


 This year, ScottsMiracle-Gro achieved a milestone few 
companies have ever reached – our 140th anniversary. 
 What has contributed to our longevity? Our people and our 
brands. Throughout our history, ScottsMiracle-Gro associates 
have advanced the lawn and garden industry with their innovation, 
operational excellence and world-class service. We are 
dedicated to helping create a beautiful world.
 As a result, our brands enjoy unparalleled trust with consumers 
and continue to hold market-leading shares. The Company remains 
committed to strengthening our reputation going forward.
 We have been left an exceptional legacy, and we accept the 
important responsibility to cultivate a strong future in everything 
we do. ScottsMiracle-Gro is well-positioned to be among the 
world’s great consumer products companies for years to come.

The Scotts Miracle-Gro Company: 
Cultivating a strong future since 1868
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Dividends
On June 22, 2005, The Scotts Miracle-Gro 
Company announced that its Board of 
Directors had approved the establishment 
of a quarterly cash dividend. The $0.50 per 
share (adjusted for the 2-for-1 stock split dis-
tributed November 9, 2005) annual dividend 
has been paid in quarterly increments since 
the fourth quarter of fi scal 2005. In addition, 
the Company paid a special one-time cash 
dividend of $8.00 per share on March 5, 2007.

The payment of future dividends, if any, 
on common shares will be determined by 
the Board of Directors of The Scotts 
Miracle-Gro Company in light of conditions 
then existing, including the Company’s 
earnings, fi nancial condition and capital 
requirements, restrictions in fi nancing agree-
ments, business conditions and other factors. 
Future dividend payments are currently 
restricted to $55 million annually under the 
Company’s existing credit facilities.

Stock Price Performance
See chart at right for stock price 
performance. The Scotts Miracle-Gro 
Company common shares have been 
publicly traded since January 31, 1992. 

Shareholders
As of November 26, 2008, there were 
approximately 29,000 shareholders, 
including holders of record and 
The Scotts Miracle-Gro Company’s 
estimate of benefi cial holders.

Publications for Shareholders
In addition to this 2008 Annual Report, 
The Scotts Miracle-Gro Company informs 
shareholders about the Company through 
its Annual Report on Form 10-K, its
Quarterly Reports on Form 10-Q, its 
Current Reports on Form 8-K and its 
Notice of Annual Meeting of Shareholders 
and Proxy Statement. 

Copies of any of these documents 
may be obtained without charge on 
our Investor Relations Web site at 
http://investor.scotts.com or by 
writing to:

The Scotts Miracle-Gro Company
Attention: Investor Relations
14111 Scottslawn Road
Marysville, Ohio 43041     

Certifi cations
The Scotts Miracle-Gro Company has fi led 
the certifi cations of its chief executive offi cer 
and its chief fi nancial offi cer, required by 
Section 302 of the Sarbanes-Oxley Act of 
2002 and Rule 13a-14(a) under the Securities 
Exchange Act of 1934, as exhibits to its 
Annual Report on Form 10-K for the fi scal 
year ended September 30, 2008.

On February 27, 2008, The Scotts Miracle-Gro 
Company submitted to the New York Stock 
Exchange the annual certifi cation of the 
chief executive offi cer required by Section 
303A.12(a) of the New York Stock Exchange 
Listed Company Manual.

Stock Price Range*
Fiscal year ended 
September 30, 2008 High Low

First Quarter $46.90 $33.50 
Second Quarter $40.65 $30.51
Third Quarter $36.76 $17.79
Fourth Quarter $30.17 $16.12

Fiscal year ended 
September 30, 2007 High Low

First Quarter $54.72 $44.02 
Second Quarter $57.45 $40.57
Third Quarter $47.30 $42.28
Fourth Quarter $49.69 $40.60

*Not adjusted for a one-time cash dividend 
of $8.00 per share distributed March 5, 2007

Safe Harbor Statement under the Private 
Securities Litigation Reform Act of 1995: 
Certain of the statements contained in this 
2008 Annual Report, including, but not 
limited to, information regarding the 
future fi nancial performance and fi nancial 
condition of the Company, the plans and 
objectives of the Company’s management, 
and the Company’s assumptions regarding 
such performance and plans are forward-
looking in nature. Actual results could 
differ materially from the forward-looking 
information in this 2008 Annual Report, due 
to a variety of factors. Additional detailed 
information concerning a number of the 
important factors that could cause actual 
results to differ materially from the forward-
looking information contained in this 2008    
Annual Report is readily available in the 
Company’s Annual Report on Form 10-K 
for the fi scal year ended September 30, 2008, 
which is fi led with the Securities and 
Exchange Commission.

Shareholder Information

$200

$180

$160

$140

$120

$100

$50

$0

9/03 9/04 9/05 9/06 9/07 9/08 * $100 invested on 9/30/03 in stock or index-including 
   reinvestment of dividends. Fiscal year ending September 30. 

The Scotts Miracle-Gro Company

Russell 2000

S&P Household Products Index

Comparison of 5-Year Cumulative Total Return*
Among The Scotts Miracle-Gro Company, The Russell 2000 Index and The S&P Household Products Index 

4603_CoverC3.indd   2 12/11/08   1:20:40 PM



1

The Scotts Miracle-Gro Company
(in millions, except per share data)

  2008  2007

Net sales  $ 2,981.8 $ 2,871.8 

Cost of sales   2,042.2    1,867.3 

Gross profi t   939.6    1,004.5 

Operating expenses, net   707.2    689.4 

Impairment and other charges   134.4    38.0 

Income from operations   98.0    277.1 

Costs related to refi nancings   -      18.3 

Interest expense   82.2    70.7 

Income before taxes   15.8    188.1 

Income tax expense   26.7    74.7 

Net income (loss)   (10.9)   113.4 

Diluted net income (loss) 

     per share $ (0.17)  $ 1.69 

Adjusted net income* $ 134.1   $ 158.8 

Adjusted diluted net income 

     per share* $ 2.05   $ 2.37 

Adjusted EBITDA* $ 318.4   $ 382.6        

*Excludes impairment, registration and recall costs, and other non-recurring charges

Net sales $2.98 billion 

Global Consumer ......................................75%
Global Professional..........................12%
Scotts LawnService.................8%
Smith & Hawken.............5%

Industry-leading brands worldwide

®
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 My reputation for ‘straight talk’ is well 
understood in the halls of ScottsMiracle-Gro as 
well as by our investors. I take seriously the process 
of writing this letter each year and sharing my 
thoughts on the business with our shareholders, 
associates, retail partners and other stakeholders. 
This year’s letter takes on increased signifi cance, 
given the state of the global economy and the 
uncertainty of the fi nancial markets.
 There is no doubt that fi scal 2008 was a year of 
unprecedented challenges. We endured a late start 
to the season, several product recalls, higher com-
modity prices and retail partners who were nervous 
about the weaker consumer. While our results fell 
short of our original expectations, we reset our goals 
midway through the year and then achieved them.
 Company-wide sales grew by 4 percent to a 
record $2.98 billion, including a 24 percent 
improvement in Global Professional and 2 percent 
growth in Global Consumer. However, adjusted 
gross margins declined by 190 basis points as urea, 
diesel and other commodities hit unprecedented 
highs. Although we increased prices by about $100 
million for the year and realized productivity and 
effi ciency savings of over $40 million, this was not 
enough to offset higher costs.  
 On an adjusted basis, we reported earnings of 
$2.05 per share compared with $2.37 per share 
reported a year earlier. Those results exclude 
$145 million of after tax costs related to asset impair-
ment charges as well as costs associated with product 
recall and registration issues. Including those items, 
we reported a net loss for the year of $0.17 per share.
 A strong focus on working capital throughout 
the year allowed us to generate free cash fl ow of 

$141 million. Even with higher commodity costs 
and lower-than-expected sales, inventory increased 
by only $10 million.
 While I would be disappointed with this 
outcome in any other year, I am proud of the hard 
work and dedication shown by our 6,000 associates 
to achieve the results we did report. But we can do 
better. We must do better. 
 As I write this letter, our market capitalization 
of $1.7 billion is dramatically lower than a year 
ago and at a level similar to 2003. Clearly, macro-
economic issues have impacted our business, and 
our stock price has suffered with others during this 
current downturn. But since stock prices are based 
on an assumption of future results, the simple truth 
is that we have to overcome the obstacles in front 
of us and stay focused on opportunities to drive 
growth and enhance shareholder value.
 In the near-term, we know that the lawn and 
garden category has historically outperformed 
others during a weak economy. Consumers who are 
spending less on big-ticket purchases tend to stay 
close to home, and they tend to spend more time 
getting their hands dirty in the backyard. We need 
to strengthen our relationship with them and keep 
them in the ScottsMiracle-Gro family.
 We can manage this effort without sacrifi cing 
the future. We must continue to strike a balance 
that allows us to make progress against several 
longer-term initiatives, even if the return on these 
investments is several years away.
 On the cover of this annual report, we declare 
that we are ‘cultivating a strong future.’ In the 
remainder of this letter, I’ll explain why I believe 
our efforts will allow us to strike the appropriate 
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Dear Shareholders,

“The 6,000 associates of this Company are committed 
to leveraging our history and our strengths to continue 
driving growth and to enhance shareholder value.”
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Jim Hagedorn
Chief Executive Offi cer 

and Chairman of the Board
The Scotts Miracle-Gro Company
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balance in cultivating near- and long-term growth. 
Doing so requires us to succeed in each of the 
following ways:

 1. Even in a diffi cult economy, we must continue 
to invest in further strengthening our relationship 
with the consumer. This will allow us to leverage 
the cornerstone of our business – our brands – 
driving higher usage of our products and increased 
participation in the category. 

 2. We must continue to invest in game-changing 
innovation to drive higher sales and profi ts. In 
recent years, new products have been critical to our 
success. We must leverage the fact that no one in 
the industry can match our record of innovation. 

 3. We must further assist our retail partners in 
driving the sales and productivity of their lawn and 

garden departments. To that end, we have 
realigned our industry-leading sales force in 
the U.S. to be more fl exible and improve their 
local focus.  

 4. We will continue to transform our supply 
chain platform in the U.S. to create a more regional 
model. This effort has the potential to save 
$50 million annually and reduce inventories by 
more than $100 million.

 5. We must further develop and leverage 
the proprietary technologies in our Global 
Professional business to drive profi table sales  
growth in ornamental horticulture, professional 
turf and high-value specialty agriculture around 
the world.

 Let me touch on each of these in more detail.
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Consumer insights have led to the development of innovative 
solutions, such as Miracle-Gro® Moisture Control® Potting 
Mix and Miracle-Gro® LiquaFeed® – products that help 
gardeners easily succeed.

4
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Driving our brands with consumers

 Our relationship with the consumer remains the 
single biggest advantage we possess, and one that 
we will continue to build upon in 2009. Approxi-
mately 5 percent of sales each year is invested in 
advertising, a number we strive to increase. We 
also make incremental investments focused on 
consumer research that helps drive innovation, 
brand positioning and our messages to consumers. 
 Continuing to invest in both advertising and 
consumer insights is critical for us to grow the 
overall category and further increase our market 
share. Our goal is to do this by increasing house-
hold penetration rates as well as the frequency with 
which existing consumers use our products. 
 These investments are largely why our brands in 
both the U.S. and Europe – Scotts®, Miracle-Gro®, 
Ortho®, Roundup®, Evergreen®, Celafl or®, 
Fertiligène®, KB® and Substral® – continue to 
enjoy industry-leading market share with the 
opportunity for even more growth.
 Our understanding of the consumer allows us 
to better interpret what they love about lawn and 
garden care as well as what frustrates them. For 
example, several years ago our research told us that 
consumers were confused about how much water 
they should provide to their plants. Our response: 
Miracle-Gro® Moisture Control® Potting Mix. By 
taking the guesswork out of watering, we made it 
easier for gardeners to succeed. In turn, they rewarded 
us with increased purchases of higher margin, 
value-added products. Since the introduction of 
this product in 2001, sales in our growing media 
business have increased nearly 85 percent.
 

 In 2009, additional consumer insights will 
allow us to further leverage the Moisture Control 
brand. Data shows a signifi cant increase in 
consumer interest in edible gardening, a trend 
we expect to continue. The introduction of 
Miracle-Gro® Moisture Control® Garden Soil 
will allow gardeners to trade up from low-value 
commodity soils to help them increase yields of 
healthy vegetables, fruits and herbs. 

 Researching consumer attitudes is a global effort 
that requires us to identify trends that go beyond the 
garden. Our understanding of consumer perspectives 
about the environment in Europe, for example, led 
to the introduction in 2008 of a complete line of 
natural and organic products in every major European 
market. Consumer response made the offering our 
most successful launch since we began operating 
in Europe a decade ago – already accounting for 
8 percent of International Consumer sales. 
 I am equally confi dent that we are using our 
understanding of consumer behavior to enhance 
our ability to communicate effectively with them. 
A decade ago, nearly all of our consumer outreach 
was via television commercials. While television is 
still important, our marketing teams now rely on 

5

The Global Consumer business is fulfi lling 
consumers’ desire for natural gardening. 
Naturen®, a leading brand in Europe, 
provides a full range of natural products.pr

Roundup and Roundup Design are trademarks of Monsanto Technology LLC. 
The Scotts Company LLC is the exclusive sales and marketing agent for 
Roundup Brand Lawn and Garden products.
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a much broader range of tools to reinforce the 
power of our brands.
 In 2009, we will continue our shift away from 
television to weather-triggered radio as we adopt an 
increasingly more regional approach to driving our 
consumer business. Since weather is unpredictable, 
drive-time radio gives us the fl exibility to make the call 
on Monday to run media that week. This enables 
us to run locally and seasonally relevant messages 
when the consumer is more likely to listen and act. 
 In addition, the state of the economy requires 
us to recognize potential vulnerabilities. As 
consumers become more sensitive to price, we 
will use promotions to help them stay in the 
ScottsMiracle-Gro franchise. This will require 
our messaging to the consumer – regardless of the 
medium – to become more competitive. We will 
reinforce with consumers why our products cost 
more and why they are worth it.

Building on a history of innovation

 Knowing what the consumer wants is one 
thing – being able to provide it to them is quite 
another. Throughout our history, innovation has 

been the foundation of our consumer business. 
Looking ahead, I believe our potential to bring 
truly revolutionary products to the market has 
never looked stronger.
 Our philosophy regarding new product devel-
opment starts with a basic formula. New products 
must be simple, sustainable and signifi cant. We 
believe this approach can help us reach our 
goal of $200 million of sales growth each year 
through innovation.
 Let me explain the formula.
 “Simple” means that products must be easy for 
the consumer to buy, easy to use and easy to store. 
In addition, they should reduce the amount of time 
it takes to accomplish a task and should give the 
consumer more confi dence and improved results. 
Being “sustainable” means products must be designed 
with consumer safety and environmental impacts in 
mind. And “signifi cant” products should have strong 
margin potential, generate potential cost savings, 
present a global opportunity and be, whenever 
possible, proprietary to ScottsMiracle-Gro.
 The introduction of Roundup® Pump ‘N Go® 
in 2008, a product that sold at retail for $20, which 
is a relatively high price point in lawn and garden, 
was a near-perfect case study of this approach. The 
innovation was not what was in the product. We 
maintained the same long-standing formulation 
that has made Roundup® the world’s best-selling 
consumer non-selective weed control. However, 
by improving the package design and application 
device, we made the product even easier to use. 
And consumers responded.
 With sales of more than $40 million, Roundup® 
Pump ‘N Go® was our best launch ever. We are now 
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Roundup® Pump ‘N Go®, with its 
innovative applicator, was our most 
successful product launch ever, 
resulting in a 10 percent increase 
in Roundup® purchases.
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ScottsMiracle-Gro’s global R&D efforts are fi lling a growth pipeline 
with future products, improved formulas and more convenient applicators 
and packaging. Among our new offerings in fi scal 2009 will be 
two innovative grass seed products – EZ Seed™ and Turf Builder® 

Water Smart™ Grass Seed. The Company’s commitment to research 
and development – a clear competitive advantage – helps drive continued 
growth and success.

7
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Strong consumer relationships have always been key to the success 
of ScottsMiracle-Gro. We continue to seek opportunities to connect 
with consumers, including using in-store counselors, introducing 
new products such as Moisture Control® Garden Soil and through 
advertising, www.scotts.com and our consumer toll-free hotline. Our 
communication with the consumer has created a trusted bond that 
has endured for well over a century.
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poised to apply the same packaging innovations to 
other products in our controls business.
 Research & Development will be front-and-
center again in 2009 with the introduction of two of 
the most innovative grass seed products in decades. 
New Turf Builder® Water Smart™ Grass Seed is 
a full line of premium grass seed products that 
provide consumers high-performance seed wrapped 
in a revolutionary super-absorbent coating. The 
patented coating allows the seed to absorb up to 
40 percent more water than ordinary seed. As a 
result, the seed needs to be watered less frequently, 
which enables consumers to more easily succeed in 
growing a beautiful Scotts lawn.
 Saving water and achieving great results are also 
included in the thinking behind our new EZ Seed™ 
product. The seeding mix includes premium grass 
seed, fertilizer and a proprietary growing material. 
Our proprietary technology absorbs water like a 
sponge, expanding to surround the seed in a moist 
protective layer. And it continues to care for the 
seed, infusing it with water and nutrients, so it 
builds strong roots that survive tough conditions. 
With EZ Seed™, consumers can grow grass that is 
50 percent thicker than ordinary seed with half the 
water. It is so effi cient that the seed can germinate 
in nearly any environment – including the most 
diffi cult soil conditions.
 Our longer-term opportunities are even more 
encouraging. We have recently obtained global 
exclusivity on a breakthrough active ingredient 
for weed control. Although regulatory approval is 
still needed, we are optimistic that the product could 
radically change the way in which consumers control 
weeds in their lawns by making it easier to eliminate 

and prevent weeds. In addition, we continue to 
make progress with a new naturally derived 
bioherbicide that could provide a new way to 
control broadleaf weeds. Our goal is to introduce 
both of these breakthrough technologies in 2011.

Leveraging our sales force

 Innovation and effective marketing campaigns 
are key to building a stronger relationship with the 
consumer. The relationship we maintain with our 
retail partners, however, is equally critical.
 In the U.S., about 70 percent of our sales are 
with three primary retailers – The Home Depot, 
Lowe’s and Wal-Mart. To help manage the sheer 
volume of business they conduct during the peak of 
the lawn and garden season, our sales team works 
year-round to help them maximize their store shelf 
productivity. The balance of our U.S. sales comes 
from national accounts and independent lawn and 
garden centers, where we maintain a dedicated 
sales force, unique product offerings and programs 
designed specifi cally for these retailers.
 Our sales force numbers nearly 2,000 during the 
peak of the lawn and garden season. On weekdays, 
these associates help our retail partners merchandise 
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The Scotts® brand introduces EZ Seed™   
in fi scal 2009, an innovation that makes 
growing grass simple in nearly any 
lawn environment.
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products and manage their inventory. On the 
weekends, they are transformed into an army of 
in-store counselors, providing one-on-one assistance 
to consumers – answering their questions and 
guiding them to the Scotts®, Miracle-Gro®, Ortho® 
and Roundup® products that meet their needs.
 In 2009, we are rebalancing our sales force in a 
cost-neutral way that allows us to spend more time 
in season helping our retailers and consumers. We 
will employ more merchandisers and expert product 
counselors than ever before and signifi cantly 
increase the number of hours we spend in stores.  
 This change will provide a more fl exible cost 
structure that helps maximize the return on our 
investment and allows us to better meet the needs 
and seasonal considerations of local markets. We 
are now better equipped to quickly deploy more 
labor in those regions where business is particularly 
strong and reduce spending in regions where sales 
may be lower than expected due to poor weather, 
economic concerns or other factors.

Driving out costs with supply chain

 Perhaps the most signifi cant long-term 
opportunity to reduce costs exists within our supply 
chain. Over the years, investments in infrastructure 
have made ScottsMiracle-Gro one of the most 
trusted partners with our retailers. We have helped 
our retailers increase inventory turns, lower their 
season-ending inventory and improve their overall 
profi tability. We believe we can further build upon 
this track record while signifi cantly reducing costs 
and improving working capital.
 By creating a regionally-focused distribution 
and manufacturing footprint, we believe costs can 
be reduced by at least $50 million over the next 
several years. If fully realized, these efforts could 
also dramatically improve free cash fl ow by reducing 
inventory by more than $100 million. Let me 
provide an illustration to help explain our plans.
 Today, the vast majority of our lawn fertilizer 
in the U.S. is shipped from Marysville, Ohio to 
11 warehouses located across the country. From 
those warehouses, the fertilizer is then shipped 
– along with controls, plant food, grass seed and 
durable products – directly to home center stores. 
However, these products are often shipped on 
less-than-full trucks, making their distribution less 
effi cient than we would like. 
 Meanwhile, our growing media products are 
shipped direct-to-store through a network of 
26 manufacturing facilities throughout the U. S. 
Because these shipments go shorter distances on full 
trucks, they are extremely effi cient. 
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Our distribution process is a critical link in our supply chain and 
key to driving customer service rates of more than 99 percent.
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Effi ciently moving products from production to retailers is one of 
ScottsMiracle-Gro’s competitive strengths. We continue to generate 
improvements in our supply chain in order to reduce inventory, save 
fuel costs and provide better service to retailers.

4603_NarativeC5.indd   11 12/11/08   1:24:17 PM



12

Our Global Professional business, which serves primarily professional 
growers and turf managers, is emerging as an attractive growth and 
profi t driver. In fi scal 2008, strong demand for our products led to a 
reported 24 percent sales growth in this business.
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 The future model – which is being rolled out 
in the southeastern U.S. in fi scal 2009 – allows 
fertilizer products to be shipped into growing media 
facilities and, from there, co-distributed directly to 
the stores with growing media products. Once the 
model is deployed across the entire country, nearly 
all fertilizer for home center customers would be 
shipped through these growing media facilities on 
full truckloads, signifi cantly improving the effi ciency 
of distributing these products. The remaining 
products – mostly controls, plant foods and grass 
seed – would then be shipped in full truckloads 
to home center distribution centers, rather than 
directly to stores in less effi cient, partial truckload 
quantities. We believe this will result in signifi cant 
distribution savings, even as fuel prices have begun 
to retreat. And, within fi ve years, it is anticipated 
that up to half of our third-party warehouse square 
footage could be eliminated.
 These efforts not only present signifi cant 
economic benefi t to ScottsMiracle-Gro but also 
to our retailer partners through more frequent 
store replenishment, improved inventory turns 
and reduced order lead times to maximize retail 
point-of-sale opportunities. As importantly, 
we believe these efforts can be accomplished 
without compromising our world-class customer 
service rates.

Driving growth platforms

 Since our Global Consumer business represents 
75 percent of total sales, it is natural that this 
segment is a leading priority. However, it is 
increasingly obvious that our Global Professional 

business also presents an opportunity to drive 
profi table growth and long-term shareholder value.

 This business, which represents 12 percent of 
total sales, is primarily focused on serving profes-
sional horticulture and professional turf managers. 
Growers rely on our proprietary slow-release 
Osmocote® fertilizer to help them grow healthy 
plants, such as poinsettias and other ornamentals, 
in a cost-effective manner. Because Osmocote® 
technology can be adjusted for the specifi c needs of 
nearly any type of plant, it has allowed our Global 
Professional business to expand throughout the 
world in serving the needs of specialty agriculture.
 In fi scal 2008, this business reported growth 
of 24 percent. While price increases and foreign 
exchange rates contributed to the improvement, the 
organic volume growth of nearly 10 percent gives 
us continued optimism in the long-term prospects 
of this business.
 Today, approximately 20 percent of Global 
Professional sales occur in emerging markets such 
as the Asia Pacifi c and Latin America regions. As the 
populations and economies of these regions continue 
to expand, Global Professional provides signifi cant 
opportunity to meet the needs of the increasingly 
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Nurseries that grow 

ornamental plants 

are among Global 

Professional’s most 

critical worldwide 

customers.
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larger base of professional growers. The ability 
to profi tably expand our Global Professional 
business over the next several years appears 
extremely attractive, whether through tuck-in 
acquisitions or organic growth.

Pulling it all together

 The collective impact of the fi ve priorities 
outlined in this letter is the basis of our optimism. 
Our near-term challenge is to remain focused on 
these opportunities while navigating the most 
diffi cult economic climate in a generation.
 Like most consumer goods companies, we 
believe a wait-and-see approach is appropriate for 
the upcoming year. Our performance in the fi nal
months of fi scal 2008 reinforced our belief that lawn and 
garden will remain a critical category for our retail 
partners and consumers. However, we also recognize 
that consumers are increasingly concerned about 
the state of the economy and, therefore, unpredict-
able. While we have provided signifi cant incentives 
for our management and sales teams to return the 
Company to historical growth levels, we recognize 
that the economic environment in fi scal 2009 will be 
challenging and are planning accordingly.
 Economic cycles come and go, and this one, 
too, will pass. Our job is to be positioned to drive 
higher levels of profi table growth, regardless of 
the environment. We also will remain focused on 
improving our return on invested capital and 
driving free cash fl ow – two metrics that I believe 
are critical in creating value.
 To achieve those results, ScottsMiracle-Gro 
also must leverage two other competitive 

advantages – our history and our people.
 Reaching our 140th-year anniversary is a 
tribute to our associates, who over the years 
were never deterred by a challenge. Through many 
diffi cult economic and business times, our 
Company has consistently emerged as an even 
stronger leader in the lawn and garden category. 
Our team has a proven history of being good 
stewards of this business, focused on our consumers, 
retailers and shareholders.
 No one is better positioned to drive long-term 
growth in this critical industry than ScottsMiracle-
Gro. Our advantages are clear – our brands, our 
innovation, our sales force, our infrastructure 
and our platform for growth in emerging markets. 
The 6,000 associates of this Company – by far, 
our most important competitive advantage – are 
committed to leveraging our history and our 
strengths to continue driving growth and to 
enhance shareholder value.
 In next year’s letter, I am confi dent I will 
share with you the numerous successes we enjoyed 
in fi scal 2009. And, I am confi dent I will once again 
reinforce the ways in which we are ‘cultivating a 
strong future’ and why the long-term prospects of 
this Company are so compelling.

Regards,

Jim Hagedorn
Chief Executive Offi cer 
and Chairman of the Board
The Scotts Miracle-Gro Company
December 2008
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The lawn and garden category represents a vital way of life for 
millions of people. By continuing to invest in our innovation portfolio, 
consumer relationships and retail partnerships, ScottsMiracle-Gro is 
cultivating a strong and enduring future.
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Senior Vice President, 
Regulatory & Governmental Affairs, 
and Chief Environmental Offi cer
 
Pete Supron
Senior Vice President, 
Global Purchasing
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President and Chief Executive Offi cer
Battelle
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Private investment partnership
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Board member since 2000

Karen G. Mills
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MMP Group
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 This year, ScottsMiracle-Gro achieved a milestone few 
companies have ever reached – our 140th anniversary. 
 What has contributed to our longevity? Our people and our 
brands. Throughout our history, ScottsMiracle-Gro associates 
have advanced the lawn and garden industry with their innovation, 
operational excellence and world-class service. We are 
dedicated to helping create a beautiful world.
 As a result, our brands enjoy unparalleled trust with consumers 
and continue to hold market-leading shares. The Company remains 
committed to strengthening our reputation going forward.
 We have been left an exceptional legacy, and we accept the 
important responsibility to cultivate a strong future in everything 
we do. ScottsMiracle-Gro is well-positioned to be among the 
world’s great consumer products companies for years to come.

The Scotts Miracle-Gro Company: 
Cultivating a strong future since 1868

the 
hing 
e 
me

World Headquarters
14111 Scottslawn Road
Marysville, Ohio 43041  
(937) 644-0011  

www.scotts.com

Annual Meeting
The annual meeting of shareholders 
will be held at The Berger Learning Center, 
14111 Scottslawn Road, Marysville, Ohio 
43041, on Thursday, January 22, 2009, 
at 8:30 a.m. (EST).

NYSE Symbol
The common shares of The Scotts Miracle-
Gro Company trade on the New York Stock 
Exchange under the symbol SMG.

Transfer Agent and Registrar
National City Bank
Corporate Trust Operations
P.O. Box 92301
Cleveland, Ohio 44193-0900

Shareholder and Investor 
Relations Contact
Jim King
Senior Vice President, 
Investor Relations & Corporate Affairs

The Scotts Miracle-Gro Company
14111 Scottslawn Road
Marysville, Ohio 43041    
(937) 644-0011 

Dividends
On June 22, 2005, The Scotts Miracle-Gro 
Company announced that its Board of 
Directors had approved the establishment 
of a quarterly cash dividend. The $0.50 per 
share (adjusted for the 2-for-1 stock split dis-
tributed November 9, 2005) annual dividend 
has been paid in quarterly increments since 
the fourth quarter of fi scal 2005. In addition, 
the Company paid a special one-time cash 
dividend of $8.00 per share on March 5, 2007.

The payment of future dividends, if any, 
on common shares will be determined by 
the Board of Directors of The Scotts 
Miracle-Gro Company in light of conditions 
then existing, including the Company’s 
earnings, fi nancial condition and capital 
requirements, restrictions in fi nancing agree-
ments, business conditions and other factors. 
Future dividend payments are currently 
restricted to $55 million annually under the 
Company’s existing credit facilities.

Stock Price Performance
See chart at right for stock price 
performance. The Scotts Miracle-Gro 
Company common shares have been 
publicly traded since January 31, 1992. 

Shareholders
As of November 26, 2008, there were 
approximately 29,000 shareholders, 
including holders of record and 
The Scotts Miracle-Gro Company’s 
estimate of benefi cial holders.

Publications for Shareholders
In addition to this 2008 Annual Report, 
The Scotts Miracle-Gro Company informs 
shareholders about the Company through 
its Annual Report on Form 10-K, its
Quarterly Reports on Form 10-Q, its 
Current Reports on Form 8-K and its 
Notice of Annual Meeting of Shareholders 
and Proxy Statement. 

Copies of any of these documents 
may be obtained without charge on 
our Investor Relations Web site at 
http://investor.scotts.com or by 
writing to:

The Scotts Miracle-Gro Company
Attention: Investor Relations
14111 Scottslawn Road
Marysville, Ohio 43041     

Certifi cations
The Scotts Miracle-Gro Company has fi led 
the certifi cations of its chief executive offi cer 
and its chief fi nancial offi cer, required by 
Section 302 of the Sarbanes-Oxley Act of 
2002 and Rule 13a-14(a) under the Securities 
Exchange Act of 1934, as exhibits to its 
Annual Report on Form 10-K for the fi scal 
year ended September 30, 2008.

On February 27, 2008, The Scotts Miracle-Gro 
Company submitted to the New York Stock 
Exchange the annual certifi cation of the 
chief executive offi cer required by Section 
303A.12(a) of the New York Stock Exchange 
Listed Company Manual.

Stock Price Range*
Fiscal year ended 
September 30, 2008 High Low

First Quarter $46.90 $33.50 
Second Quarter $40.65 $30.51
Third Quarter $36.76 $17.79
Fourth Quarter $30.17 $16.12

Fiscal year ended 
September 30, 2007 High Low

First Quarter $54.72 $44.02 
Second Quarter $57.45 $40.57
Third Quarter $47.30 $42.28
Fourth Quarter $49.69 $40.60

*Not adjusted for a one-time cash dividend 
of $8.00 per share distributed March 5, 2007

Safe Harbor Statement under the Private 
Securities Litigation Reform Act of 1995: 
Certain of the statements contained in this 
2008 Annual Report, including, but not 
limited to, information regarding the 
future fi nancial performance and fi nancial 
condition of the Company, the plans and 
objectives of the Company’s management, 
and the Company’s assumptions regarding 
such performance and plans are forward-
looking in nature. Actual results could 
differ materially from the forward-looking 
information in this 2008 Annual Report, due 
to a variety of factors. Additional detailed 
information concerning a number of the 
important factors that could cause actual 
results to differ materially from the forward-
looking information contained in this 2008    
Annual Report is readily available in the 
Company’s Annual Report on Form 10-K 
for the fi scal year ended September 30, 2008, 
which is fi led with the Securities and 
Exchange Commission.

Shareholder Information
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