think my view on capacity is that I step back and look. When you look at our network,
the reason we have such a broad network is that it's a very local and regional business. So generally
manufacturing plants are the most cost effective around a pretty tight shipping radius because it's heavy
product and it's pretty expensive when you start to ship it a long distance. So the competitive dynamics
of any one plant generally are more regional. And -- to date, we've not seen any, I would say, additional
issues with the new plant in southeast. I think that -- those pricing dynamics sort of have been played out
before that plant opened up as IKO started to see. And CertainTeed still hasn't brought their plant up yet.
So I think they -- our view and intel I get is that they are using it as a bit of a distribution hub right now.
But my sense would be, they look at that as a cost play, as a cost reduction, as a freight savings and a
driver in that space. So I'm not expecting large impact in that as that plant comes up and then we've not
seen any another kind of plants coming on markets.

Thierry J. Denis
Vice President of Investor Relations

Okay. Brian, thank you very much. So we're going to be -- here's your deck. We're going to be moving
on to the next section. We're going to distribute the handout for the Insulation section. The same slides
should appear on the webpage, you may need to refresh the webpage if you're following through the
webcast. And as that's happening, I'd like to call Julian Francis to the stage. Julian is president of our
Insulation Business, and he will go over the remarks about his business. Julian?

Julian Francis
President of Insulation Business

So, as we're distributing the slide deck, let's get this out of the way. What are housing starts? Someone's
gotta be connected. What were housing starts this morning?

Julian Francis
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President of Insulation Business

1060 [ph], okay. All right. We're making progress. Well, good morning everyone. Thanks. And I really
appreciate the opportunity to talk to you this morning. I know several of you had an opportunity to visit
our Fairburn plant yesterday. So I hope you enjoyed that. We're very proud of our plant network, very
proud of our team. In our plants, they do a terrific job. They work very hard every day to give us the best
product in the marketplace. And I hope you enjoyed that tour and for those of you who are going on it
today, I hope you enjoy that as well.

So it's a great time to be in the insulation business. We do have an improving housing market. The
demand for energy-efficient products is growing and Owens Corning has a market leading position. I'm
going to talk to you today about how we're going to capitalize on these facts.

3 areas of focus in my presentation. First, our track record of performance. We've consistently delivered
against our objectives in this business over an extended period of time. And this gives us confidence as we
look forward. Second, this business has broad-based earnings growth potential. Our portfolio of products
and geographic diversity allows us to extend our earnings power by exploring growth opportunities both
here and overseas, leveraging our product and building science expertise. Third, I will go into some depth
on new residential construction in the U.S. Much of our improving financial performance has and will come
from this market. So I'll share some new analysis we've done on the demand and supply dynamics. But
first our track record.

Since our last Investor Day 2 years ago, we've had some great accomplishments. We said that we'll
deliver $100 million of earnings on 1 million housing starts. This represented $100 million improvement
in our cost structure over the prior cycle. In 2014, we delivered on that promise, earning $107 million
on slightly less than 1 million housing starts. We also said that we'll deliver 50% operating leverage as
housing recovered and we continued to perform. Since fourth quarter 2010, we've managed the 53%
operating leverage, despite a much less predictable path of the recovery. This improvement has been
driven in part by pricing. Recovery implies there were steep declines after 2006 housing collapse and
that's necessitated a sharper focus on the value of our products. Since 2012, we were at $125 million of
price, though our average price remains well below 2006, even on a nominal basis.

We continued to see strong demand for our products in the more brand-sensitive home center channel.
Our share in this channel is well above our average market share as the remodeling public strongly
identifies with our iconic brand and especially the color PINK. In 2011, we introduced the EcoTouch
product line. The first time we converted the majority of our production to a formaldehyde-free system to
address demand for more environmentally sustainable products. In the last couple of years, we've been
recognized as a leader in this space and we continue to enhance our reputation for sustainable products
and operations.

Finally, we have fully integrated our acquisition of Thermafiber, a leading manufacturer of mineral fiber
insulation for high-temperature applications. And as you know, we announced a new factory will be built
in Joplin, Missouri to support our continued growth in this market. These key elements have translated
into improving financial results, both top and bottom line. From 2011, our top line has grown about $500
million on an LTM basis, averaging about 8% compound growth. At the same time, our bottom line has
improved about $250 million, leading to our 50% operating leverage.

EBIT margins have improved quickly, too, from a low of about minus 8%, we are seeing approximately
a 400 basis point improvement annually and it reached 8% on a trailing 12-month basis. In addition, we
delivered double-digit margins in Q3 and expect to do so again in Q4. I've said at the outset that I wanted
to share with you our conviction that we will execute our plan successfully, and nothing illustrates my
confidence more than this chart. We will continue to highlight our 17 consecutive quarters of improvement
because despite the choppy recovery with some false starts early on, we are now encouraged by the
standard more consistent path forward, but we've been able to deliver consistently each and every quarter
for more than 4 years now. We're not yet satisfied with the business performance and we have a great
deal still to get done, but we're off to a great start.
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Let me now focus on our growth plans. This is the second area of focus in my presentation. Our Insulation
business has world base revenue potential and we typically segment our markets into 4 areas. Residential
new construction, which will be a big driver of revenue growth over the next 3 years. Next, the domestic
repair and remodel market, which we are also seeing recovery in, driven by an aging housing stock and
energy efficiency efforts. The commercial and industrial markets tend to track GDP growth rates, but with
slight lag to housing. So we do see good medium-term growth, but it is also an opportunity in our broader
product portfolio with mineral fiber and XPS rigid board. Finally, there is a global context to our business.
While it represents a small part of our overall portfolio, global markets offers a great opportunity to further
penetrate the insulation market and capitalize on our proven ability to effectively manage and compete in
global markets.

Let me start there and work on my way back to the top. We have more than 2 dozen manufacturing
facilities located across the world. Although we are heavily concentrated in North America, as you can see
here, these facilities manufacture a variety of products. Our residential fiberglass products, both bats that
you see in walls and loose-fill most closely associated with attic insulation. These products make up the
majority of our revenue. We have other fiberglass products for use in multiple commercial and industrial
markets, such as the metal building or pipe applications seen on this slide. The demand in these markets
has been much less cyclical than new residential, as is profitability. We opened up a fiberglass facility
in China just 2 years ago and it is operating profitably to-date. In fact, these operations were profitable
throughout the housing turn -- downturn and subsequent financial crisis.

We have an extruded polystyrene rigid board product line with multiple applications in commercial
exteriors, but also in the low-grade applications like the ones shown here on the right, as a substrate
for roads or aircraft runways in harsh climates. The fact is that the new residential fiberglass industry
represents less than 25% of total global fiberglass demand. And if we include other forms of insulation
we participate in like mineral fiber and XPS rigid board, it is [indiscernible] more again. We will be very
selective about our participation in global markets as we have been so far, only acquiring businesses
where we have a unique fit like Thermafiber and only adding new sites when the market demand is
already in place as it was in China. But the opportunity for growth is clearly available to us and we will
pursue it.

Commercial markets will also see good fundamentals over our planning horizon, some driven by high-rise
multi-family, some by improving U.S. output and employment growth. We had a suite of products that are
suitable for this market, but I'd like to focus on just one, our mineral fiber product line.

Beyond market growth, we have aspirations to grow our share in this market. I talked earlier about our
Thermafiber acquisition. And now that we've fully integrated the business and the back office operations,
we're ready to capitalize on our growth plan. These are markets we are very familiar with and have
existing relationships, but the product application is different, being used for more high-temperature
applications in fire wall assemblies. In particular, a short walk around this area of Buckhead in Atlanta,
or any major metro area for that matter, will give you a flavor for the type of buildings being constructed
today, less concrete and granite and more glass and steel. These glass curtain wall buildings that you
see require mineral fiber to meet even more stringent building codes. You might be surprised to learn
that from a single facility in Northern Indiana, our team at Thermafiber works closely with architects
and general contractors solving design issues before the buildings are even started. This expertise in
engineering solutions to complex problems creates opportunity for us. Thermafiber is in 3 of the 4 tallest
buildings in the world and 6 of the top 10, including the Burj Khalifa in Dubai, the Freedom Tower in New
York City and the Petronas Towers in Malaysia. We are now investing $90 million in a second facility that
will more than double our capacity and allow us to pursue more of these opportunities in North America
and around the world.

Our third market category is repair and remodel. While many of our customers participate in this market
in one way or another, the home center channel has a particular focus on it and brand is important to
these retailers. A brand is a shortcut for buyers who have lots of choice indicating something desirable
about the product, be it innovation, high quality or great value. Our brand has all these qualities. But
despite being in the basic materials category, we have incredible awareness numbers with homeowners,
about 70% and that drives business.
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Professional users, both builders and remodelers, who have plenty of choice, choose our product more
than any other brand. But in addition to this, we have something unique that sets us apart and drives
value from our customers, and that's the color PINK. I expect that sometime you've all drilled a hole in
the wall at home to hang a picture or maybe a giant flat screen TV. When you pull that drill back and it
brings with it a small ribbon of pink, you know what that is and you actually feel good about it. If it comes
out brown or light gray, you start to wonder and you're not really sure what it means. Well, I will tell you
what it means to our customers. One of which is headquartered here in Atlanta. Could you run the video
please?

[Presentation]

So that Home Depot commercial was difficult to avoid a few weeks ago, once you've installed your giant
flat screen TV and you sat down to watch the college football game, you'd probably seen that about
half a dozen times in an afternoon. Actually, our customers know that they're in return advertising and
displaying our iconic brand and they reward us with a high share of their business.

The final market I'd like to touch on and my final area of focus for my presentation today is new
residential construction. There are 3 primary factors driving demand today. The first is reasonably obvious
and the fact very direct and that's housing starts. As housing starts climb so does demand, and the
majority of the light density insulation, but not all, goes to new res. If we see a 10% gain in housing,
you'd expect to see just below a 10% increase in the overall demand for the light density products. The
second factor is less obvious and a little harder to assess and that's the impact of codes. Residential
Building Code is the minimum standard to which a new home must to be built. And over time, codes
become more stringent. We've shared our view on code impact before, but suffice it to say that the exact
same house built in 2006 or 2015 in the same location would be 46% more energy efficient and contains
30% more light density insulation today than it did in 2006. The challenge is the codes are adopted in a
patchwork fashion. So while Austin is on the 2015 code, Houston is still on the 2009. Lastly, much has
been made of the single-family, multi-family mix, and while this is true that single-family homes contain
more insulation, we believe the total impact of the change has been relatively small compared to the other
factors. What all this means is that we've seen steady but nonlinear demand growth with housing starts.
Some of the variation you see here between 2013 and 2014 may well be code-driven. And between 2014
and our estimates of 2015 demand, an increase in just 1 week in the time of lag between housing starts
and the installation of the insulation could impact demand by as much as 50 million pounds. The fact is
that when you put this altogether, what we believe we are seeing with demand growth is that it's slightly
below 200 million pounds for each 100,000 incremental housing starts.

Let me switch now to the supply side of the equation. I'd like to walk you from peak demand in 2005
to where we are today. In 2005, our analysis suggests there was about 4.6 billion pounds of capacity
operating at 100% utilization with significant supply disruptions. Today, even though housing starts are
half what they were back then, demand is back to 2/3 of peak. Capacity is adjusted too, and it shrunk.
About 300 million pounds of capacity has been retired, either closed permanently or sold for alternative
use. Another GBP 600 million of capacity has been mothballed. This mothballed capacity should be
available provided there is capital to bring them back online. Of this mothballed capacity, about 40% is
Owens Corning's.

The last red bar represents cold lines or idled lines that are inside of operating plants. These can be
brought back relatively quickly. Owens Corning has about 100 million pounds of capacity in this market.
This year, our analysis indicates that utilization rates will exceed 90% on a full year basis, but this
fluctuates during the year as demand is both seasonal and regional, and generally we are challenged to
maintain service levels once utilization rates reach 95%. Now if we would walk backwards from today's
demand level, I said on the previous slide that we've seen demand growth just below 200 million pounds
for every 100,000 starts. So on incremental, 300,00 to 400,000 starts will likely require all of the available
capacity to restart, including all of the mothballed facilities, that require both capital and time to restart.
That suggests the 1.4 million to 1.5 million housing starts could feel like 2 million housing starts in the
prior cycle.
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Naturally, supply and demand impacts price. In the period of 2006 to 2008, demand plummeted as the
housing market tanked. But while some high-cost capacity was curtailed, we were not nearly aggressive
enough to keep up with falling demand as forecasts consistently said next year the recovery will start.
After the financial crisis, reality set in and as demand continued to decline, enough production was idled to
offset this. During this period, housing reached bottom at about 0.5 million housing starts annually.

The past 4 years has seen a steady recovery in demand, but little net idled capacity has come back online.
We've been focused on ensuring our network efficiency is optimized before making a decision to restart
assets. And the idled capacity created in the 2006 to 2008 period has been reabsorbed. That brings
us to our forward view of demand. Tying together the last few slides and assuming consensus housing
starts, we see demand increasing more than 700 million pounds in the next 3 years, and we'll likely see
mothballed plants restart to meet the demand. Now this is the price progression Owens Corning has seen
since 2006. No surprise, first a rapid drop in demand without a corresponding cut in output led to a rapid
price decline. As supply adjusted, pricing settled in at a new level while marginal production economics
took over. Price continued to decline, but more slowly bottoming out around marginal cash cost.

As demand began to improve, prices begun to recover, though slowly. Today, price remains well below the
prior peak even on a nominal basis. While adjusting for inflation, we believe there is further opportunity as
the product is fundamentally useful and demonstrably valuable.

On this basis, we believe wholeheartedly that we will return to our historical levels of profitability. You can
see from this chart that despite the improvement, the business remains well below its potential, but it
also shows how different this housing cycle is. We really have no historical context for this recovery. Our
EBIT margins fell 30 points from 2006 to 2011, but we've seen again about a 400 basis point improvement
every year since then. And on the LTM basis, we are now around 8%. I'm really proud to say that in our
third quarter call, we announced that insulation reached double-digit margins and, as Mike said earlier, we
believe that we'll do so for the full year in 2016. There is nothing in our analysis that suggests we can't get
back to and surpass our previous performance.

So I covered my 3 topics. We are confident in our ability to execute our plans based on our track record
of accomplishments. We have a business that is well positioned to capitalize on broad-based earnings
growth from both products and geographic expansion, and that our core markets will continue to grow
and insulation will return to historical levels of performance in the near term. The fundamentals of our
market are driven by basic human needs for shelter and comfort, and the need to more efficiently use
finite resources that we have. Because of population growth, rising standards of living and the issues
surrounding climate change, the products we manufacture and sell are more in demand today than they
have ever been and I'm confident in the future of Owens Corning.

Thank you. I'm now open for questions. I would like Thierry to come back and moderate.

Thierry J. Denis
Vice President of Investor Relations

Thank you, Julian. Same process, 15 more minutes of questions. And again, wait until you have the
microphone and please introduce yourself and the firm.

Or Shotan
Lombard Odier Asset Management (USA) Corp

I'm Or Shotan with Lombard Odier. You're painting a picture as if in next several years we're going to be
in a very tight market. Can you talk a little bit about the economics of brownfield or greenfield expansion
if we are getting 2 or 3 years into an environment where there is no capacity. I assume that 8% margin
that doesn't make sense to do brownfield or greenfield, but at what level does it make sense from a return
perspective?

Julian Francis
President of Insulation Business
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Yes. I mean, I'll refer you sort of back to the analysis we have and that's as we sit here today, analysis
would suggest that certainly over the next 3 years that we continue to see demand growth, that there
is available capacity that is mothballed or idled and that would come back. I think fundamentally, you'd
have to see the economics be justified in order to go out and actually put new capacity in the ground.
Now, I think that the challenge to that is to think about it sort of like peakers[ph] in the utility industry
where you've really got to look at -- it's very short term economics. We know that somewhere out there,
there is going to be a downturn in the housing market and to -- wants to bring something back -- to put
something -- some new capacity in the ground, certainly, our analysis would suggest you have to run a
very, very quick cash return on that investment. I think it's difficult to sort of say at what level that would
be at, but I would think about it very much in terms of -- it's -- to put new capacity in the ground, there
has to be a very short cycle return, you'd have to be incredibly confident about what demand was for a
few years in order to earn a cash return on that. So I think that's how I'd think about the new capacity.

Thierry J. Denis
Vice President of Investor Relations

We have a question from Ken Zener in the center, and then we'll move to the side to make sure we give
equal attention for the part of the section.

Kenneth Robinson Zener
KeyBanc Capital Markets Inc., Research Division

Ken Zener from KeyBanc. Just -- so we could have a real context for the U.S. fiberglass business given
that you have 3 buckets. Could you put the general margin context of your U.S. commercial, international,
so we could have an understanding of where that 50% operating leverage is coming from? But also if
you look at Slide 18, it looks like per start you had roughly 1,400 to 1,500 per pound and -- but it was
higher in 2014, if you could go into that a little bit and why you're not fully clear? Why those variances
are occurring? And the last, just a follow-up on this utilization, which is at 90% right now, pricing should
be very strong. Can you talk about the costs to actually bring on these volumes in terms of the labor,
the dollar value, so a quick return ex greenfield, what we know that could actually mean in terms of an
operating drag as you guys bring on that new line?

Julian Francis
President of Insulation Business

Yes, let me start with the second. So in terms of bringing capacity back online, it's useful to think about it
in those buckets as well, the cold lines. So those are lines that are not operating in plants that are[ph]. So
you've already got sources of raw material, you got some labor, you've got all the management structure
you need the maintenance people that you need at the plants, but you've got an idle line. There's 2
components really to that idle line, part of it is how old is this? How long has it been shut down? And
what state it was when it was shutdown? So those can be brought back generally just by adding some
direct labor and some raw material sources. So hiring direct labor takes few months and typically they're
not particularly capital-intensive. So that capacity can come on relatively quickly and in a relatively cost
effective fashion. Now it does depend -- obviously, we've got melters associated with that capacity. If
they are old just like in composites we talk about, they need to be rebuilt every few years. If they've
been down for a long period of time, then it becomes more expensive, you got to get into rebuilds.
When you get to the mothballed facilities, you got a completely different sort of cost structure to bring
those back. Those typically you have no management structure in place, they're not operating. Typically,
there are have the higher cost structure facilities that have been mothballed. They might not be in the
right geographic locations where demand is. And so to bring those back, you'd need, one, much better
economics, but it's generally much more expensive to want to bring those back online. There is usually
a significant rebuild component. As I said, these -- some of these have been down for 10 years. Some of
them have been down since kind of the start of the housing recession. The other factor in that, particularly
with regards to those is that during this period of time, all of the manufacturers have actually switched
their binder systems, away from the formaldehyde-based binders that I referred to the organic-based
binder and that requires another level of investment if they've never run organic binders, many of the
mothballed facilities have not run the organic binders. And so there's an even further investment that's
required to bring those in. My guess is that those can range, but it's in the tens of millions of dollars, you'd
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want to put into a mothballed plant to kind of bring it back. Refresh my memory on the first part of your
question?

Kenneth Robinson Zener
KeyBanc Capital Markets Inc., Research Division

All right, [indiscernible] differential between the U.S. fiberglass that we're obviously properly spending a
lot of time on, but also versus the commercial and the international, so we can have a [indiscernible], you
highlighted that we're profitable throughout the cycle?

Julian Francis
President of Insulation Business

Yes, so I think as we look at the different dynamics, really so much of that when you're talking about
margin performance and leverage is the bulk of the leverage would come from increasing demands in the
new residential segment. So as you look at profitability today, I said that the international markets and the
engineered markets were generally profitable throughout the cycle. And almost all of the losses that we
suffered in insulation were concentrated in the residential market. So as they come back, I do think there
will be opportunities to improve profitability in the other 2 segments, but by far the biggest opportunity
will improve in the residential segment, as that market grows and we've seen sort of dynamics around
price in that market as well.

Thierry J. Denis
Vice President of Investor Relations

Great. Karen, we'll take a question from the left wing here with George on the first row.

George L. Staphos
BofA Merrill Lynch, Research Division

My question, if we continue to see the 100,000 starts or thereabouts growth over next several years,
when do you think you would need to particularly begin to debottleneck and/or bring on mothballed or
idled capacity? And the related question is there's obviously a cost curve in all of that in the idled and
mothballed. Where do you think you sit relative to competition? And why?

Julian Francis
President of Insulation Business

So again, in going back to the presentation, there's a couple of different components. One is a geographic
component. So where we see demand, we're seeing more demand in the South. We're seeing more
demand in the West than we are in other areas. So there's a geographic component as to whether we
would bring back idled capacity or mothballed capacity. I think that as we see -- we would say that we
were operating at roughly 90% utilization rates, sort of in line with what we believe the industry is. So you
can probably do the math based on the charts in terms of when we would need to bring capacity back if
we're operating in that range. I think what we bring back and where we are relative to the competition,
I think that it's very difficult, and I don't know the condition that my competitors' plants are in. We've
been very diligent over the last 10 years in ensuring that the plants that we do have mothballed, we are
checking. We actually do have performed maintenance on some of those plants to ensure that they're
in decent condition to bring them back, and we don't just sort of walk into these facilities and find the
components to be deteriorated to a point where we'd have to do major. So we've actually done some. I
would expect that's just good management, and I would expect my competition to be doing something
similar. So I don't think there's a particular difference in that. I do think there's a regional component
to it. And where locations are matters because of where demand is. And once you start to waterfall this
product, a very light product, kind of like what Brian referred to in terms of building materials, you just
can't ship it very far. So that would probably impact more about when and how and where we would bring
back capacity. Hopefully, that's helpful.

Thierry J. Denis
Vice President of Investor Relations

www.capitaliq.com


OWENS CORNING ANALYST/INVESTOR DAY  NOV 18, 2015

WWW.SPCAPITALIQ.COM 23
Copyright © 2014, S&P Capital IQ, a part of McGraw Hill Financial.

There's a question from Garik, I think. And then there's a number of other hands up. So we'll take Garik
on that third row.

Garik Simha Shmois
Longbow Research LLC

Garik Shmois, Longbow. I just wanted to clarify, you indicated that 1.5 million starts could feel a lot like 2
million starts.

Julian Francis
President of Insulation Business

Yes.

Garik Simha Shmois
Longbow Research LLC

In prior peaks, the business generated over 20% margin. Should we interpret that to mean that at 1.5
million starts, this could be a 20%-plus EBIT margin business as you bring back capacity [indiscernible]
pipe?

Julian Francis
President of Insulation Business

I think my closing statement really referred to that. I see there's nothing in our analysis that would
suggest we can't get back sort of prior cycles. But I think the challenge for us has been that -- as you
saw from the chart, that this cycle has been so different that it's difficult to sort of interpret when it will
happen or how it will happen. But again, Mike opened with we make fundamentally useful products that
are in demand. We think the product is more valuable today than it has ever been. Whether it's energy
efficiency, the code changes, the product itself is fundamentally a valuable product. It's necessary. You can
do all you like to your HVAC systems, but if you don't actually insulate the house in the first place, you're
just 98% efficiently heating the outside air. So we absolutely believe that the performance of the business
can return to historical levels. And I think that our interpretation would be if we do see tightness at around
1.5 million housing starts, it's not difficult to interpret that as that's when we would expect to see it. But
we don't have a historical context for this recovery, either.

Thierry J. Denis
Vice President of Investor Relations

Okay. The next question is from Phil on the third row.

Philip Ng
Jefferies LLC, Research Division

It's Phil Ng from Jefferies. It was -- Pricing for insulation has been a little choppy this year. How much of
that was tied to demand or just the deflationary environment? What kind of confidence level do you have
next year in terms of pricing for insulation? And just lastly, the presentation you had, it kind of showed
where we are in terms of pricing from the last peak, and you talked about inflation as well. So getting
back to these levels adjusted for inflation, how much more runway do we have in terms of pricing?

Julian Francis
President of Insulation Business

Well, I'll only comment that I don't know that I'm going to talk a lot -- or more detail than I have about
future pricing, but let me address kind of where we are. It was choppy this year, but as I said in the
outset, we delivered $125 million of price over the last 3 years. The market today is stronger than it
was over the last 3 years. I think we believe we can continue to deliver on that type of performance.
There's, again, nothing that suggests we can't. The market is getting stronger. Demand is increasing.
Demand is increasing both in housing starts, in code, and we think there's probably a single-multifamily
mix issue that could also drive it. So we fundamentally believe we can execute this. We have seen
tremendous collapse in pricing to the point that we've lost a substantial amount of money in the business
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for several years. We do think there needs to be further price recovery, and as you can see from the
chart I presented, we're on a good path forward. In terms of inflation, there are 2 components. One that
has been sort of the general inflation, it's been relatively modest. The shift, as I mentioned earlier, was
the conversion from the phenol formaldehyde formulation binders to the organic binders that all of the
manufacturers are using today. That has put some cost into the business. I think we've worked very, very
diligently to drive that down. I think we're seeing higher levels of quality today from our production that
we've ever seen. I think that's driving a lot of efficiency at the plants. Our manufacturing is performing at
a very high level today. We continue to see opportunities to drive cost out, but I do think that we need to
earn a return on the investments that we've made over the past few years in the business.

Thierry J. Denis
Vice President of Investor Relations

Okay. We'll take one more question, and then we'll have to move on to the rest of the program. I think
Keith has had his hand up for a while.

Keith B. Hughes
SunTrust Robinson Humphrey, Inc., Research Division

Your final question on price. You talked about -- how you're not back in the peak. Given it's been a fairly
tight market as you've laid out, and you're believing it now -- it's going to be a tight market for the next
couple of years. Are we going to see an acceleration of price gains? Or is it going to be of what you've
seen the last couple of years? I would have expected it to be more given the tight situation.

Julian Francis
President of Insulation Business

Yes, I don't know that I want to speculate on that. I mean, it's a very competitive market. We are pushing
very hard in order to recover price. We're not at investment economics yet that we see fit. We're certainly
not anywhere near our historical performance. In terms of acceleration, I don't know that I want to
speculate on that. It's a very competitive market, and the dynamics are such that we respond to those
competitive inputs as well.

Thierry J. Denis
Vice President of Investor Relations

Okay, thank you very much, Julian.

Julian Francis
President of Insulation Business

Thank you.

Thierry J. Denis
Vice President of Investor Relations

I know there were more questions, but we'll have more opportunities to address some of these over lunch.
And then there's more interesting presentations coming up.

So we're going to break in the program now. We're going to come back at 10:25. And we'll start on time
because of the webcast and people who are following us on the webcast will see a pause, I guess, on the
slides. But we'll be back at 10:25 a.m. with a presentation about the Composite business. Thank you.
[Break]
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Presentation
....................................................................................................................................................................

Thierry J. Denis
Vice President of Investor Relations

Welcome back, everybody. Welcome back. We're resuming the program. Welcome to Owens Corning
Investor Day 2015. People on the webcast, we're going to now proceed with the Composite business
section. And new handouts are being distributed here in Atlanta. You should see that file coming up on the
web page momentarily.

And we'll follow the same structure, same program. So we'll have presentations from, this time, 2 of our
business leaders, and then we'll have Q&A session afterwards. And I'm just waiting for the handouts to be
distributed.

And I'm inviting to the stage Arnaud Genis, who is the Group President of our Composite business. And
then we'll have remarks also from Marcio Sandri, who is the VP and Managing Director for the glass
reinforcements portion of that business.

Arnaud P. Genis
Group President of Composite Solutions

All right. Good morning, everybody. It's good to be here. Actually, when Mike referred to me as a veteran,
he used a war terminology. Well yes, it's been an uphill battle. Marcio and I, we are back from the
battlefield, and we have a lot of great news to share with you.

So back in 2013 Investor Day, I told you that the outlook for our business was double-digit EBIT and
double-digit return on capital by the middle of the decade. Well, we are in 2015, right in the middle of
the decade, and we are double-digit EBIT and double-digit return on capital. This outlook was given
to you with very -- 2 very clear beliefs in mind. The first one was that a consistent global industrial
production would enable our market to grow back to its historical growth rates. The second belief was with
a consistent economic growth, demand would outpace capacity addition.

We also shared with you back in 2013 that we had a very focused strategy, which was around 4 pillars.
The first one was cost leadership, the second one was pricing realization, the third one was capital
efficiency, and the fourth one was product leadership.

We've been very rigorous in the execution of this strategy. And over the next 35 minutes, what we would
like to do with Marcio is first to update you on where we are in the execution of this strategy. The second
point that we would like to update you on is what's happening in our market, what's happening in China in
capacity utilization. So we're going to disclose a lot of new data that comes from our market intelligence
group. And then lastly, we'd like to share with you what are the areas of focus for me, for Marcio, for our
teams, for the business over the years to come so that we take our performance to the next level, okay?
So that's the program for the next 35 minutes.

So I told you the first belief was that the consistent economic growth would enable our market to grow
back to its historical growth rates. Well, over the past 30 years, we've seen very solid growth for our
market, and we've seen that the last years has played out pretty much consistent with our expectations.
We've seen consistent growth. We've seen our market growing as a multiple of industrial production, just
as we shared in 2013 with you. And I would say that the industrial production consensus for the years to
come is giving us confidence that the slope of this growth should continue to look very much like what I'm
showing to you right now. 2015 has showed moderate industrial production growth, that we've not seen
any difference in 2015 compared to the previous years.

Now before I turn over to Marcio, who's going to update you on the execution of this strategy, I'd like
to set some context and say a few words about our year-to-date financial performance. FX has been a
headwind to the growth of our revenues. Russia, Europe, Brazil important countries for us. And obviously
with the softening of the currencies of these countries has not played well for our top line growth.
However, while we have seen underlying demand growth, we've seen price increase. We've accomplished
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also mix improvement. And on a year-to-date at fixed exchange rates, our revenues are up 12%. FX
has been a headwind to the top line. It's not been a headwind to the margin of our business because we
produce in these regions. So this has been neutral in terms of margin.

Now back in 2013, I gave you an outlook of double-digit EBIT by the middle of the decade. We are better
than the 10% on the last 12 month basis. This has been made possible thanks to a very good execution in
manufacturing and also in pricing realization, and this is what Marcio is going to update you on right now.
Marcio?

Marcio A. Sandri
Vice President and Managing Director of Glass Reinforcements for Composites

Thank you, Arnaud. Good morning, everyone. I heard Julian and Brian saying that it's a great time to be in
Insulation and Roofing. Arnaud I think that it's a great time to be in Composites as well. Delivering double-
digit return on sales and double-digit return on capital is a milestone for us.

In the next minutes, I'll be talking about our rigor and our discipline in executing our strategy. As you
know, our strategy is for us is based on 4 pillars: Cost leadership, price realization, capital efficiency and
product leadership. And I'll be talking of each one of them in the next slides.

Let me start with cost leadership. We have defined cost leadership as having 75% of our manufacturing
network with average delivery cost at or below the benchmark glass suppliers delivering to the same
region. Here on screen, you have a refreshment of what I have presented to you back a couple of years
ago. In 2013, I reported to you during the Investor Day that we have achieved 70% of our network as low
delivery cost in 2013. As I said then, we had a very clear path to achieve 75% in the future. I'm glad to
report that we have reached the 75% target in 2015.

And the 3 key set of actions that allowed us to be there are: Repositioning and restructuring of high-cost
assets, which I'll talk a little bit more about in the next slide; we also did implementation of manufacturing
technology to get more supply from the existing assets; and last but not least, we have managing our
operations for manufacturing excellence through a full implementation of total productive maintenance,
which is a well-known methodology to deliver continuous improvement. We are now positioned as a low-
cost manufacturing network.

Here's what I promised about more details on our restructuring. Over the years in earning calls and
investors' days, we have been sharing with you decisions on restructuring and the financial impact of
them. On the screen now, you see a graphical representation of this comprehensive and coordinated
global program to restructuring our assets, which has started right after the major economic turmoil of
2009.

In the last 6 years, we have followed a disciplined approach to decide on what we'll do in our rebuilds,
in our expansions and in new capacity to be add so that we would have an end game with a meaningful
network with favorable factors of production and high potential to deliver double-digit return on capital.

Three criterias have been rigorously followed. One, we have been closing sites which couldn't prove to
meet our threshold of efficiency and low-cost production, which are the red Xs here on the screen. We
have repositioning the plants with a promising future, but that required some changes in the product
portfolio or have required some improvement in technology. You can see them here on the screen on
green squares. And finally, we have done expansions or we have brought new capacity, which are the
upwards green arrows here, only when we have seen great cash generation being delivered for that facility
or when the factors of production prove it to be sustainable and favorable.

Such restructuring that you see on the screen resulted in fewer, larger and more effective facilities. And
we now have a great and a well-balanced throughout the globe, fleet of plants. And we can compete with
advantage anywhere in the globe.

Let me move to the second pillar, price realization. I personally call those graphs as the realization of a
new era in the glass industry. After passing the phase of capacity overbuild and excess inventory, we have
entered the supply tension [ph] phase, which allows us to be improving returns of our investments.
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on the screen, I'm showing Owens Corning price realization story of the last 4 year starting 2012. In
2013 investors day, I told you of a potential tale of 2 stories for that year. After a tough first half of price
deterioration, at that moment, we are seeing improvements in the second half. I am now gratified to
confirm that it has actually happened, the turnaround in the second half of '13. And we have seen a
positive price realization as excess inventory was depleted and demand start growing in the second half
of '13, which resulted in a net 0 total price impact for the year, being that a year that started relatively
difficult.

In 2014, as you see on the screen, market demand grows further into the mid-single digits, and Owens
Corning benefits off a full year of price realization, which then builds into 2015 for one accumulated price
realization of more than $60 million after seeing the inflection of 2013. The tight industry capacity is
delivering the right context, and our determination in delivering price realization is translating into gains in
price for 9 consecutive quarters.

Now I will turn it back to Arnaud that will discuss the outlook for the coming years.

Arnaud P. Genis
Group President of Composite Solutions

Thank you, Marcio.

So I'm going to change gears and talk about the market, and that's the section where we're going to
cover what's going on with capacity utilization, too. So just as context, you remember that the glass
fiber composite market is a $7.5 billion market. You see here on the screen that we serve very broad and
diverse sets of end markets. Actually, no market accounts for more than 30% of the global market. What
is true for end market is also true for geographies. You will see in a later slide that the geographic split of
the global market is also pretty balanced.

The fact that our market is so diversified is certainly a strength because in a year like 2015 where oil
and gas, which is a part of our industrial market, has dropped so significantly, we have seen very good
momentum in the consumer market. Consumers benefited from low gas price. We've seen also good
momentum in automotive and in the construction market, and this has enabled our market to continue to
grow this year.

But in addition to this strength of our market because of its diversification, you will notice that all of these
markets do require glass fiber. There are a lot of megatrends that require these markets to leverage
the glass fiber unique properties. Talk about construction, energy efficiency, transportation, how do you
lightweight a vehicle, et cetera. I'm sure we'll talk about it during Q&A, but well, our materials continue to
address compelling needs of all these industries.

So with that in mind, we've updated the curve that I showed at the beginning of the deck. Over 30 years
period, our market has grown sixfold. This has been made possible thanks to the succession of new
applications that have converted from steel, aluminum, wood to glass fiber composites. I would say the
industrialization of emerging countries has also contributed to the high growth of our market.

When we extend the curve beyond 2014 using the industrial production outlook supplied to us by Oxford
Economic, this is the slope of the curve. I told you at the beginning of the meeting that we expect this
slope to stay consistent to the past years, and we are very confident that a consistent economic growth
will enable our market to continue to show good behavior, good growth.

This is the breakdown of the market. I told you, very diversified end market, but also very diversified
geographies. You have here in gray, the split of this $7.5 billion market by geography. You have in red the
split of our sales, our $2 billion sales, by geographies.

Let me start with Americas. Americas covers North and South. We have a very strong position in Brazil
and we also have a very strong position in North America because of our history and also the strong
presence of our roofing and asphalt colleagues that we supply in North America.

www.capitaliq.com


OWENS CORNING ANALYST/INVESTOR DAY  NOV 18, 2015

WWW.SPCAPITALIQ.COM 28
Copyright © 2014, S&P Capital IQ, a part of McGraw Hill Financial.

Europe, we cover Western Europe, Eastern Europe and also Russia. In Russia, we have a very strong
position. We were not so affected by the events that happened, I would say, a year ago because we have
a very low-cost position in Russia. And our customers have benefited also from the trade sanctions that
happened in Russia. So the Russian market has behaved pretty well, and we have also been able to export
out of Russia.

What we call rest of the world is the big region that goes from India to Australia in the south, and north
-- south Asia, Japan, Korea in the north. We have a very strong position in India where we are seeing
very good momentum. You will have seen industrial production ramps up over the past 2 years in India,
but Indian economy is really switching from a service-driven economy to an industrial economy. And
obviously, this is a very good momentum, and we do enjoy our first in position in the Indian market.

China is a small part of our business. It's only 10% of our revenues. But in China, we serve mostly the
high-performance market, markets that value the quality and the performance of our products. This
market has been less affected than the broader market by the slowdown of the economy. But overall in
China, we saw the slowdown 2, 3 years ago, but we have not seen a major change in the growth rate of
the market this year. Now obviously, China is a very important component of our strategy because China
accounts for more, well, for more than 40% of the global capacity. So let me focus now on what we see as
far as capacities are concerned in the Chinese market.

This is a new set of data that I'm sure you will be very interested in. We've put in, on that chart, 14 years
of data that represents the capital expenditure of the Chinese glass fiber industry. You have -- so the scale
here, $1 million. And we started this chart in 2005. You see in gray what we estimate to be the capital
expenditure that Chinese glass fiber producers have invested into capacity addition. You see in red what
are the furnace rebuilds. You know that glass furnace have to be rebuilt. In our case, we rebuild them
every 10 to 12 years. Our Chinese competitors rebuild them every 8 to 10 years.

So what we are showing here is that, well, the cycle of massive capital expenditure by the Chinese had
come to an end around 2011. It has peaked in certain years, almost close to $1 billion. When you look at
the first part of the curve, you see that most of the capital expenditure were really focused on capacity
additions. During the first 7 years, Chinese glass fiber producers invested $4 billion, of which 90% was
capacity addition. What you see now is that over the years 2012 to 2018, this is being dropped almost
by half and that capacity additions are no longer a major area of focus, but rebuild cycle because all the
capacities were built at the beginning of the year 2000 have now to be rebuilt. So this is a major change,
and we've shared this with you. Today, we wanted to sustain it with more quantified data to tell you that
okay, this is the reality.

Why is this happening? I think there's a multiple number of factors. I would name credit tightening. it's
becoming more difficult for our Chinese competitors to find cash to build new capacity.

I would name also increasing in costs. We see with our plants in China, the cost factors are increasing
double digit. With the strengthening of the RMB, producing in China to supply the world is becoming much
less attractive.

I would name also the structure of the balance sheet of our competitors. Some of them do publish
financials, so you can find them. They are publicly available. But on average I would say our Chinese
competitors turn their assets every 3 years, which means that a very significant capital intensity and a
very significant financial burden for them also.

So the logical consequence of all that is what we represent here on this slide. You have on the left the
percentage of the Chinese capacity that is dedicated to exports. And you see that from a peak of 50% of
the Chinese capacity being exported out of China, this has dropped gradually to 30%, 35% of the Chinese
volume produced in China exported outside China. Now we're not saying that Chinese will stop exporting.
They will continue to export, but it will be at this rate or at a lowest rate. Logically, China continue to
grow, and the fact that Chinese capacities additions are slowing down will cause this growth to continue to
decrease.
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The other way to look at it is to look at the percentage of demand that is supplied by Chinese producers
outside of China. Actually, where you see that in 2003, Chinese players accounted for 5% of the global
demand outside of China. It ramped up to 25%. This has been very disruptive to all the Western players.
But again, this is -- this trend is evolving, and gradually, it is decreasing.

Another representation of what we are telling you about our Chinese competitors is this is the global
picture, so the global glass fiber industry. You have in blue, the change in global demand. You have
in gray, the change in capacity. The big push of the Chinese building capacity has happened until the
big crisis. So between 2005 and 2009, the Chinese industry has created more than 30% of the global
world capacity at the time the global economy was slowing down. So we have seen a major imbalance
between supply and demand. As we emerged from the crisis in 2010, we've seen a complete shift. And the
situation has been just the opposite, where we've seen strong demand growth and very limited capacity
additions.

Now based on our market intelligence, based on the announced capacity increase made by the industry,
we believe that over the next 3 years, demand will be 800,000 tons demand addition or demand growth.
This is based on Oxford Economic's industrial production outlook, while capacity addition will be only
500,000 tons.

The red curve is showing to you the capacity utilization. You see a hockey stick in the year 2018.
Obviously well, I think we've done a much better job of predicting capacity additions than economist have
been accurate in their economic forecast. So I would say it takes 2 years to build a new melter, so we are
pretty confident in 2016, 2017 outlook. 2018 is still is to be determined. And it will depend very much on
the pace of IP and how accurate economists have been.

Now I'm going to flip back to Marcio, who will update you on the last 2 pillars of the strategy we presented
to you in 2013.

Marcio A. Sandri
Vice President and Managing Director of Glass Reinforcements for Composites

Thank you, Arnaud.

Now that we have heard of the promising outlook of the market, I think I can finish with the other 2
pillars, which is capital efficiency and product leadership. We'll talk capital -- and I'll start with capital
efficiency.

We, Owens Corning Composites, are highly focused on return on capital. I think you have heard that
from us for quite a while. I already explained actions on the numerator of the equation, which is price
realization and cost leadership. We have additional opportunity to improve returns by working the
denominator as well. So we have the capital efficiency pillar.

We have been executing in a 3-planks capital efficiency program. The first plank is that we have been
investing and will continue to invest in manufacturing technology to increase the production that we can
pull from the existing low-cost platform that we have created. A good example of that is the development
of toolings that you see in the pictures, which is the combination of fine tips where the glass fiber is
formed. As we develop further this kind of tooling, we allow to produce more -- we allow our furnaces
to produce more without changing the footprint of the furnace and without needing additional capital
investment.

The second plank of our program is that strategic alliance and some long-term supply agreements, which
is allowing us to leverage on others' existing assets to increase our supply availability in exchange of some
technology transfer, which allows them to produce more efficiently with mucho benefit for them and for
us. One example of this is the recently announced expansion of one alliance that we have with a mid-tier
Chinese glass supplier.

And the third plank of our capital efficiency program is that we have deployed resources into a couple of
initiatives to reduce the dollar capital needed for every kg of additional capacity that we'll bring to our
system, which will allow us to deliver it in low-cost expansion.
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Focusing on the 3 planks guarantees we will deliver capital efficiency to support growth.

Let me tell you one more specific about capital efficiency. There is a mandatory capital requirement in a
glass fiber activity, and that is related to the rebuilds and upgrades. It is known that due to the normal
wear and tear of the refractors, glass furnaces have to be rebuilt every 10 to 12 years in the Owens
Corning case, 8 to 10 years in the case of others. And we usually take advantage of this downtime to
rebuild, and we upgrade system and processes.

The graph here shown -- is shared shows our rebuild schedule as a percentage of the total capacity being
rebuilt. It shows every -- 3 periods of 4 years each for a total of 12 years. If we have to rebuild every
10 to 12 years, a total period of 12 years would comprise of 100% of rebuild of our furnaces. So you
would expect that every 4 years period will have a 30% of the total capacity being rebuilt. However, the
economic turmoil of 2009, 2010, which was followed by years of low growth, caused some of the furnace
to go idle and caused some of the rebuilds to be postponed. Therefore, you can see the lower level of
rebuild activity in 2009-2012.

By consequence, we see intense activity in the period 2013-2016, which is the one we are in right now.
This period is about to finish. Passing this phase, we will benefit of a more stable and continuous operation
starting in 2017, which benefits supply availability, benefits lower average manufacturing cost, as well as
improves capital efficiency.

Let me go to the fourth pillar, product leadership. Our definition of product leadership is our ability and
our expertise to commercialize new products that continually support our customer to either have better
productivity in their processes or higher performance in the products that they are making compared --
when compared to any of the competitors' product in the marketplace. As we deliver product leadership,
we can capture additional value via price premium as agreed with satisfied customer, as much as our
customer, in their turn, can capture more value themselves by being more profitable or by growing their
business.

Our journey on product leadership has started in 2012, and I will share you how has been the progress
of this since. In our analysis, we define new product revenue as the one coming from products launched
within the last 3 years, and that's what you see in this analysis. In 2013, our first full year of product
leadership, we launched 18 new products, which delivered 6% of the total revenue of that year. In 2014,
we doubled that to 12% as we commercialized 16 new products, and that year was mainly related to wind
market and building construction.

As we stand here on the edges of 2015, we are adding 19 new products mainly to the transportation
segment in 2015. Over a 3 years period, we will have launched more than 50 new products, and we'll have
more than 20% of total revenue generated by new products next year. Staying at this level, we'll see a
meaningful renovation of our portfolio every 5 to 7 years, which will prove our product leadership.

I want to illustrate what I just said with 2 examples. The first one here pictured is one update of a case
that I shared with you in 2013 Investor Day. Boat hulls are made with a rather traditional process called
spray-up, where resin and fiber are sprayed against a mold, and any air trapped in the formulation is
rolled out in a manual process. We have been commercializing OptiSpray, a product leadership in our
definition, to this market since 2013. OptiSpray increases customer productivity in 3 different ways.

With OptiSpray, our customers can use 5% less resin when molding, the resin is the most expensive raw
material in making boat hulls. The second way is by reducing the labor requirement by up to 20% because
it's easier to roll out the entrapped air. And third, it supports 30% increase in equipment efficiency by
reducing downtime due to the parts replacement. I'm proud to report that the successful value proposition
of OptiSpray provoked a quick adoption by customers. And we have earned 13, 1-3, points share in the
North America boating segment at a premium price.

You have heard in Julian's presentation, you have seen the advertising. And I think that, that advertising
holds true here. More saving, more doing, more share at premium price. That's the power of product
leadership.
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Here's another example which is related to the automotive market. Automotive is a key segment target
by our product leadership because it is a significant driver of Composites growth. Automotive is a very
sophisticated and demanding when it comes to defining materials to be used. OEMs today are requiring
raw materials that can achieve their needs, being: One, lightweight so that it can match the new codes
of lower CO2 emissions; they want to see improved surface finishing to meet the consumers' ever-higher
expectations, and that's us; and reduce cycle times, aiming lower cost in growing scale of production.

OEMs today are requiring new materials that can achieve their needs, being one, lightweight, so that it
can match the new codes of lower CO2 emissions. They want to see improved surface finishing to meet
the consumers' ever-higher expectations and as such, and reduce cycle times, aiming lower cost and
growing scale of production. Owens Corning has partnered with key leaders in composite applications
to the automotive industry and developed 4 new glass reinforcement that supports automotive parts
with class A finishing, which is a standard for exterior body panels; higher mechanical properties, which
supports weight reduction of 15% to 20% versus in other regular composite formulation, and above that
if it is against metal, and allows for quick rollouts, which reduces cycle time. Such gains in performance
drives further penetration of composites against traditional materials, such as steel and even against
aluminum. One example is that if one single part conversion succeeds, we will deliver overall growth of
1% in the total North America composite markets. That's the power of product leadership.

Here finishes my review of our rigorous and disciplined execution towards should the 4 strategic pillars. I
have demonstrated significant progress in each one of them. In cost leadership, we have met the target of
75%. In price realization, we have delivered more than $60 million since mid-2013. In capital efficiency,
we avoided cash expenditure and we are supporting profitable growth. And in product leadership, as I just
demonstrated, we are delivering value to our customers and we are growing the Composite buy. Such
progress has made to the bottom line and you have seen our double-digit return on sale and our double-
digit return on capital.

I now hand it over back to Arnaud, who will speak of another profitable growth opportunity in a moment.

Arnaud P. Genis
Group President of Composite Solutions

Thank you, Marcio. So nonwovens, while you are familiar with the investments we are doing in the U.S.,
let me set the context of the glass nonwovens market. This is a gigantic market, almost $40 billion. So
nonwovens, it's a test, right? I mean, these are fibers. Can be cellulose fiber, polyester, polypropylene or
glass. Obviously, the segment that we serve is the glass nonwoven market, which is a $1.3 billion market
globally. And it's split into 2 different applications: The first one is roofing. I think you're very familiar
with the fact that roofing shingles, integrates glass nonwoven. And then there's specialty glass nonwoven
market, which is a high-growth market, 8% to 10% per year, which services mostly, I would say, building
materials. You see here flooring, ceiling, wall boats. But also, you see on the right side where it also goes,
to a more limited extent, to composites, composite pipes. And this is a $800 million market.

The plant we are building in Gastonia has been commissioned. Actually, we're going to start production
in the month of December. This plant is going to serve essentially the North American market. We have
a strong presence in North America. We serve the market today from our plant in South Carolina, but we
also import from Europe. We have 2 plants in Europe: one in the Netherlands, and one in the U.K. And
obviously, well, from a logistics standpoint, this is not ideal. These plants are fully utilized, so starting
Gastonia, will enable us to fill capacity for the European market, which is growing fast.

I wanted to show you here the kind of size of the markets we are targeting. Glass nonwoven,
fundamentally, while our business model is similar to our glass reinforcements, we are in the business
of converting applications from traditional materials over to glass. That's been our legacy over the past
75 years. That's what we continue to do. Some markets have already been fully converted, like roofing
shingles, which is the largest outlet for glass nonwovens; and some are being converted. Glass nonwoven
is providing unique features to the materials that we can reinforce. If you look at ceiling tiles, while
we provide aesthetics, first class, I mean, really fantastic aesthetics, we also provide light reflection,
that allows buildings to consume less electricity. We also provide, I would say, other features such as
multidirectional ceiling tiles so that people can save time as they put the tile on the ceiling.

www.capitaliq.com


OWENS CORNING ANALYST/INVESTOR DAY  NOV 18, 2015

WWW.SPCAPITALIQ.COM 32
Copyright © 2014, S&P Capital IQ, a part of McGraw Hill Financial.

In insulation, where we reinforce foam insulation, polyiso, but we're also present in deck craft or in
the heavy-density insulation. And gypsum board, which is a very significant potential, we are present
in summer shading, you saw it on the previous slide; also in shaftliner in commercial roofing; or in
commercial building wallboards.

So all in all, the pink line here is the 1 billion square meter opportunity for glass nonwovens. It's up to us
to convert these applications. This is 5x the capacity of the line that we are building in Gastonia, North
Carolina.

So in closing, what I would like to say is that we have really transformed this business. I think there's
been a lot of noise over the past years related, first, to the emergence of the Chinese glass fiber
producers; then with the big economic crisis that has really impacted industrial production. But overall,
this is a new situation. Again, as Mike mentioned, I've been in this business for 30 years. I've never seen
all the stars so well aligned and we really feel good about the momentum that we have created in our
business where we have a unique network, we have a unique cash position. And now is the time for us to
focus on how we create value for our customers.

I hope that you are as excited as I am when you saw the slides around product leadership. This is a very
unique. I can tell you that over the past 2 years, we have made tremendous breakthrough in the quality
of the dialogue that we had with customers that are working in high-tech applications, like automotive, is
totally different.

We continue to focus on converting applications from traditional materials to glass solutions. This is what
Marcio does. This is what Marcio's peer, who runs the nonwovens business, is doing over and over. We
work with our customers so that glass continues to gain momentum in the materials space.

And lastly, I would say where we take the business, and we are now focused on how do we grow. So it's
about profitable capital efficient growth. You've heard Marcio talk over and over about capital efficiency.
We are working on all the levers of capital efficiency, but we are also doing very nice things. You saw what
we are doing in China, with strategic supply alliances, and this also refers to the work we are doing in
manufacturing technology.

So with all that in mind, our outlook for the business over the next couple of years, over the next 2 years,
is that with continued global industrial production, global IP, which would be consistent with the prior
years, we see a line of sight for this business of mid-teen margins, okay?

So with that, I hope that I will no longer hear that Composites is a black box. There was smoke in the
battlefield, but I think that we shared with you a lot of new detail. I hope that will -- you can really put
your arms around this fantastic business that Owens Corning created 75 years ago when we invented
glass fibers.
So with that, I'm going to call Thierry, and we are going for Q&A.
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Question and Answer
....................................................................................................................................................................

Thierry J. Denis
Vice President of Investor Relations

Very good, Marcio and Arnaud, I'll ask you to take center stage, and then we're opening the session for
Q&As on Composites. Stephen had a question there.

Stephen Kim
Barclays PLC, Research Division

Steve Kim, Barclays. Arnaud, you laid out on Slide 17 a decline that's forthcoming in your rebuild expense.
I was curious what the P&L impact of that might be. Maybe one way we can ask the question is, if you
were to look back over the past 12 months, and if you had absorbed that rate of rebuild that you are
forecasting, what kind of a difference in your profitability would we have seen?

Arnaud P. Genis
Group President of Composite Solutions

I think it's still early to quantify that, but indeed, well, Marcio was very clear to show you, okay, this surge
that we have had in monetary capital expenditure. As we enter into, I would say, next year, between
rebuild and sales, we will be more or less at the level than we've been this year. What we expect is that in
2017, you will start to see a decline, which will be material to the P&L, just like the increase back in 2014
that we shared with you was also significant. So you will see a material improvement related to that. As
we work on our rebuild plan, it is still early to communicate to you a number. Rebuild expenses, that still
depends very much on where we rebuild. How much we had to import in that country. But I would say you
will see definitely that in 2017, this is going to be a tailwind.

Marcio A. Sandri
Vice President and Managing Director of Glass Reinforcements for Composites

I would say that as, repeating myself, it is not just capital as all. As I said, I mean, less rebuild means
that we have more capacity available to sell in the marketplace. And when you do a rebuild, you also have
expenses that goes to your manufacturing costs, so less rebuild also allows us to have a more stable and
lower manufacturing cost. So as Arnaud said, I mean, it would be too early to say because we still have
2016 in front of us.

Arnaud P. Genis
Group President of Composite Solutions

And I think, Steve, as we talk of capital efficient growth, when we rebuild melters, we also look at
opportunities to expand in this given location. So I think it still depends very much on how we plan our
capacities based on how the market evolves.

Thierry J. Denis
Vice President of Investor Relations

Okay. I think Bob had a question there, and then Mike will take the next question.

Robert C. Wetenhall
RBC Capital Markets, LLC, Research Division

Thanks for opening the black box a little bit. This is a 4% business in 2012, and now you're a 12%. And I
know there's been a big focus on becoming lowest-cost delivered to the geographies where you operate.
So I mean, that's a pretty massive accomplishment. You deserve recognition for that. You're at 12%. You
had commented historically that there's a 1.6 growth rate versus GIP [ph]. But I'm kind of picking up
from your presentation that there's a lot of whitespace in markets where we don't currently participate. So
I'm trying to understand, is the 4% to 12% improvement really due a cost out that you basically finished
completing? And I'm trying to understand, as you go from say, 12% to 15% in the next 3 years or 2
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years, what drives that? Is that better top line growth? Or is it better -- you're getting pricing, which is
great. Is it better mix? Or is it something else, like productivity enhancement and improvement? Is it
really capturing the benefit of the work you've done? Give us like -- I'm just trying to figure out which of
those levers specifically, top line growth, better productivity, better mix, is going to drive that 300 basis
points of margin growth? And what's the realistic time frame? I'm not looking for a specific date, but just
the context for thinking about that.

Arnaud P. Genis
Group President of Composite Solutions

Bob, it's all of the above, and let's go by parts. So we came from a period where the focus has really
been on delivering the 75% low-delivered cost network, right? I mean, there's been a lot of work and
CapEx involved in building that low-delivered cost network. We continue to have significant R&D invested
into manufacturing technology. How do we go to the next level? I came from Saint-Gobain. I joined the
company in 2007. I came from the largest glass producer in the world. I was amazed by the advance
of the technology of Owens Corning in the glass fiber space. Actually, when we do deals in China, it's
because, well, we can bring value with our technology. So we continue to invest in, okay, how do we take
that to the next level and enhance the gap between us and the competition. Marcio talked about the total
productive maintenance. This is a Japanese manufacturing technique that was developed that allows
companies to focus on 4 things, right: 0 waste, 0 defect, 0 breakdown, 0 accidents. We're investing a
lot in deploying that throughout the network. And actually, this year, we're going to have, hopefully, our
first plant certified by the Japanese manufacturing institute. So we continue to work on our cost base. We
are where we want in terms of competitiveness relative to competition, but we still have opportunities. I
mean, that's part of this continuous improvement mindset that we have. When you talk about growth, I
think, well, we are very confident in the outlook of the market. I mean, I've seen a lot of reports where
people were ringing the alarm bell, saying, "Well, China's slowing down." Well, China slowed down already
2, 3 years ago. So first, it's not a big news. I would say the growth will continue to be there because
people need glass fiber composites. When you look at the automotive, when you put a 300-kilo battery
on a car, you need to take 300 kilos of weight out, and the only way to do that is to change material
solutions and go to composites. We are working -- Marcio showed you in product leadership how much
were working on launching new product. So to answer your question I mean, it's all of the above, I mean,
we continue to work with the same [indiscernible]. How do we sweat more our asset? How do we produce
more with the existing assets? How do we further improve our technology to further distance ourselves
from the competition? How do we improve our product mix by working in markets where the switch in
glass is higher and where we deliver more value to our customers, and they want to share it with us. And
then pricing because of tightening capacity.

Marcio A. Sandri
Vice President and Managing Director of Glass Reinforcements for Composites

Great question. You allowed us to repeat the presentation.

Thierry J. Denis
Vice President of Investor Relations

Next question asked from Mike. Mike, wait for the microphone, and please remember to identify yourself
and the firm as we go.

Michael Jason Rehaut
JP Morgan Chase & Co, Research Division

Mike Rehaut, JPMorgan. Maybe asking Bob's question slightly differently. You highlighted the glass
nonwovens as an opportunity, and I believe your point to that, it's a higher-margin business. So I just
wanted to get a sense of, as we think out over the next 3 years, from that end-market perspective, you
also highlighted you have the different verticals that you work on globally. And I'm just trying to get a
sense, across those verticals, across those end markets, where are you -- where do you have greater
share versus lesser share? And perhaps in those lesser-share areas, are those higher margin, lower
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margin or how do we think about it from a potential share gain opportunity? And how does that influence
mix, if perhaps, some of the incremental share gain opportunities represent also higher margin?

Marcio A. Sandri
Vice President and Managing Director of Glass Reinforcements for Composites

Right, well let me start by talking about the forward integration. So we have 2 kinds of forward
integration. We have a fabric business, which is, today, the largest producer of grass fiber fabrics in
the world. And we have a nonwovens business that I presented. Generally, when we go into forward
integration, our full chain margins are higher. This allows us also to differentiate ourselves from the
competition. Being forward integrators enables us to pull innovation from other glass melting sites,
because we understand better or we are closer to the end markets, to develop unique product solutions.
So when you look at the 2 forward-integrated businesses, they are higher margin for us, they're also lower
CapEx, capital intensity, so they contribute to our higher return on capital. So we are very committed to
the growth of these 2 verticals: fabric, nonwoven. Now when you look at the other businesses, I would
say, if you exclude what is really the commoditized market in China, where we don't really want to play
because there's no line of sight of having good returns, the rest of the markets we have, I would say, very
consistent market share. They are markets where in the past our diagnosis was, "This is a commoditized
market". We can't earn the right returns and, actually, as we invested in our manufacturing network, as
we invested in our manufacturing technologies, we came to the conclusion that we could generate very
nice returns. So I would say we have a very consistent market share across the various end segments,
and we focus particularly on the forward integration that allows us to be different. Yes?

Thierry J. Denis
Vice President of Investor Relations

Question from Sam on the third row.

Samuel H. Eisner
Goldman Sachs Group Inc., Research Division

Yes, Samuel Eisner from Goldman Sachs. Just going back to the end-market question. I was wondering,
if you look back at your growth over the last 3 years, I think it's been about 5% organic growth. Can you
maybe talk about the different growth rates across the 5 end markets that Composites sells into? And then
also, how do you think about that on a forward basis? And how is margin profile different across those
different end markets?

Arnaud P. Genis
Group President of Composite Solutions

You want to take it, Marcio?

Marcio A. Sandri
Vice President and Managing Director of Glass Reinforcements for Composites

I can get started. Thanks for the question. You're asking several things within the question, but let me
start talking about the 4%, 5%, first. Historically, as Arnaud has shared, we have seen this kind of growth
in the industry. So over the last 30 years, you see the 5% -- more towards the 5% than the 4% in the
industry. We have seen a lower growth in 2012 and 2013 but that has recovered in 2014, and that should
be a very reasonable projection into the future. As for breaking down each one of the segment, it would
be a little hard but -- because I mean, as Arnaud said, it's a combination of growth of the market, organic
growth of that particular market plus how much conversion you can take into a specific market. And
let me help you by exemplify one single marketplace, like automotive, okay? The average kg per car in
automotive today, kg of glass fiber for automotive per car around the globe is 7 to 8 kgs. But when you
look at that, breaking down into region, you can see Europe with 12 kg and you go down to China and you
see 3 kg per car. So it's a major variation with the regions. So -- and then you can see the potential that,
if China start converting at the same rate -- or towards the rates that Europe has, okay. But that gives
you a little bit of sense of what is the potential that exist in there and how the growth it is breakdown
over the several segments. And then we see the segment in several regions, depending on the maturity
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of the market and far how far they have gone into the conversion front, traditional materials to glass fiber.
And that's actually, finally, is how we -- is one of the reasons that we like so much our product leadership
strategy -- pillar is because it helps customers to succeed in that conversion, as the sample that I showed
you in the automotive. So that helps to get closer to the 12 kilos of Europe, or even surpass that over the
coming years. Arnaud?

Arnaud P. Genis
Group President of Composite Solutions

No, no, I think that, again, it's diverse by region, right? I mean, you saw construction. Construction is
very heavy in North America. We benefit from the trend in construction in North America: more doors,
more windows, more sanitary, more roof. When you look at Europe, I mean, Europe, the recovery of the
automotive industry this year has been a good tailwind. And the need for lighter materials in automotive
is also a good news and a good outlook for us. I would say, this year, the only segment -- I mean, there's
one segment that has underperformed for us is industrial. As I mentioned, with oil and gas is using a lot of
glass fiber. The drop in capital expenditure of almost 40% in oil and gas has been a headwind, but again,
the beauty of our market was that this was offset by other markets. I would name also infrastructure.
Infrastructure is a big market for us in Europe. With the budget cuts in the spends of government and
municipalities, we've seen a reduction in infrastructure. But overall I think you need to look at our market
on a global basis. Take 1.6x IP and you get there. I mean, this has proved to be right for the past 30
years, and this continues to be right.

Thierry J. Denis
Vice President of Investor Relations

Yes. Okay, we have time for one more question. I think John showed some interest there, and then we'll
move on with the rest of the program.

John A. Baugh
Stifel, Nicolaus & Company, Incorporated, Research Division

John Baugh with Stifel. In Amarillo, I believe you put up a higher growth in the industrial production than
what transpired, yet you put up terrific results. I don't know what's in the forecast in '18. So my first
question would be, what is the global forecast there? Assuming we don't hit that number, things seem to
be slowing. Can we still see similar performance in terms of $30 million pricing annually through all the
factors you're talking about, the share gains, and productivity or...

Arnaud P. Genis
Group President of Composite Solutions

Yes, okay. So the forecast we have in 2018 is 3.2 [ph]. That's what our economics is shooting for. I would
say 2018, at this stage, I mean, I don't wake up in the morning wondering about 2018, right? I mean, this
is far away. But again, it take 2 years to build capacity so our obsession is 2016, 2017. Now if this forecast
does not materialize, if you look at our global markets, take roughly 6 million tons, 1.6x IP, I mean, this
means that if we miss 1 point of global industrial production growth, that's a melter, 90,000 tons. You saw
in the chart that I showed to you that there's a deficit of 300,000 tons -- or there's a gap of 300,000 tons
between demand growth and capacity addition. So I would say, doesn't keep me awake at night. Again,
I think that we are operating at a healthy 90% and higher capacity utilization. We are just starting our
2016 negotiations. As of today, we don't have any indication of any bad news. So with the things that are
unfolding, very consistent with what we've seen in the prior years. Okay?

Thierry J. Denis
Vice President of Investor Relations

Okay. Excellent. Thank you very much, Arnaud and Marcio.
So this concludes the business review of the program. Now we're going to distribute the last set of
handouts, which takes it up one notch. And then we're going to be talking about the corporation, and
Michael McMurray, our CFO, will give you the financial presentation and then we'll move on to more Q&As.
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And Mike Thaman, our CEO, will join the Q&A session as well. So just waiting for a couple of seconds until
all the handouts are distributed, and we'll start the session with Michael.
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Presentation
....................................................................................................................................................................

Michael C. McMurray
Chief Financial Officer and Senior Vice President

Good morning. It's great to see everyone here today. As Mike said, actually December 1 will be my
seventh anniversary at Owens Corning after having spent previously 20 years at Royal Dutch Shell, and
I've been the CFO for just over 3 years. I'm going to give you an overview of the corporation's financial
strategy, and then Mike's going to come up on stage with me and we're going to do some Q&A.

Before I start that, though, I wanted to say that I was heartened to hear that Brian was happy to be in
the Roofing business. I was heartened to hear that Julian was happy to be in the Insulation business, and
I was heartened to hear that Arnaud and Marcio were happy to be in the Composites business. And I can
tell you that, as the CFO, I'm happy to be at Owens Corning. We're having a great year.

So let's talk about our financial strategy. The financial strategy of the company, our approach to capital
deployment is largely unchanged from when we spoke 2 years ago in November 2013. Probably the one
single biggest change would be the fact that at beginning of 2014, we initiated a quarterly dividend when
our Insulation business returned back to sustained profitability. The management team has been and
remains committed and focused on creating long-term shareholder value. The company has a strong
financial position and a strong liquidity position, and we've entered what I call the next phase. We've
entered the next phase. Let me describe that next phase for you.

Firstly, our Insulation business. The Insulation business is now generating meaningful earnings, and
as the housing recovery continues, both earnings and free cash flow should accelerate. Secondly, you
heard Arnaud and you heard Marcio talk about how the Composites business has been transformed. The
restructuring to achieve our 75% low-delivered cost goal is complete. The business is delivering double-
digit EBIT margins. The industry as a whole, including in China, is operating at high utilization rates
and with moderate global industrial production growth, this business too, should see earnings and free
cash flow accelerate. And then thirdly, our Roofing business is generating mid-teen EBIT margins and
is generating significant free cash flow. And I think you heard Brian say, we're actually hopeful around
growth in the shingle market in 2016.

I think you've heard me on our last 2 quarterly calls say that when all 3 businesses are contributing to the
bottom line, Owens Corning is a better company. Well, all 3 businesses are contributing to the bottom line.
And when all 3 businesses are contributing to the bottom line, significant free cash flow is achievable as
well and I think we're demonstrating that in 2015.

Now quickly a couple of things on the balance sheet. We have sustained an investment-grade balance
sheet throughout the worst housing downturn on record and this has served the company well. It's
enabled us to maintain our asset base, restructure our Composites business and still invest in organic
growth opportunities as well. And in addition to that, throughout the downturn, we've returned a
significant amount of cash to our shareholders, including initiation of a dividend in the first part of 2014.
Now looking forward, I would expect to see top line growth and bottom line growth in all 3 businesses
and, therefore, we see significant free cash flow generation as we look forward over the next couple of
years.

Now just a quick reminder on our 2015 guidance. It's unchanged from our third quarter call, which was
just 4 weeks ago. I think it's fair to say that we think we're having a pretty good year. In the third quarter,
the company delivered record EBIT performance. All 3 businesses delivered double-digit EBIT margins,
and we demonstrated strong free cash flow, not only in the quarter but on a year-to-date basis as well.
On the call, we said that the company expects full year adjusted EBIT to be at/or above the high end of
guidance range of $460 million to $500 million. Cash tax should be about 10% to 12%, we'll talk about
that more later, and book tax should be about 32% to 34%. And I also said on the third quarter call that
we expected free cash flow conversion to be around 100%, which is a significant improvement versus the
previous year. And I'm also proud to tell you that the company is on track to deliver our best return on
capital performance in 3 years.
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So let's talk a little bit about the company's balance sheet. I'm proud. I'm proud of the company's
investment-grade balance sheet. We're investment grade with both S&P and Fitch. And if you follow us
closely, you would have noted a couple of weeks ago that S&P gave us a positive outlook upgrade. So
pleased to see that happen.

Again, our balance sheet has given us flexibility during the deepest housing recession, and I'm pleased
to tell you that over the last couple of years, we have been in action on our balance sheet to improve it,
improve the maturity profile. So over the last 3 years, we've done about $1 billion in new issuance, which
has further laddered out our maturity profile. In January of this year, we extended our $250 million asset
securitization facility to 2018. And then last week, which you have seen in the 8-K yesterday afternoon,
we extended our $800 billion revolver to the year 2020.

Now as you heard me say before, permanent debt paydown is not a priority for Owens Corning, and the
$1.9 billion of permanent debt that we have today is adequately supported by the portfolio that we have
today. And again, our strong balance sheet has provided significant flexibility. It's going to enable us to
maintain and grow our businesses. It's going to enable us to execute value-creating M&A and then return
cash to our shareholders.

I wanted to move to give you, all, a bit of a midterm outlook on certain financial items for the company.
So as you've heard me say, we see significant growth potential in both earnings and free cash flow. And
this is going to be driven by a recovering housing market and continued moderate global growth. Again,
we've entered the next phase, and all 3 businesses are contributing. And we expect strong conversion of
free cash flow this year, about 100%. And as we look out to 2015 and to 2018, we would expect about
100% of conversion to continue.

We continue to benefit from our $2 billion U.S. tax NOL, and cash tax is expected to be about 10% to 12%
for the next 2 years. I'll talk more about our NOL balance in a few moments. I'm also pleased to report
that from a working capital perspective, we've made significant progress in 2015. I expect that to continue
as well and, again, in a moment, I'll talk more about working capital. And then, as we look forward, we're
going to continue to maintain discipline for capital spend. So looking out over the next 3 years, we would
expect to have CapEx that would total about 100% of D&A to support ongoing operations and improve
growth in investments. Specifically looking at 2016, we would expect D&A to be a bit elevated still, so
about 120% of D&A. So therefore, in '17 and '18, it's going to drop below 100%. And this is largely as
a result of the mineral fiber investment that we're making in Joplin, Missouri. Again, that's a $90 million
investment in total with the majority of that spend taking place in 2016 and as you heard Arnaud and
Marcio talk, rebuild will continue to be somewhat elevated in 2016.

Again, good return on capital momentum over the last 3 years. As we look forward, we would expect this
to continue, and again, improving housing and continued moderate global growth should drive significant
earnings growth and significant free cash flow growth as well.

Now let's talk a little bit about our tax asset. This is a significant asset for Owens Corning, and it's a result
of our emergence from bankruptcy. We have a $2.0 billion U.S. tax NOL, and it's going to deliver roughly
$60 million of cash tax savings in 2015. I'm a little sad because I feel like this asset is underappreciated
by a lot of you. In fact, on a present value basis, it's worth about $5 a share. And again, as I told you
earlier, we'll pay cash tax for the next couple of years of about 10% to 12%, and our book tax rate is
going to be about 32% to 34%. Now that's up slightly, as I highlighted on the third quarter call, and
largely as a result of our geographical mix of earnings. So a lot of our earnings come from the United
States. The United States has one of the highest statutory rates. So if you take our federal rate and state
rates, it comes out to be about 37%, and not quite 2/3 of our earnings come from United States. But
overall, yes, this is a significant asset: $50 million a year in cash tax savings, present value of about $5 a
share.

Now let me talk a little bit about the focus that we've had on working capital. Not that we've historically
had bad performance, but we really amped up the focus on working capital in 2015. I'm pleased with the
progress that all 3 businesses have had delivered. So specifically looking at 2015, I expect us to deliver
the best performance from a working capital perspective in the last 3 years.
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Early focus has been on inventory, so really focusing on the things that we have the most control over. And
I expect that in 2015, inventory should be down greater than $125 million versus last year. Again, this is
a focused effort, though, on payables and receivables as well. Overall, from a 2015 perspective, I would
expect that the performance improvement versus 2014, where working capital as a percent of sales was
about 18%, it should improve by greater than 150 basis points. And as we look to 2016, I would expect to
make further progress with a heavy focus coming from payables. So payables is going to be a big driver in
2016. But I expect to make progress further from inventory perspective, and then start to make progress
from a receivables perspective as well.

Let's talk a little bit about SG&A and how we benchmark versus some of our peers. The company, I think,
has a pretty good track record around being disciplined around SG&A spend since the housing downturn.
In 2014, we tracked just north of 10 %of sales. And as you can see, on this graph, we benchmark fairly
well versus our peer companies.

In 2008 and 2009, the company took significant action to take cost out of our bottom line, and with that,
we took out a fair amount of headcount as well. So over the period '08 to '09, we took out roughly 3,000
heads and also took out about $100 billion of SG&A. And since then, both headcount and SG&A have been
largely flat. So SG&A has been on average, about $500 million, with the greatest volatility coming from
variable compensation expense. And again, as we look forward, we think that we have a company that
is designed to scale. So as the top line grows, we would expect to get further leverage from an SG&A
perspective.

Talk a little bit about return on capital. So again, I'm really pleased with the progress that we've made
over the last 3 years, significant progress, about a 300 basis points improvement since 2012. The other
interesting thing I'd add is, when we went through the bankruptcy process, when we reemerged, our
assets were marked to fair market value. So if you adjust for that, our return on capital this year would
be closer to 10%, actually. So again, significant progress since 2012. The other thing that I'd highlight is
that executive compensation programs have been changed for 2015, and half of our LTI is tied to return
on capital performance.

Again, as I said, the company is entering the next phase. We see strength across the portfolio with
significant earnings growth and, therefore, our return on capital performance in the coming years should
continue to get better.

Talk a little bit about our long-term capital allocation strategy. It's largely unchanged since we spoke 2
years ago. Our investment-grade balance sheet has been, and will continue to be, a pillar of our financial
priority -- financial strategy, excuse me. You heard me say that debt paydown, permanent debt paydown
is not a priority. And again, the existing portfolio of businesses that we have support our permanent debt
levels of about $1.9 billion.

The other thing that I'd point out is that we don't have a lazy balance sheet. So we don't carry around
any spare cash. At any point in time, we carry about $50 million to $60 million of cash, which is largely
offshore. So we don't have a lazy balance sheet. And again, looking forward, we would expect to see
significant free cash flow. And how we use those -- that source of cash flow, I'd kind of put into 2 different
buckets.

The first bucket would be foundational priorities, and the second buckets would be what I call discretionary
opportunity. From a foundational priority point of view, the first priority would be spend or capital that's
related to maintaining our existing portfolio, so like rebuilds in Arnaud's business or rebuilds in Julian's'
business. Also, an expectation that we would maintain and likely grow our quarterly dividend. We grew
that earlier this year, and then obviously, interest payments are table stakes.

From a discretionary opportunity point of view, I would say that our first priority would be around
investing in organic growth. So these would be things like our mineral fiber facility in Joplin, Missouri,
or our nonwoven facility in Gastonia, North Carolina. These investments tend to very high return, and
because they're close to our existing portfolio, we have a lot of confidence around the earnings potential of
those investments.
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And then from a second priority point of view would be around value-creating M&A and then share
buybacks. And I think that we have a decent track record in returning cash to shareholders, one that has
taken place during the worst housing downturn. So again, from a dividend perspective, we initiated the
dividend in early 2014. We grew it 6% earlier this year, and so that's about an $80 million per annum call
on free cash flow, and I would expect this grow in a reasonable and responsible way at the beginning of
2016. And then from a buyback perspective, since emergence and during the worst housing downturn on
record, the company's bought back about 21 million shares, which totals about $650 million. So again, I
think, the management team has and will have -- does have a good track record in balancing priorities.

Now what I thought would be interesting to do is actually take that framework around long-term capital
allocation and overlay it on what we were doing in 2015. So this is a look at what we expect to play out for
the full year 2015. Again, looking at foundational priorities, which I had set up on the previous slide, we
expect to deploy about $470 million. Again, base CapEx and around investing and maintaining our existing
portfolio, we would expect to spend about $280 million. As we've guided, we expect interest payments of
about $110 million; and I spoke to you about our dividend, which, this year, will be about a $80 million call
on cash.

From a discretionary point of view, we will deploy roughly $220 million this year. So you heard us talk
about the 2 big growth investments that we have this year. So we're finishing up on our nonwoven
facility in Gastonia, North Carolina and then just getting underway on our new mineral wool facility.
Again, investments in both of those are about $100 million this year. And then our expectation is to do
about $120 million of buyback, which would represent just under 3 million shares for the year. So we
have a program, obviously, that's active and underway as we speak. And then return of cash in total to
shareholders would be about $200 million.

Now if you run the numbers, you'll probably see there's probably a little bit left over possibly, and we
would use that for potentially discretionary debt paydown, maybe to support potential M&A or further
buybacks. And again, as I look forward, I see the discretionary opportunity over the next 2 to 3 years
growing in a very significant way.

Talk a little bit about our growth investment focus. Really, really 3 key areas. So the first would be around
the geographic and product line extension -- expansion in our Insulation business. And this is going to be
primarily supported by M&A, with a focus on our commercial and industrial business in non-U.S. markets. I
think Thermafiber, that's the acquisition that we got done in July 2013, is a great example of this area. So
we bought that asset and now we're investing around it from an organic perspective to further grow it.

We're also looking for capital-efficient growth in Composites. Again, the nonwoven facility would be
a great example, but we're also looking for low-cost melting opportunities, including expansion and
debottlenecking investments when we go in and do rebuilds.

And then thirdly, you heard Brian talk about the Roofing component space and our growth plans that
we have there. Again, we see opportunities both from an organic and inorganic perspective to grow that
business.

Looking forward, I think, clearly, to move the needle, M&A is going to play a larger role. For Owens
Corning, M&A is generally focused on opportunities where we think the company is a better owner of those
assets and where we see proprietary value to Owens Corning. And generally, where we look is in and
around our existing portfolio. So in and around our existing portfolio. Got a lot of questions around that
last night. And then again, if you followed the company for the last, at least, 7 years that I've been here,
and I think before that as well, we are both a disciplined buyer and seller of assets, very disciplined.

So I'm going to bring it to a close. The management team has been, and continues to be, focused on long-
term shareholder value creation. The company has a strong financial and liquidity position, and we have
entered the next phase. Insulation, earnings free cash flow should accelerate, with housing continuing
to improve. Composites has been transformed. The restructuring is complete, with moderate global
growth. Earnings and free cash flow should accelerate. And again, our Roofing business today has great
earnings, has great cash flow and we have hope for growth in 2016. And again, when all 3 businesses are
contributing, Owens Corning is a better business, and significant free cash flow generation is achievable.
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Thank you. I'd now ask Mike to come up and join me for Q&A, moderated by Thierry.
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Question and Answer
....................................................................................................................................................................

Thierry J. Denis
Vice President of Investor Relations

Very good. Thank you, Michael. Last section of the program. We now have Michael McMurray, CFO, and
Mike Thaman, CEO, and we're going to take questions about Owens Corning or any of the businesses,
obviously. We'll go a little over 12. I see a lot of hands so I'm trying to keep track here. Aaron, maybe on
the third row?

Aaron Weitman
Appaloosa Management L.P.

Aaron Weitman, Appaloosa Management. If I -- I guess, quick one. First, you put out $60 million of cash
tax savings. That looks pretty low based on -- even if I just use consensus earnings. And then, if I try to
sum up everything that you put out here today, it looks like The Street can be very low in terms of what
the earnings, the free cash flow potential can be for the next 2 years. I could see maybe close to $10 of
free cash flow over the next 2 years, and $6 -- and close to $6 in '17. If we see anywhere close to that,
and I look at the -- what you've laid out here in terms of capital allocation, could we see you buyback 10%
of your shares plus, if half of that free cash flow is allocated to share buyback and most of your -- I guess,
looking at accretive acquisitions, will mostly be small bolt-ons?

Michael H. Thaman
Chairman of the Board, Chief Executive Officer, President and Chairman of Executive Committee

Well, I'm not going to comment on your analysis. I think we've put out a fairly very bullish outlook, and
that outlook is built on top of improvement in the housing and improvement in the global economy and a
number of other uncertainties. But our view of the momentum in our businesses certainly supports, and
I think Michael said, we expect to grow revenue and earnings really over the next 3 years in all 3 of our
businesses. We think the Roofing business has turned in terms of market opportunity. We're growing our
components business. We think Composites going to show continued growth. Insulation is going to show
continued growth. So your bullish outlook on cash generation over the next 3 years, I think,is consistent
with the outlook we've provided today. And clearly, with material cash generation, that would lead to
material buyback if we don't find other great growth opportunities. And it's not easy. I mean, we're in
fairly slow growth, pretty mature markets so we've to be very particular about any criteria we have for
investments. So I think you summarized what we try to say quite effectively. I'll let Michael comment on
the specifics of the cash tax issue.

Michael C. McMurray
Chief Financial Officer and Senior Vice President

Yes, I think from a cash tax perspective. The $50 million to $60 million estimate is a reasonable estimate
around what it should save us from a U.S. tax perspective. Remember that it just applies to our U.S.
earnings. That's sits probably a little bit on the conservative, conservative side.

Michael H. Thaman
Chairman of the Board, Chief Executive Officer, President and Chairman of Executive Committee

But if you look at our U.S. earnings -- the one thing you have to recognize is most of our external
financing, they're in the U.S., and most of our interest expense is in the U.S. A lot of our corporate
expense is in the U.S. So if you look at U.S. earnings at the segment level, a lot of the non-segment
expenses we have in interest expense in corporate would be in the U.S. So that might help you in terms of
getting to a better estimate in U.S. earnings.

Thierry J. Denis
Vice President of Investor Relations

I think Scott in the back on the second row.
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Scott Rednor
Zelman & Associates, LLC

Scott Rednor from Zelman & Associates. This is for Mike on Insulation. If I back out the $125 million in
price realization, and I believe Julian said that inflation's seems pretty modest, implies that volume or the
rest of the revenue dropped down around 20% over this 3-year period. So I'm curious if that's the right
run rate going forward? Or if there's something that should reverse as demand strengthens?

Michael H. Thaman
Chairman of the Board, Chief Executive Officer, President and Chairman of Executive Committee

Yes, when you look at operating leverage in Insulation, there's really kind of 3 phases. And I think in the
graphic we showed today, you can almost see that, which is, we had massive deleveraging as demand fell.
And actually we have hot melters that were running at less than 100% utilization. So early in the recovery,
our operating leverage was coming from just being able to run a melter 7 days a week and make finished
goods product, as opposed to having to pull the melter a couple days a week and just recycle the cullet.
So we were getting operating leverage by basically having almost 0 incremental cash cost and just getting
some additional revenue that filled our melters. We're kind of in the middle stage of operating leverage
now where we're starting to at least have profitability at the product level in the new res business. We're
not yet happy with the profitability in new res broadly, so it's still a challenged business for us. So at this
point, a little bit of growth can give you some operating leverage against your expenses. It can give you
some margin because the product has positive margins, and then it also can give you the opportunity for
some price. And we've seen some price over this middle section. As we get into this next phase that Julian
detailed, we get out of the existing melters that are running and have to start to turn on new melters,
we'll have full cost associated with those new melters. So the leverage in the next phase comes from price
and product margin. It doesn't really come from a lot of cost leverage. And we're trying to -- really kind of
in that transition now where a little bit of price acceleration's going to be required to keep on track at 50%
operating leverage.

Scott Rednor
Zelman & Associates, LLC

And then, if I could just sneak one in for Michael. If all businesses don't grow. Can you still hit the free
cash flow conversion of 100% structure [ph] on adjusted earnings?

Michael C. McMurray
Chief Financial Officer and Senior Vice President

I mean, gee whiz, that depends, Scott. If I don't -- yes, I mean, listen, I think, first and foremost, just
looking at 2015, if you look at the free cash flow conversion that we expect to deliver this year versus last
year, it's improved significantly. As I look specifically at '16, I think, I'm going to get a bit of insurance
from some of the further work that we're going to do from a working capital perspective, specifically
around payables. And I think there can be a little bit of variation. But if something completely falls off the
cliff, I suspect it could be challenging. But I think, again, as we look forward to '16 and beyond, we have
high confidence.

Michael H. Thaman
Chairman of the Board, Chief Executive Officer, President and Chairman of Executive Committee

Yes, I mean, volatility and demand is a challenge for us. We can really lean out our working capital when
we have consecutive months and consecutive quarters of pretty predictable demand. And that's kind of
the environment we felt like we've been in for about the last 18 months. So that's what we hope to see
over the couple of years is, we can expect demand to show up. It doesn't have to be aggressive growth.
It just has to kind of be consistent with our planning assumptions so that when we run our assets, we're
running them into a growing market.

Michael C. McMurray
Chief Financial Officer and Senior Vice President
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I mean, I think the assumption's around [indiscernible] for next year is slow growth.

Michael H. Thaman
Chairman of the Board, Chief Executive Officer, President and Chairman of Executive Committee

Slow growth Yes.

Michael C. McMurray
Chief Financial Officer and Senior Vice President

So if Roofing didn't grow, I think we could deliver it.

Michael H. Thaman
Chairman of the Board, Chief Executive Officer, President and Chairman of Executive Committee

Yes.

Thierry J. Denis
Vice President of Investor Relations

I think Jim sitting next to Scott had a question. And then we'll go to Ken afterwards.

James Richard Barrett
CL King & Associates, Inc., Research Division

Yes, this is Jim Barrett at CL King & Associates.

Michael H. Thaman
Chairman of the Board, Chief Executive Officer, President and Chairman of Executive Committee

Jim.

James Richard Barrett
CL King & Associates, Inc., Research Division

Michael, the sale of asphalt to the Roofing industry, realize it's a pass-through business. Has the strategic
rationale for that business changed over the years? And secondly, can you talk about -- well, I realize it's
integrated into the Roofing business, what kind of -- how do you look at the returns and the cash flows
from that business?

Michael C. McMurray
Chief Financial Officer and Senior Vice President

Yes, thanks, Jim. So I mean -- so a couple of things. I think you would have heard Brian talk about that
we have the largest asphalt network of any roofing manufacturer in the United States. And we think that
actually brings us proprietary value. For one, we think that we are probably the best sourcer of asphalt
within -- in the United States, of the roofing manufacturers. And having that large network and actually
selling asphalt to some of our competitors kind of gives us insight. Secondly, I would tell you, although it
is a relatively low-calorie business, it gives us significant cost leverage. And so yes, we think it's a valuable
business for Owens Corning to have.

Thierry J. Denis
Vice President of Investor Relations

Okay, Ken?

Kenneth Robinson Zener
KeyBanc Capital Markets Inc., Research Division

Ken Zener, KeyBanc. Mike, you -- ex roof and you're basically having everyone here is investing in the
cycle and your execution. Both fixed assets on the Insulation and Composites are running up towards
higher utilization rates. But they're phased, which is usually very price accretive. What -- and this cycle
took volume away from Insulation. The Chinese diminished the pricing power in '02 to '07. Why do you
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-- why shouldn't we be more constructive around the price since you're really pushing up against both
these dynamics? And you give us 15% margin on Insulation, but if this cycle unfolds at whatever pace it's
going to unfold, I mean, it's closer to 20%. So why are you directing away from that even ex this -- the
new utilization? Then on Insulation, and I didn't -- wasn't sure if this -- Arnaud would answer this. What is
-- as the global industry rides up towards global utilization, what is the potential for you to take out over
further assets in China relative to the industry consolidation, not just JVs? Should we be surprised at that?
Because both these businesses is running up toward utilization, and that's the whole point of the industry.
So it seems in some ways you're being too conservative.

Michael H. Thaman
Chairman of the Board, Chief Executive Officer, President and Chairman of Executive Committee

Well -- so I think your summary of what we've said about kind of the industry structure of those 2
industries and where we see utilization is a fair characterization of what we said. I think the demand
profile of those 2 industries is radically different. So if you look at the Insulation business, we've been
at 2 million housing starts in the '70s. We've been a 2 million housing starts in the '80s. We're 2 million
housing starts in the 2000s, so that tends to be cycling up against an existing asset base, and then cycling
down against an existing asset base with a very little capacity addition really over a 30-year period of
time. So because of that and because our product is very useful and is used in new construction, you
tend to have a lot more pricing volatility in insulation. When times are good, you get a lot more price.
When times are bad, prices fall a lot. In Composites, because you saw Arnaud's chart, we've seen just
consistent demand growth, 6x growth in that industry over the last 25 or 30 years. It's going to be a
different dynamics, which is the timing of capacity additions tends to determine capacity utilization in the
industry. In Insulation, it's the timing of demand that tends to dictate capacity utilization. So our posture
on how we would look at pricing in those 2 businesses is a bit different. In Insulation, we're expecting to
see continued recovery in new construction that would drive utilization across the industry, and we would
expect, not greenfields or new lines, I think we were pretty clear about that today. So as a result, you
would hit a period where you have a pretty strong pricing environment. I think in composites, we would
expect that increased utilization to eventually bring new lines into the industry to meet growing demand,
and so our price expectations would probably be positive but less aggressive.

Thierry J. Denis
Vice President of Investor Relations

Okay, we'll go to Al, who hasn't had an opportunity to ask a question, on the second row there; and then
we'll go back to Bob.

Albert Leo Kaschalk
Wedbush Securities Inc., Research Division

Al Kaschalk, Wedbush. Just a question on the growth investments. One, was those listed in the priority
in terms of the businesses? And then two, on the component side for Roofing, what type of size of
transaction are you looking for there in particular?

Michael H. Thaman
Chairman of the Board, Chief Executive Officer, President and Chairman of Executive Committee

Okay, so Michael laid out kind of 3 priorities in terms of where we see growth investments, and that's for
both organic growth investments as well as the opportunity to do partnerships or acquisitions. They were
not laid out in any particular order. So we think each of our 3 businesses have an investment theme. I
think probably the broadest investment theme is what we said about Insulation. We said new geographies,
new product lines. That encompasses a fairly large footprint when you look at the global insulation
industry. Obviously, for us, we'd have to have some technology, something we could scale, something that
-- we're already in those markets so that we got cost leverage across our existing commercial operations.
But that's probably the largest footprint. I think that narrowest footprint is probably components in
Roofing, where we don't have a lot of optimism about growth in the roofing market over the near term.
We think there'll be some growth, but not enough to really support investment. We do see growth in
components. We're doing a great job there, so we'd like to see if can put some additional capital behind
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components growth. And then I think in Composites, a bit more opportunistic. We're looking for capital-
efficient opportunities. Up to now, what we've been able to do in Asia has been more on the lines of supply
partnerships and offtake agreements and technology licensing-type deals, which are very asset light. I
think that's started to soak up maybe some of the available capacity that existed in China for those kinds
of deals. It's possible that down the road for some additional growth capacity, we may need to put a little
more capital work into some of those types of deals in order to make that work. But no particular priority.
I think, each of the 3 businesses are competing for resources and competing for returns that would justify
us moving capital into discretionary items for the business.

Thierry J. Denis
Vice President of Investor Relations

Okay, we'll take Bob from the -- on the fourth row from the back, and then have another question there
next, Julie. Bob?

Robert C. Wetenhall
RBC Capital Markets, LLC, Research Division

Bob Wetenhall from Royal Bank of Canada. Great presentation, a lot of detail on return on invested capital.
And I know Mike drove down a little bit into the NOL, and Arnaud was also talking about the future cycle
of reduced CapEx. You don't have to replace the furnaces as often. So you got a couple of things going
here. Can you kind of step us through how you're thinking as a CEO and CFO? On the next 2- to 3-year
basis, you're running at 9% return on invested capital. I'm not sure of the duration of NOL. It does look
like you'll have a multiyear tailwind of lower spend on furnaces. Where can you take, in a slow growth
environment, at least as to Mike's words coming up, where can return on invested capital go from 9%?
And if you have to frame things, when you're managing and planning, what is your primary lever that you
think about for driving shareholder value? Is it really return on invested capital? Or is it earnings growth or
free cash flow?

Michael H. Thaman
Chairman of the Board, Chief Executive Officer, President and Chairman of Executive Committee

Okay. Maybe I'll take that and if you have something to add. So obviously, we've always been focused on
return on invested capital. We look at it a bunch of different ways. So today, the measure we gave you
was GAAP earnings on GAAP balance sheet. For a lot of our investments, we tend to look at replacement
cost of assets because some of our assets are pretty heavily depreciated. In some of our businesses,
we had a pretty big step up at fresh-start accounting where the balance sheet we have today is not
really indicative of the amount of assets or what our reinvestment economics would be. So our internal
management books largely mirror those, but the nature of how we think about investments in businesses
is a little bit more nuanced than maybe what you'd get out of our public reporting. When we look at it,
I kind of chuckle when Michael said, "2015 will be the best return on capital since 2011." I think back in
2011, we made more than 100% of the EBITDA in the company in Roofing. So while our return on capital
was pretty good, Roofing was covering returns on every asset in the entire company. And I would tell
you, I wasn't particularly comfortable in those days either saying our return on capital was great or that
we had a great business mix that was really driving the result. I think today, we are in such a stronger
position, where each of the 3 businesses are really earning a return on their balance sheet, and we see
growth prospects and opportunity in each of the 3 businesses. For the most part, the same thing Michael
said, we're designed to scale around SG&A. We're designed to scale around our balance sheet. I mean,
we've got enough capacity in Roofing, obviously, to grow with that market. We've got enough capacity in
Insulation to grow with that market. We have some levers we can pull in Composites to grow with that
market. So I think most of the return on capital improvement you'd see over the coming 2 or 3 years is
going to be bigger returns on about the same capital base, which is why we're showing a lot of optimism
about our ability to generate free cash flow. Then I think the follow-on question to that is, can you to
deploy some of that free cash flow into new capital bases that can earn good returns? I think Michael
gave you some of our criteria there. We've got to be a very good owner of the business. We've got to
believe that we're a better owner than the current owner, that we've got significant synergies and ability
to grow the business. That formula tends to cause us to believe we can put returns in place if we deploy
capital. If we can't do that, we haven't been shy about buying back our stock. And that would always be
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our focus in terms of returning value to the shareholders. We would not want to get the dividend growing
at a rate that's above our long-term earnings growth rate, which means you got to factor in recession,
so we wouldn't want to overrun where a next downturn might be in terms of our ability to sustain the
dividend. And ultimately, our ultimate conservatism in our company is the balance sheet. So we want our
businesses to compete aggressively and take risk, take market-based risk. But we want to have a balance
sheet that is excess of the capital markets, so that if we do see a change in the overall market conditions,
we've still got an investment-grade balance sheet that allows us to make whatever adjustments we need
to make to market conditions. So that's philosophically, I think -- the management of risk tends to be our
balance sheet management. We encourage our businesses to take smart risks and find ways to deploy
capital where we can earn returns.

Thierry J. Denis
Vice President of Investor Relations

Okay. Let's go to the front row next.

Jan C. Koerner
Park Presidio Capital LLC

Jan Koerner from Park Presidio. Like, on the last earnings call, you suggested that the asphalt deflation
benefit this year was going to be $60 million. And I think you mentioned earlier this morning that asphalt
really only started to contribute 4, 5 months into the year. So if I annualize that, it would suggest a $100
million annual benefit. So just wanted to sanity check that math with you. And then in addition to that,
to the extent that asphalt deflation follows the historical relationship to WTI, and would get back to that
100% average line that you outlined. And with the asphalt -- and with crude being at around $40 today
versus, call it, $50 for the year-to-date average, would there be additional upside potentially to that
deflation number, the $100 million?

Michael H. Thaman
Chairman of the Board, Chief Executive Officer, President and Chairman of Executive Committee

Okay. Yes, why don't I take that. So -- and maybe to set out what actually happened this year, and then,
I can help you think about next year. I won't give you explicit guidance. But so you're right. On the third
quarter call, we said that we expected to see about $60 million of asphalt deflation actually come down
and impact our P&L in a positive way. Now if you back up to the beginning of the year, late last year,
crude came down pretty hard and pretty quick. In the first part of the year, January through April, we
saw asphalt lag down really throughout that period. And then starting kind of in early May, late April,
kind of flatlined for most of the summer. And then late, late summer, started to lag back down, heading
towards kind of the historic ratio between crude and asphalt. And then you're right, more recently, the
crude price has actually lagged down a bit again to close to $40 a barrel. So as we move into '16, there is
the potential, in particular, in the front half of the year, to see a bit more asphalt deflation, but we haven't
sized it yet. So I think you're thinking about it the right way.

Thierry J. Denis
Vice President of Investor Relations

Okay. I'm sorry, George?

George L. Staphos
BofA Merrill Lynch, Research Division

I appreciate all the detail. You mentioned that the balance sheet is in a position where the organization
can continue to grow in scale. As you look at the M&A opportunities that are before you, do you think
organizationally, you have the scale to grow? And I'm guessing you probably don't want to get too much
detail on the opportunities that you're looking at. But within one of your segments, do you see perhaps
more opportunity because there are assets that are better owned by you or, seemingly, more realistic
valuation multiples in front of you?

Michael H. Thaman
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Chairman of the Board, Chief Executive Officer, President and Chairman of Executive Committee

Yes, you're asking very good question about the depth of management talent in terms of our ability to
expand the footprint of our business. And I would say, if you go back 2 or 3 years ago, we were both, I
think, bolstering our succession pipelines. We had some newer managers in jobs that they were getting
experienced in the ability to lead a business. And we had a big agenda in terms of a lot of the cost
restructuring we were doing in Composites, working our way out of the hole that we found ourselves
in, in Insulation in terms of profitability and then also, dealing with some volatility in Roofing. I'd say,
today, and I hope you saw that in today's presentations and last night at dinner, and I think, this is a very,
very capable and very deep management team and it's something we would take very, very seriously
if we were to put capital to work in acquisitions. Any time we'd even looked at things, we're detailing
which executives would be involved in the transaction. Who can we free up full time to go work inside an
integration. So I think we have an understanding of what it would take to be successful to grow through
acquisition. Obviously, we're a little bit untried in terms of doing something more material than the couple
of tuck-ins we've done. I would say we're just respectful of understanding there are challenges there.
And then on balance, the returns have to be high enough to get you excited to want to go do all that hard
work.

Thierry J. Denis
Vice President of Investor Relations

We'll take one last question, and then Mike will make some closing comments. Mike?

Michael Jason Rehaut
JP Morgan Chase & Co, Research Division

Michael Rehaut, JPMorgan. So maybe I could squeeze in a couple of quick ones here. Number one, on the
Insulation front. You had great execution on the 50% incremental margin guidance that you've guided to,
and that's been very consistent. Just wanted to get your thoughts on, going forward over the next 3 years,
if that's still the right way to think about the business, particularly as you'd expect more capacity to come
online at points, which all else equal, might -- you might think that might be disruptive to pricing trends
but perhaps on a shorter team basis? And then I had a quick one on M&A.

Michael H. Thaman
Chairman of the Board, Chief Executive Officer, President and Chairman of Executive Committee

Okay. On Insulation, we've been very, very clear that our 50% operating leverage guidance is not quarter-
to-quarter, and in some cases, not even year-to-year. But that from the beginning of the recovery to the
end of the recovery, we would expect you to see about 50% operating leverage through that cycle. That
would be still consistent today. So we do expect that, as we go through this period of continued expansion
of housing, we hope, that capacity would come on in a way that supported continued operating leverage
for our costs and supported price progression for us to get back to the prices that we saw in '06. I mean,
Julian didn't say it explicitly, but if you look at that chart, I mean, our price today is at 85% of our nominal
price in 2006. There's still a fair amount of room to go before Insulation is causing economic issues in
new construction. We're still below the prices of what it used to cost to insulate home a decade ago. And
homes today are selling at higher prices than a decade ago. So to the extent there's inflationary pressure
or cost pressure in new construction, it's not coming from Insulation. It's coming from other materials.

Michael Jason Rehaut
JP Morgan Chase & Co, Research Division

And then just on the M&A question. I guess, Farah [ph] asked about that as well. You indicated that for
a larger transaction, you have to be perhaps a little more cautious and really scrub the numbers on the
returns to justify, perhaps, some of the higher risk. Bigger picture on the M&A pipeline, though, I was
hoping perhaps you could give us a sense of that pipeline or development -- or I'm sorry, opportunity set
that's out there, greater or lesser or roughly equal to what it's been over the last couple of years? And in
terms of the cadence, we've seen these couple of smaller bolt-ons in Insulation. If-- all else equal, you'd
expect that cadence to be roughly similar over the next 3 years, and as the pipeline may or may not have
changed.
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Michael H. Thaman
Chairman of the Board, Chief Executive Officer, President and Chairman of Executive Committee

I'd say the pipeline is roughly equivalent to what we've seen over the last 2 or 3 years, I think maybe
price expectations have come in a bit. So 2 or 3 years ago, if you talk to people in our industry, it's
because our industry's still pretty challenge, you would find most of the sellers believe they still deserve
to receive a price that was consistent with peak earnings in the last cycle despite the fact they were in a
very depressed state. I think you see now businesses improve enough that you're seeing more realistic
expectations of legitimate sellers coming to the market and saying, "I've got an asset and in fact, I'm
willing to sell the asset at something that would resemble the market price." So obviously, we've been
looking in this space for 3 or 4 years. We haven't done much, which means we're saying no a lot and we're
not saying yes very often. I think, the fact the pipeline is about the same as what we've seen and what
would take for us to get the yes's, prices we like and businesses we like. And we still haven't really done
anything material. So we'll continue to look at this. We like our stock, so we have not been bashful about
buying back 20 million shares. So that is not, to us, failure. If we don't have good growth ideas or good
growth investments, we're very happy to buy back our shares.

Thierry J. Denis
Vice President of Investor Relations

Okay, Mike, you want to make some closing comments?

Michael H. Thaman
Chairman of the Board, Chief Executive Officer, President and Chairman of Executive Committee

Yes, I mean, just a quick summary of the day. I mean, we had a pretty straightforward third quarter
earnings call. We were able to tell you we're expecting very strong safety performance. We have had 9
consecutive quarters of Composites improvement, 17 consecutive quarters of Insulation improvement,
20% margins in Roofing. We upgraded our guidance to the high end of our previous range and we said
we'd have 100% free cash flow conversion in 2015. Good results make for easy reports. I can remember
all that off the top of my head. I didn't need to read the script, because when business is good, it's a little
bit easier to describe how things are going.

I think we tried to give an indication today that what we saw in the fundamentals of 2015 are consistent
with what we see in the fundamentals of 2016 and beyond, both from an industry point of view, a growth
point of view and from an Owens Corning execution point of view. I think what we tried to highlight today
is the good performance we're delivering today is built upon a number of years of investment in talent and
technology. So at the root of really great execution in an industrial company that's short cycle and cyclical
and all the things you'd say about our company, is you have to have the best technology in your industry.

So we talked today about our shingle material science and product technology. We talked today about our
product technology and manufacturing technology in Composites. We talked today about our Insulation
technology on both the EcoTouch side, and many of you will have a chance to go either see that yesterday
or go see that today when you tour our plant; as well as the things we're doing in terms of building
science. Those are long-term cumulative investments. When you're investing in technology, the payback
takes, not months, but years. And we're seeing that the performance we're delivering today is built upon
cumulative technology investments over the last 4, 5 years, which is investment we intend to continue and
should give you confidence that the kind of margin performance and execution that we're delivering today
can be sustained.

The same thing's true about talent. It's a cumulative investment in order to have the best teams in the
industries where you compete, and we believe that we do. You need great talent in these industries
because you have to be able to respond to market conditions quickly. You have to have bright and clever
people in the market, who understand and see what the market conditions are and can respond to
that. We like continuity. We have good continuity at the senior level of our management team. We have
continuity in the commercial organizations below them; the operations team below them; our legal,
financial and HR teams below them. So we built this company to perform. We built this company to

www.capitaliq.com


OWENS CORNING ANALYST/INVESTOR DAY  NOV 18, 2015

WWW.SPCAPITALIQ.COM 51
Copyright © 2014, S&P Capital IQ, a part of McGraw Hill Financial.

execute. I think we're just seeing the beginnings of what this team, what our industries and what our
technology can deliver.

Obviously, we need the external market to cooperate. We're a big lover of consistent growth in housing
starts and consistent global economic growth. We know how to play that hand, but I think you should
also feel confident that, to the extent we don't see that, you've seen this management team be agile and
nimble and know how to respond to disruptive market conditions and come out the other end as a strong
and viable company.

So we got a good balance in our perspective. I think it's an optimism that's balanced with a realism
that says, for the last couple of years, there have been some challenges, and it's not like those go away
overnight. But we also are seeing the results this year, believing that this is something that we can build
upon and produce a really great future for our company, for our people and, importantly, for our investors.
So thanks for joining us. I hope that the last 1.5 day have been productive for all the people involved.
I hope the webcast came clearly for the people who decided to listen in. And for those of you here in
Atlanta, please join us for lunch. Thanks.
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