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Forward-Looking Statements

We have made or implied certain forward-looking statements in this document. All statements, other than statements of historical facts included or incorporated
by reference in this document, including the statements under Management’s Discussion and Analysis of Financial Condition and Results of Operations,
without limitation, statements or expectations regarding our business and M&A strategy, future free cash flows, tariffs, tariff impact and tariff mitigation
efforts, future operations and operating model, financial condition, estimated revenues, projected costs, inventory management, supply chain and supply chain
relocation efforts, earnings power, project synergies, prospects, plans and strategic objectives of management, the geopolitical environment including the
impact of tariffs, and information concerning expected actions of third parties are forward-looking statements. Our statements also reflect our expectations
regarding tariffs, which are based on currently known and effective tariffs, including tariffs placed by the U.S. on other countries and tariffs announced by other
countries on the U.S., and do not reflect tariffs that have been announced and delayed or other additional tariffs which could result in additional costs. When
used in this report, the words future, anticipate, pro forma, seek, intend, plan, envision, estimate, believe, belief, expect, project, forecast, outlook, earnings
framework, goal, target, could, would, will, can, should, may and similar expressions are intended to identify forward-looking statements, although not all
forward-looking statements contain such identifying words.

Because these forward-looking statements are based upon our current expectations of future events and projections and are subject to a number of risks and
uncertainties, many of which are beyond our control and some of which may change rapidly, actual results or outcomes may differ materially from those
expressed or implied herein, and you should not place undue reliance on these statements. Important factors that could cause our actual results to differ
materially from those expressed or implied herein include, without limitation:

. the economic, social and political conditions or civil unrest, terrorist attacks, acts of war, natural disasters, other public health concerns or unrest in the
United States (“U.S.”) or the international markets impacting our business, customers, employees (including our ability to retain and attract key
personnel), manufacturing facilities, suppliers, capital markets, financial condition and results of operations, all of which tend to aggravate the other risks
and uncertainties we face;

. local, regional and global uncertainties could negatively impact our business;

. the negative effect of the Russia-Ukraine war and the Isracl-Hamas war and their impact on those regions and surrounding regions, including the Middle
East and disruptions to international trade, supply chain and shipping routes and pricing, and on our operations and those operations of our customers,
suppliers and other stakeholders;

. our reliance on third-party partners, suppliers and distributors that are outside our control to achieve our business objectives;

. the impact of government intervention with or influence on the operations of our suppliers, including in China;

. the impact of expenses resulting from the implementation of new business strategies, divestitures or current and proposed restructuring and optimization
activities, including changes in inventory and distribution center changes which are complicated and involve coordination among a number of
stakeholders, including our suppliers and transportation and logistics handlers;

. the impact of our indebtedness and financial leverage position on our business, financial condition and results of operations;

. the impact of restrictions in our debt instruments on our ability to operate our business, finance our capital needs or pursue or expand business strategies;

. any failure to comply with financial covenants and other provisions and restrictions of our debt instruments;

. the effects of general economic conditions, including the impact of, uncertainty around and changes to, tariffs and trade policies, including the tariffs and
trade agreements announced by the Trump Administration in 2025 and that may be announced in the future, tariff mitigation efforts (including supply
chain relocation efforts), inflation, recession or fears of a recession, depression or fears of a depression, labor costs and stock market volatility or
monetary or fiscal policies in the countries where we do business;

. the impact of fluctuations in transportation and shipment costs, fuel costs, commodity prices, costs or availability of raw materials or terms and conditions
available from suppliers, including suppliers’ willingness to advance credit;

. interest rate fluctuations;

. changes in foreign currency exchange rates that may impact our purchasing power, pricing and margin realization within international jurisdictions;

. the loss of significant reduction in or dependence upon, sales to any significant retail customer(s), including their changes in retail inventory levels and
management thereof;

. competitive promotional activity or spending by competitors, or price reductions by competitors;

. the introduction of new product features or technological developments by competitors and/or the development of new competitors or competitive brands,
including via private label manufacturers;

. changes in consumer spending preferences, shopping trends, and demand for our products, particularly in light of economic stress;

. our ability to develop and successfully introduce new products, protect intellectual property and avoid infringing the intellectual property of third parties;

. our ability to successfully identify, implement, achieve and sustain productivity improvements, cost efficiencies (including at our manufacturing and
distribution operations) and cost savings;

. the seasonal nature of sales of certain of our products;

. the impact weather conditions may have on the sales of certain of our products;

. the effects of climate change and unusual weather activity as well as our ability to respond to future natural disasters and pandemics and to meet our
environmental, social and governance goals;

. the cost and effect of unanticipated legal, tax or regulatory proceedings or new laws or regulations (including environmental, public health and consumer
protection regulations);

. our ability to use social media platforms as effective marketing tools and to manage negative commentary regarding us, and the impact of rules governing
the use of e-commerce and social media;

. public perception regarding the safety of products that we manufacture and sell, including the potential for environmental liabilities, product liability
claims, litigation and other claims related to products manufactured by us and third parties;

. the impact of existing, pending or threatened litigation, government regulation or other requirements or operating standards applicable to our business;

. the impact of cybersecurity breaches or our actual or perceived failure to protect company and personal data, including our failure to comply with new and
increasingly complex global data privacy regulations;

. changes in accounting policies applicable to our business;

. our discretion to adopt, conduct, suspend or discontinue any share repurchase program or conduct any debt repayments, redemptions, repurchases or
refinancing transactions (including our discretion to conduct purchases or repurchases, if any, in a variety of manners including open-market purchases,
privately negotiated transactions, tender offers, redemptions, or otherwise);

. our ability to utilize net operating loss carry-forwards to offset tax liabilities;

. our ability to separate the Company’s Home and Personal Care (“HPC”) business and create an independent Global Appliances business on expected
terms, and within the anticipated time period, or at all, and to realize the potential benefits of such business;

. our ability to create a pure play consumer products company composed of our Global Pet Care (“GPC”) and Home & Garden ("H&G") businesses and to
realize the expected benefits of such creation, and within the anticipated time period, or at all;
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. our ability to successfully implement and realize the benefits of acquisitions or dispositions and the impact of any such transactions on our financial
performance;

. our ability to achieve our goals and aspirations related to the reduction of greenhouse gas emissions ("GHG") or otherwise meet the expectations of our
stakeholders with respect to environmental, social and governance ("ESG") matters;

. the impact of actions taken by significant shareholders; and

. the unanticipated loss of key members of senior management and the transition of new members of our management teams to their new roles.

Some of the above-mentioned factors are described in further detail in the sections entitled Risk Factors in our annual and quarterly reports (including this
report), as applicable. You should assume the information appearing in this report is accurate only as of the end of the period covered by this report, or as
otherwise specified, as our business, financial condition, results of operations and prospects may have changed since that date. Except as required by applicable
law, including the securities laws of the U.S. and the rules and regulations of the U.S. Securities and Exchange Commission (“SEC”), we undertake no
obligation to publicly update or revise any forward-looking statement, whether as a result of new information, future events or otherwise, to reflect actual
results or changes in factors or assumptions affecting such forward-looking statements.

Risk Factors Summary

The following is a summary of the principal risks that could materially adversely affect our business, financial condition or results of operations in future
periods. The summary should be read in conjunction with the more detailed description of each risk factor described in Part 1, Item 1A Risk Factors section of
this report and should not be relied upon as an exhaustive summary of the material risks facing our business.

Risks related to our business operations: We participate in very competitive markets and we may not be able to compete successfully, causing us to lose market
share and sales.

. Our plans to separate our HPC business into an independent, publicly traded company may not be completed on the currently contemplated timeline or at
all and, if completed, may not achieve the intended benefits.

. Reliance on third-party relationships and outsourcing arrangements that are beyond our control could adversely affect our business.

. Compliance with regulations regarding the use of “conflict minerals” could limit the supply and increase the cost of certain metals used in manufacturing
our products.

. Uncertain global economic conditions may adversely impact demand for our products or cause our customers and other business partners to suffer
financial hardship, which could adversely impact our business.

. The People’s Republic of China (“PRC”) government may intervene with or influence the operations of our suppliers at any time, which could result in a
material change in our operations.

. Disruption in our global supply chain may negatively impact our business results.

. We participate in very competitive markets and we may not be able to compete successfully, causing us to lose market share and sales.

. Changes in consumer preferences and shopping trends and changes in distribution channels could significantly harm our business.

. Consolidation of retailers and our dependence on a small number of key customers for a significant percentage of our sales may negatively affect our
business, financial condition and results of operations.

. As a result of retailers maintaining tighter inventory control, we face risks related to meeting demand and storing inventory.

. Sales of certain of our products are seasonal and may cause our operating results and working capital requirements to fluctuate.

. Adverse weather conditions during our peak selling seasons for our home and garden products could have a material adverse effect on our home and
garden business.

. Our products utilize certain key raw materials; any significant increase in the price of, or change in supply and demand for, these raw materials could have
a material and adverse effect on our business, financial condition and profits.

. Our dependence on a few suppliers for certain of our products makes us vulnerable to a disruption in the supply of our products. Our dependence on a few
suppliers for certain of our products makes us vulnerable to a disruption in the supply of our products.

. Our home and garden products are mainly manufactured from our St. Louis, MO, facility and our aquatics products and certain companion animal
products are manufactured in Blacksburg, VA, Bridgeton, MO, Noblesville, IN and Melle, Germany. We are dependent upon the continued safe operation
of these facilities.

. We face a number of local, regional, and global uncertainties and potential disruptions, including relating to political and economic instability in a number
of regions, some of which have been historically volatile, including relating to political and economic instability in a number of regions, some of which
have been historically volatile, which could adversely impact our businesses.

. If we are unable to negotiate satisfactory terms to continue existing or enter into additional collective bargaining agreements, we may experience an
increased risk of labor disruptions and our results of operations and financial condition may suffer.

. Significant changes in actual investment return on pension assets, discount rates, and other factors could affect our results of operations, equity and
pension contributions in future periods.

. Our business may be materially affected by changes to fiscal and tax policies that could adversely affect our results of operations and cash flows.

. We may not be able to fully utilize our U.S. tax attributes.

. Our strategic initiatives including acquisitions and divestitures may not be successful and may divert our management’s attention away from operations
and could create general customer uncertainty.

. Significant costs have been incurred and are expected to be incurred in connection with the consummation of recent and future strategic initiatives
including the integration or separation of acquired or divested businesses within the Company.

. We may not realize the anticipated benefits of, and synergies from, our business acquisitions and may become responsible for certain liabilities and
integration costs as a result.

. We may not be able to retain key personnel or recruit additional qualified personnel, which could materially affect our business and require us to incur
substantial additional costs to recruit replacement personnel.

. Increased focus by governmental and non-governmental organizations, customers, consumers and investors on sustainability issues, including those
related to climate change, may have an adverse effect on our business, financial condition and results of operations and damage our reputation.

. Our business could be negatively impacted by corporate citizenship and sustainability matters and/or our reporting of such matters.

. Failure to deploy social media and influencers effectively may materially and adversely affect our reputation, business, financial condition and results of
operations.
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Risks related to our indebtedness and financing abilities: Our indebtedness may limit our financial and operating flexibility, and we may incur additional debt,
which could increase the risks associated with our substantial indebtedness.

Servicing our existing and future debt may require a significant amount of cash, and we may not have sufficient cash flow from our business to settle
exchanges of the Exchangeable Notes in cash, repay the Exchangeable Notes at maturity, or repurchase the Exchangeable Notes as required following a
fundamental change.

The capped call transactions we entered into in connection with the issuance of the Exchangeable Notes may affect the value of our common stock.
Aspects of the Capped Calls may not operate as planned and may affect the value of the Exchangeable Notes and our common stock, and we are subject
to counterparty credit risk with respect to the Capped Calls.

The conditional exchange feature of the Exchangeable Notes, if triggered, may adversely affect our financial condition and operating results.

Provisions in the indenture for the Exchangeable Notes may deter or prevent a strategic transaction that may be favorable to you.

The issuance of additional stock, including common stock delivered upon exchange of the Exchangeable Notes, will dilute all other shareholders.

Our substantial indebtedness may limit our financial and operating flexibility, and we may incur additional debt, which could increase the risks associated
with our indebtedness

Restrictive covenants in our debt agreements may restrict our ability to pursue our business strategies.

Future financing activities may adversely affect our leverage and financial condition.

Risks related to our international operations: We are subject to significant international business risks that could hurt our business and cause our results of
operations to fluctuate.

We are subject to significant international business risks that could hurt our business and cause our results of operations to fluctuate.

As a result of our international operations, we face a number of risks related to exchange rates and foreign currencies.

Our international operations expose us to risks related to compliance with the laws and regulations of foreign countries.

We face risks related to the impact on foreign trade agreements and relations.

We face risks associated with our international suppliers and supply chains, including those related to unfavorable and uncertain regulatory, political,
economic, tax, tariff, export and import controls imposed by the U.S. and other governments.

We are subject to risks associated with importing goods and materials from foreign countries.

Risks related to data privacy and intellectual property: We may not be able to adequately establish and protect our intellectual property rights, and the
infringement or loss of our intellectual property rights could harm our business.

We and our licensors may not be able to adequately establish and protect the intellectual property rights we use in our business and the infringement or
loss of our intellectual property rights could harm our business.

If we are unable to protect the confidentiality of our proprietary information and know-how, the value of our technology, products and services could be
harmed significantly.

Claims by third parties that we are infringing their intellectual property and other litigation could adversely affect our business.

A cybersecurity breach or failure of one or more key information technology systems could have a material adverse impact on our business or reputation.
Disruption or failures of our information technology systems could have a material adverse effect on our business.

Our actual or perceived failure to adequately protect personal data could adversely affect our business, financial condition and results of operations.

We are subject to data security and privacy risks that could negatively affect our results, operations or reputation.

Risks related to litigation and regulatory compliance: We are subject to a number of claims and litigation and may be subject to future claims and litigation,
any of which may adversely affect our business.

Class action and derivative action lawsuits and other investigations, regardless of their merits, could have an adverse effect on our business, financial
condition and results of operations.

We are subject to a number of claims and litigation and may be subject to future claims and litigation, any of which may adversely affect our business.
The Company has been, and may in the future be, subject to product liability claims and product recalls, which could negatively impact its profitability.
Agreements, transactions and litigation involving or resulting from the activities of our predecessor and its former subsidiaries may subject us to future
claims or litigation that could materially adversely impact our capital resources.

We may incur material capital and other costs due to changing environmental laws and regulations and other environmental liabilities.

Compliance with various public health, consumer protection and other regulations applicable to our products and facilities could increase our cost of
doing business and expose us to additional requirements with which we may be unable to comply.

Public perceptions that some of the products we produce and market are not safe could adversely affect us.

We have in our past recorded substantial impairment charges relating to indefinite-lived intangible assets. If our indefinite-lived intangible assets or other
long-term assets become impaired, we will be required to record additional impairment charges, which may be significant.

The successful execution of our operational efficiency and multi-year restructuring initiatives are important to the long-term growth of our business.

Risks related to investment in our common stock: The market price of the Company’s common stock is likely to be highly volatile and could fluctuate widely in
price in response to various factors, many of which are beyond our control.

Our Restated Bylaws provide that the Court of Chancery of the State of Delaware will be the exclusive forum for substantially all disputes between us and
our stockholders, which could limit our stockholders’ ability to obtain a favorable judicial forum for disputes with us or our directors, officers or
employees.

Certain provisions of our Amended and Restated Certificate of Incorporation, Restated Bylaws, and of the Delaware General Corporation Law (the
“DGCL”) have anti-takeover effects and could delay, discourage, defer or prevent a tender offer or takeover attempt that a stockholder might consider to
be in the stockholder’s best interests.

The market price of the Company’s common stock is likely to be highly volatile and could fluctuate widely in price in response to various factors, many
of which are beyond our control.
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PART 1
ITEM 1. BUSINESS

”

The terms “the Company,
otherwise indicated.

we," “our,” and "SBH" as used in this report, refer to Spectrum Brands Holdings, Inc. and its consolidated subsidiaries, unless

Our Annual Reports on Form 10-K, Quarterly Reports on Form 10-Q, Current Reports on Form 8-K, and amendments to reports filed pursuant to Sections
13(a) and 15(d) of the Securities Exchange Act of 1934, as amended (the “Exchange Act”), are available free of charge through our website at
www.spectrumbrands.com as soon as reasonably practicable after such reports are filed with, or furnished to, the SEC. The SEC also maintains a website that
contains our reports, proxy statements and other information at www.sec.gov. In addition, copies of our (i) Corporate Governance Guidelines, (ii) charters for
the Audit Committee, Compensation Committee, and Nominating and Corporate Governance Committee, (iii) Code of Business Conduct and Ethics and
(iv) Code of Ethics for the Principal Executive Officer and Senior Financial Officers are available on our website at www.spectrumbrands.com under “Investor
Relations.” Copies will also be provided to any stockholder upon written request to Spectrum Brands, Inc. at 3001 Deming Way, Middleton, Wisconsin 53562
or via electronic mail at investorrelations@spectrumbrands.com, or by telephone at (314) 253-5923.

General Overview

We are a diversified global branded consumer products and home essentials company managed in three vertically integrated, product focused segments:
(i) Global Pet Care (“GPC”), (ii) Home and Garden (“H&G”) and (iii) Home and Personal Care (“HPC”). The Company manufactures, markets and distributes
its products globally across regions including the North America (“NA”), Europe, Middle East & Africa (“EMEA”), Latin America (“LATAM”) and Asia-
Pacific (“APAC”) regions through a variety of trade channels, including retailers, wholesalers and distributors. We enjoy strong name recognition under our
various brands and patented technologies across multiple product categories. Global and geographic strategic initiatives and financial objectives are determined
at the corporate level. Each segment is responsible for implementing its defined strategic initiatives and achieving certain financial objectives, with each
segment having a business unit president responsible for sales and marketing initiatives and the financial results for all product lines within the segment. The
segments are supported through center-led shared service enabling functions consisting of finance and accounting, information technology, legal and human
resources, supply chain and commercial operations. The following is an overview of the consolidated business showing net sales by segment and geographic
region sold (based upon destination) as a percentage of consolidated net sales for the year ended September 30, 2025.

Net Sales by Segment Net Sales by Geography

APAC 3%

\
V5

_~ GPC39%

LATAM 8%
_— NA58%

HPC 41% —l

_/
A H&G 20% EMEA 31%
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Financial Adjust Cost
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Lean into of China for US Opportunities Prepare for

Market

Supply Chain Strength Growth

Our operating performance is influenced by a number of factors including: general economic conditions; foreign exchange fluctuations; trends in consumer
markets; consumer confidence and preferences; our overall product line mix, including pricing and gross margin, which vary by product line and geographic
market; pricing of certain raw materials and commodities; energy and fuel prices; and our general competitive position, especially as impacted by our
competitors’ advertising and promotional activities and pricing strategies. See ltem 7 - Management’s Discussion and Analysis of Financial Condition and
Results of Operations, for further discussion of the consolidated operating results and segment operating results.
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Global Pet Care (GPC)

GPC sells products within the companion animal, dog and cat food and aquatics product categories. Companion animal products include rawhide and rawhide
free chews and treats, dog and cat clean-up, training, health and grooming, and small animal food and care products. Dog and cat food includes wet and dry pet
food for dogs and cats. Aquatics includes consumer and commercial aquarium kits, stand-alone tanks, aquatics equipment such as filtration systems, heaters and
pumps, and aquatics consumables such as fish food, water management and care. The following is an overview of GPC net sales by product category and
geographic region (based upon destination) for the year ended September 30, 2025.

Net Sales by Product Category Net Sales by Geography

APAC 3%
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Product sales are generally through our direct sales force and network of brokers and distributors primarily with large retailers, pet superstores, e-commerce,
food and drug retailers, warehouse clubs and other pet specialty retail, with a significant concentration of sales to a limited group of retail customers each
exceeding 10% of segment sales, consisting of Amazon and Walmart, representing approximately 34% of segment sales for the year ended September 30, 2025.
A portion of sales are from installation and maintenance services on commercial aquariums. Live fish under the GloFish® brand are produced, marketed, and
sold by an independent third-party breeder through a supply and licensing agreement with the Company. Segment sales remain mostly consistent throughout
the year with slight variations during holiday periods. Our sales by quarter as a percentage of annual net sales during the year ended September 30, 2025 are as
follows:

First Quarter Second Quarter Third Quarter Fourth Quarter
24 % 25 % 24 % 27 %

Markets for our products are highly competitive where we compete based upon brand strength, product innovation, quality, performance, advertising and brand
awareness, value, dependency and strength in our relationships with our retail partners and distributors. Primary competitors are Mars Corporation, Nestle
Purina, and the Central Garden & Pet Company, each of which sells a comprehensive line of pet products and brands that competes across product categories.
The pet supplies product category is highly fragmented with no competitor holding a substantial market share and consists of small companies with limited
product lines, including private label products and suppliers.

Most all chews products along with other aquatics equipment and companion animal hard goods are also produced at third-party suppliers in the APAC region.
We maintain ownership of most tooling and molds used by third-party suppliers. Product purchased from third-party suppliers are susceptible to fluctuations in
transportation costs, government regulations and tariffs, and foreign currency exchange rates. We continuously monitor and evaluate our supplier network for
quality, cost, and manufacturing capacity.

Aquatics and certain other companion animal products are produced in various manufacturing plants located in the U.S. and Germany, including the production
of glass aquariums in in our Noblesville, IN facility, shampoos and aquarium salt in our Blacksburg, VA facility, OmegaSea® fish food with bird and other
small animal products manufactured in our Bridgeton, MO facility, and most Tetra® aquatics nutrition and care products manufactured in our Melle, Germany
facility. We continually evaluate capacity at our manufacturing facilities and related utilization. In general, we believe our existing facilities are adequate for
our present and foreseeable future operating needs. Majority of our shipments are made via common carriers with strategically located distribution centers
within the respective operating regions for the segment.

Our research and development strategy is focused on new product development and performance enhancements of our existing products. We plan to continue to
use our brand names, customer relationships and research and development efforts to introduce innovative products that offer enhanced value to consumers
through new designs and improved functionality.
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Home and Garden (H&G)

H&G sells products in the household and outdoor controls, repellents, and cleaning product categories. Household controls include pest control solutions such
as spider and scorpion killers, ant and roach killers, flying insect killers, insect foggers, wasp and hornet killers, and bedbug, flea and tick control products.
Outdoor controls include weed control solutions and insect and animal repellents, such as aerosols, granules, and ready-to-use spray or hose-and-ready-to-
sprays. Repellents include personal use pesticides and insect repellent products, including aerosols, lotions, pump sprays and wipes; in addition to area
repellents such as yard sprays and citronella candles. Cleaning includes household surface cleaning, maintenance, and restoration products, including bottled
liquids, mops, and wipes. The following is an overview of H&G net sales by product category and geographic region (based upon destination) for the year
ended September 30, 2025.

Net Sales by Product Category Net Sales by Geography
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Product sales are generally through our direct sales force and network of brokers and distributors primarily with large retailers, home improvement centers,
mass merchants, dollar stores, hardware stores, lawn and garden distributors, food and drug retailers, and e-commerce with a significant concentration of sales
to a limited group of retailer customers each exceeding 10% of segment sales, consisting of The Home Depot, Lowe’s and Walmart, representing
approximately 64% segment sales for the year ended September 30, 2025. Segment sales typically peak during the first six months of the calendar year (the
Company’s second and third fiscal quarters) and are generally lowest in the last three months of the calendar year (the Company’s first quarter) due to customer
purchasing patterns, timing of promotional activities and seasonal sales activity impacted by changes in weather conditions. Quarterly sales as a percentage of
annual net sales during the year ended September 30, 2025, are as follows:

First Quarter Second Quarter Third Quarter Fourth Quarter
16 % 27 % 33 % 24 %

Markets for our products are highly competitive where we compete based upon brand strength, product innovation, quality, performance, advertising and brand
awareness, value, dependency and strength in our relationships with our retail partners and distributors. Primary competitors include The Scotts Miracle-Gro
Company (Ortho, Roundup, Tomcat), S.C. Johnson & Son, Inc. (Raid, OFF!), Central Garden & Pet (AMDRO, Sevin), SBM Company (BioAdvanced), Henkel
AG & Co. KgaA (Combat), Bona AB (Bona), and Procter & Gamble (Swiffer, Zevo).

H&G produces the majority of its products in one facility in Vinita Park, MO, with production primarily consisting of liquids and aerosols, and the remaining
portion of products being produced by various third-party manufacturers, consisting of granulates, candles, baits & traps, wipes and Rejuvenate® cleaning
products. The main raw materials purchased are plastic bottles, steel aerosol cans, corrugate, active ingredients, and bulk chemicals. The prices of these raw
materials are susceptible to fluctuations due to supply and demand trends, energy costs, transportation costs, inflation, government regulations, and tariffs. We
continuously monitor and evaluate our supplier network for quality, cost, and manufacturing capacity. Majority of our shipments are made via common carriers
with a strategically located distribution center in Edwardsville, IL.

Our research and development strategy is focused on new product development and performance enhancements of our existing products. We plan to continue to
use our brand names, customer relationships, and research and development efforts to introduce innovative products that offer enhanced value to consumers
through new designs and improved functionality.
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Home and Personal Care (HPC)

HPC sells products in the small home appliances and personal care appliance product categories. Home appliances products consist of small kitchen appliances
including toaster ovens, coffeemakers, slow cookers, air fryers, blenders, hand mixers, grills, food processors, juicers, toasters, irons, kettles, and bread makers,
cookware and cookbooks. Personal care products consist of hair dryers, flat irons and straighteners, rotary and foil electric shavers, personal groomers,
mustache and beard trimmers, body groomers, nose and ear trimmers, women's shavers, and haircut kits. The following is an overview of net sales by product
category and geographic region (based upon destination) for the year ended September 30, 2025.

Net Sales by Product Category Net Sales by Geography

Kitchen & NA 36%
Home 60% \

APAC 5% - I

\ o \— EMEA 42%
0,
Personal Care 40% LATAM 17%
Related Brands

IEQSEM‘!’NQIQ:‘S I @ AREH”SSHSE’EISIEjEO‘QBbS EMERI L% GASSE pawer?,(L % GEORGE FOREMAN
Breadman  Jviceman

s
COPPER)(CHEF.

Product sales are generally through our direct sales force and network of brokers and distributors primarily with large retailers, e-commerce, wholesalers,
distributors, warehouse clubs, food and drug retailers and specialty retail outlets with a significant concentration of sales to a limited group of retail customers
each exceeding 10% of segment sales, consisting of Amazon and Walmart, representing approximately 42% of segment sales for the year ended September 30,
2025. A portion of sales are also direct-to-consumer through direct response television, brand websites, and other online marketplaces. Segment sales tend to
increase during the December holiday season (the Company’s fiscal first quarter) and late summer months for “back-to-school” sales (the Company’s fiscal
fourth quarter). Quarterly sales as a percentage of annual net sales during the year ended September 30, 2025, are as follows:

First Quarter Second Quarter Third Quarter Fourth Quarter
30 % 22 % 22 % 26 %

All brands and tradenames noted above are owned by the Company, with the exception of Black+Decker® (“B+D”) and Emeril Legasse® ("Emeril") which are
subject to trademark license agreements. The B+D brand is subject to a trademark license agreement with the license holder, Stanley Black+Decker, pursuant to
which we license the brand in NA and LATAM for certain designated products types of home appliances for a fee based on a percentage of sales, subject to
minimum annual royalty payments, maximum annual return rates and promotional spending commitments, and having an expiration of December 31, 2027
with two subsequent four-year renewal rights each based upon meeting certain sales metrics, with minimum royalty subject to adjustment for each renewal
period; potentially extending the total contract term to December 31, 2035. See Note 5 — Revenue Recognition and Receivables included in the Notes to the
Consolidated Financial Statements for further detail on concentration of sales exceeding 10% of consolidated and segment sales from B+D product sales. The
Emeril brand is subject to a trademark license agreement with the license holder, Martha Stewart Living Omnimedia, Inc., pursuant to which we license the
brand within NA, Mexico, Australia, and the United Kingdom for certain designated product types of home appliances for a fee based on a percentage of sales
expiring on December 31, 2027. Sales subject to the Emeril license do not have a concentration greater than 10% of consolidated or segments sales. We own
the right to use the Remington® trademark for personal care products through the terms of an agreement between a wholly-owned subsidiary of the Company,
Remington Products, LLC, and a separate third party, Remington Arms Company, Inc., which provides shared use of the trademark on products not considered
"principal products of interest" for either company.

Markets for our products are highly competitive where we compete based upon brand strength, product innovation, quality, performance, advertising and brand
awareness, value, dependency and strength in our relationships with our retail partners and distributors. Primary competitors for the home appliances product
category within our HPC segment include Newell Brands (Sunbeam, Mr. Coffee, Crockpot, Oster), De’Longhi America (DeLonghi, Kenwood, Braun),
SharkNinja (Shark, Ninja), Hamilton Beach Holding Co. (Hamilton Beach, Proctor Silex), Sensio, Inc. (Bella), SEB S.A.(T-fal, Krups, Rowenta), Whirlpool
Corporation (Kitchen Aid), Conair Corporation (Cuisinart, Waring), Versuni (Philips), Donlim (Morphy Richards), Gourmia, and private label brands for major
retailers. Primary competitors for the personal care product category within our HPC segment include Koninklijke Philips Electronics N.V. (Norelco), The
Procter & Gamble Company (Braun), Conair Corporation, Wahl Clipper Corporation, Helen of Troy Limited, SharkNinja (Shark), and Dyson Limited (Dyson).

Substantially all segment products are manufactured by third-party suppliers located in the APAC region, the prices of which may be susceptible to changes in
transportation costs, government regulations and tariffs, and changes in currency exchange rates. We maintain ownership of most tooling and molds used by
our suppliers. We continuously monitor and evaluate our supplier network for quality, cost, and manufacturing capacity. The majority of our shipments are
made via common carriers with strategically located distribution centers within the respective operating regions of the segment.

Our research and development strategy is focused on new product development and performance enhancements of our existing products. We plan to continue to
use our brand names, customer relationships and research and development efforts to introduce innovative products that offer enhanced value to consumers
through new designs and improved functionality.









































































































































































































































































































































































































