





A MESSAGE TO SHAREHOLDERS

From Chairman and CEO Ron Kramer

| am pleased to report that Griffon had another outstanding
year in fiscal 2024. We delivered strong financial
performance highlighted by our free cash flow generation
and operating profitability, achieved while navigating a
challenging macroeconomic  environment. Continued
EBITDA margin performance of greater than 30% from our
Home and Building Products (HBP) segment was the
principal factor driving our results, complemented by
significantly improved profitability at our Consumer and
Professional Products (CPP) segment as we began realizing
benefits from our recently completed global sourcing

expansion initiative.

Griffon’s 2024 adjusted EBITDA' before unallocated
expenses was $574 million, representing a 21.9% EBITDA
margin and a 100 basis point improvement in profitability
year-over-year. This profitability drove the generation of
$326 million of free cash flow?, which we used to return
$310 million to Griffon shareholders in the form of share
repurchases and dividends. We were able to do this while
maintaining our year-over-year leverage at 2.6 times net debt

to EBITDASZ, which is at the low end of our target range.

Our continued commitment to returning value to
shareholders is reflected in Griffon’s Total Shareholder
Return, which has consistently surpassed the returns of
the Russell 2000 and S&P 600. The cumulative return chart
over the last one, three, and five fiscal years demonstrates

this outperformance.
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Data from Bloomberg. Total Shareholder Return assumes
reinvestment of all dividends.

We continue to invest in productivity, technology, and
innovation across our businesses, which will enhance our
operating margins in the near term and drive additional
growth opportunities in the long term. At HBP, we are
expanding Clopay’s Troy, Ohio sectional door manufacturing
capacity and adding advanced manufacturing equipment to
satisfy increased customer demand for premium products.
These investments will support the production of some of
our most exciting new products, and we plan to make
further investments in capacity expansion and technology in
2025.

Within CPP, the successful conclusion of our global
sourcing initiative and the deployment of our global
business intelligence system are already positively
impacting CPP’s operating results. We expect to see
continued improvement over the next several years as the

full benefits of these investments are realized.
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HOME AND BUILDING PRODUCTS

The HBP segment conducts its operations through Clopay
Corporation (Clopay), the preeminent manufacturer and
marketer of sectional residential and commercial garage
doors and rolling steel doors in North America. Clopay’s
products are sold under the Clopay®, Cornell®, Cookson®,
Ideal Door® and Holmes® brands. Clopay leverages its
extensive design, manufacturing and logistics capabilities,
including its 56 North American distribution centers, to
serve a diverse customer portfolio spanning a network of

over 3,000 professional dealers and retail partners.

Despite  challenging residential and commercial
construction markets, HBP generated fiscal 2024 revenue
of $1.6 billion and adjusted EBITDA' of $501 million. These
results demonstrate the resilience and strength of Clopay’s
business model, the dedication of its team, and the loyalty

of its customers.

Innovation

Clopay’s commitment to innovation remained a cornerstone
of its success in fiscal 2024, and Clopay’s product
development pipeline continues to expand in exciting new
ways with a focus on addressing evolving customer needs
in design, functionality, and connectivity. Clopay is
committed to providing the best products to architects,
remodelers, and

facility owners, homeowners,

homebuilders alike.

A highlight of the year was the highly anticipated launch
of the VertiStack® Avante® aluminum and glass door at the
2024 International Builders’ Show in Las Vegas. This
innovative  vertical stacking door reimagines the
conventional garage door, offering a clean, modern design

that eliminates overhead tracks and exposed hinges. The

door maximizes overhead space and floods interiors with

natural light.

VertiStack Avante® was named the “Hottest New
Product” at the International Door Association Expo,
recognized as a Merchandise Vice President’s Top 3
Product at The Home Depot’s annual product walk, and
earned an Honorable Mention for Architecture MasterPrize™

(AMP) and an Architizer A+ Awards Special Mention.

Clopay has employed a strategy of building on its legacy
residential garage door models to meet the evolving design
preferences of consumers. This strategy has paid off, such
as with the introduction of “Canyon Ridge Elements” to
broaden the market appeal of the best-selling Canyon Ridge
faux wood composite residential line. Clopay also expanded
color offerings on the Modern Steel Ultra-Grain Plank door,
giving homeowners more options to complement their

homes.

In the commercial segment, energy efficiency remains a
critical factor driving innovation and product development.
In line with this shift toward more precise performance
standards, Clopay introduced the Thermiser Max® - Low U
door with a U-factor rating of 0.532, making it the most
energy-efficient rolling door available on the market today.
Driven by their mission to make doors that are easy to
service and maintain, Clopay introduced SmartSync™, a
real-time wireless diagnostic tool that improves speed and
efficiency when trouble-shooting electrical issues with

industrial controls.

Infrastructure and Technology

Clopay also continues to invest in its manufacturing and
distribution infrastructure. Clopay is expanding capacity at
its Troy facility and improving operational efficiencies that
will enable it to better serve its customers and respond to

increasing demand. Clopay has also invested for growth by
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expanding its reach with new distribution centers in the
growing Austin, Texas and Phoenix, Arizona markets. As an
industry leader in technology, tools, and systems, Clopay
continues to invest in advanced technologies to support the
customer experience, manufacturing efficiency and quality,
new product development, enterprise systems, efficiency

and security.

Clopay uses several tools to increase brand awareness
and bring customers into the purchase funnel. Among them
is a national multimedia advertising campaign, named the
best in the industry in 2024 by the Door and Access
Systems Manufacturer’s Association (DASMA). This year
Clopay launched a new version of the clopaydoor.com
consumer website with increased functionality and will
soon be introducing a new design tool that combines Al
technology with visual design to match user preferences to

the best garage door for their home.

Giving Back to the Community

Clopay’s success goes hand-in-hand with the success of
the communities in which they operate. One of the most
visible ways Clopay gives back is through its partnership
with Habitat for Humanity. Since 2020, Clopay has provided
funding and doors for three home builds in Ohio, providing
first-time homeowners with much-needed support. Clopay
associates take great pride in seeing their work make a
tangible difference in the lives of their neighbors. This
initiative is a testament to Clopay’s commitment to build

both strong businesses and strong communities.

Looking Ahead

Looking forward, Clopay is well-positioned for continued
growth and profitability. Garage doors continue to rank as
the most affordable home improvement project with nearly
a 2x return on investment at resale, according to the Zonda
2024 Cost vs. Value Report. We have plans to capitalize on
this trend with new products, growing distribution, and
outstanding customer service. The future is bright, and we
are excited about the opportunities that lie ahead for

Clopay.
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CONSUMER AND PROFESSIONAL
PRODUCTS

The CPP segment is a global provider of branded consumer
and professional tools; residential, commercial, and industrial
fans; home storage and organization products; and products
that enhance outdoor lifestyles. CPP serves its primary
markets in the United States, Australia, Canada, and the
United Kingdom, and offers its products through a portfolio of
leading brands including AMES®, ClosetMaid®, Hunter®, True
Temper®, Razor-Back®, Jackson®, Casablanca®, Hills®,

Garant®, Cyclone®, Nylex®, Harper® and Kelkay®.

Innovation

Product innovation for the segment is highlighted by
Hunter’s incorporation of
SureSpeed®, WeatherMax®,

SIMPLEconnect® Wi-Fi capability, and energy efficient AC

leading-edge product

technologies such as

and DC motor technologies to differentiate its product
offerings from the competition. These innovations provide
valuable features for Hunter’s fan product lines including
increased air velocity, reliable and corrosion-resistant
outdoor operation, and easy installation. Hunter’s market-
leading motor technology creates a platform for energy
efficient products, and for continued expansion into

220-volt international markets such as Australia.

Infrastructure and Technology

CPP’s global sourcing expansion initiative was launched in
May 2023 and completed by the end of fiscal 2024, on budget
and ahead of schedule. This initiative leverages CPP’s global
supply chain for the manufacture of products to be sold in the
U.S. and has resulted in the cessation of manufacturing
operations at multiple CPP facilities comprising approximately
1.2 million square feet. With this initiative now complete, CPP

is in a better position to serve the evolving global market with

an asset-light operating model that provides improved
flexibility and profitability.

CPP is also continuing the successful global deployment of
its business intelligence system, which provides powerful
business analytics tools, data management, and reporting for
its operating business in all of our home markets. This roll-out
is an essential element of further growth and improved

efficiency of CPP’s global supply chain across the segment.

Financial Results

CPP results for the year continued to reflect challenging
and uncertain market conditions. Revenue decreased 6% to
$1 billion primarily from reduced consumer demand in
North America, partially offset by increased volume in the

Australian market.

During the year, AMES Australasia acquired Pope, a
leading Australian provider of residential watering products,
which further expands the AMES portfolio in the Australian
market. We expect Pope to contribute approximately
$25 million of incremental sales to AMES in its first full

year of operation.

CPP adjusted EBITDA' of $73 million represents an
increase of 44% versus the prior year, driven by improved
North American production costs and improved margin in
Australia, offset by reduced sales from softer consumer
demand. The improved profitability in North America is
primarily due to the early positive effects of the global

sourcing initiative.

Looking Ahead

With its global sourcing initiative complete, CPP is well-
positioned to capitalize on the recovery of consumer demand
in North America and to realize improved operational
efficiencies through a flexible, asset-light business model.
Global deployment of the business intelligence system will
contribute to improved supply chain efficiency and
information collaboration across all CPP global business units.
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CLOSING

In fiscal 2024, we continued to focus on delivering
shareholder value while maintaining a strong balance
sheet. From April 2023 through the end of fiscal year
2024, we repurchased 8.9 million shares of Griffon stock,
representing 16% of shares outstanding as of April 2023.
Over the past two fiscal years we have returned
$595 million to shareholders through share buybacks and
dividends, while reducing our net debt to EBITDA leverage
ratio® from 2.9x to 2.6x.

We are in an excellent position as we enter fiscal 2025
with a proven strategy, skilled team, and robust balance
sheet. These factors will drive strong operating performance
and robust free cash flow generation, which we will use to
drive a capital allocation strategy that delivers long-term

value to our shareholders.

Over the next three years, we expect to generate over
$1 billion of free cash flow. We will use this cash to execute
our ongoing share repurchase program, pay down debt, and
strategically invest in our businesses. In November 2024,
Griffon’s Board of Directors demonstrated its support of this

T For a reconciliation of Adjusted EBITDA to Income (loss)
before taxes from continuing operations, see the GAAP to
Non-GAAP reconciliation on page 98 of this annual report.

2 For a reconciliation of Net cash provided by operating
activities to free cash flow, see the GAAP to Non-GAAP
reconciliation at the end of this annual report.

strategy, authorizing an additional $400 million for share
buybacks. Our capital allocation strategy underscores the
confidence of Griffon’s Board and management in our
outlook and strategic plan. | could not be more appreciative
of the hard work and tireless dedication of our Griffon
employees. Around the world, they have been the key to our
achievements in fiscal 2024 and | extend my heartfelt

gratitude to all of them.

| am eager to execute our strategic plan and create
additional value for our stakeholders. This is the third year
in a row | have ended this letter by saying “The best is yet
to come.” | remain confident in this statement.

Yours sincerely,

Ronald J. Kramer
Chairman and CEO

3 For the calculation of our net debt to EBITDA leverage
ratio as of September 30, 2024, September 30, 2023 and
September 30, 2022, which is calculated based on the
applicable covenant in Griffon’s credit agreement, see the
GAAP to non-GAAP reconciliation at the end of this
annual report.
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Special Notes Regarding Forward-Looking Statements

This Annual Report on Form 10-K, especially “Management’s Discussion and Analysis”, contains
certain “forward-looking statements” within the meaning of the Securities Act, the Securities Exchange
Act of 1934, as amended, and the Private Securities Litigation Reform Act of 1995. Such statements
relate to, among other things, income (loss), earnings, cash flows, revenue, changes in operations,
operating improvements, industries in which Griffon Corporation (the “Company” or “Griffon”)
operates and the United States and global economies. Statements in this Form 10-K that are not
historical are hereby identified as “forward-looking statements” and may be indicated by words or
phrases such as “anticipates,” “supports,” “plans,” “projects,” “expects,” “believes”, “achieves",
“should,” “would,” “could,” “hope,” “forecast,” “management is of the opinion,” “may,” “will,”
“estimates,” “i explores,” “opportunities,” the negative of these expressions, use of the future

LEINT3 LRI

EEINT3 EEINT3

intends,
tense and similar words or phrases. Such forward-looking statements are subject to inherent risks and
uncertainties that could cause actual results to differ materially from those expressed in any forward-
looking statements. These risks and uncertainties include, among others: current economic conditions
and uncertainties in the housing, credit and capital markets; Griffon’s ability to achieve expected
savings and improved operational results from cost control, restructuring, integration and disposal
initiatives (including the expanded CPP global outsourcing strategy announced in May 2023); the ability
to identify and successfully consummate, and integrate, value-adding acquisition opportunities;
increasing competition and pricing pressures in the markets served by Griffon’s operating companies;
the ability of Griffon’s operating companies to expand into new geographic and product markets, and to
anticipate and meet customer demands for new products and product enhancements and innovations;
increases in the cost or lack of availability of raw materials such as steel, resin and wood, components or
purchased finished goods, including any potential impact on costs or availability resulting from tariffs;
changes in customer demand or loss of a material customer at one of Griffon’s operating companies; the
potential impact of seasonal variations and uncertain weather patterns on certain of Griffon’s
businesses; political events or military conflicts that could impact the worldwide economy; a downgrade
in Griffon’s credit ratings; changes in international economic conditions including inflation, interest rate
and currency exchange fluctuations; the reliance by certain of Griffon’s businesses on particular third
party suppliers and manufacturers to meet customer demands; the relative mix of products and services
offered by Griffon’s businesses, which impacts margins and operating efficiencies; short-term capacity
constraints or prolonged excess capacity; unforeseen developments in contingencies, such as litigation,
regulatory and environmental matters; Griffon’s ability to adequately protect and maintain the validity
of patent and other intellectual property rights; the cyclical nature of the businesses of certain of
Griffon’s operating companies; possible terrorist threats and actions and their impact on the global
economy; effects of possible IT system failures, data breaches or cyber-attacks; the impact of
pandemics, such as COVID-19, on the U.S. and the global economy, including business disruptions,
reductions in employment and an increase in business and operating facility failures, specifically among
our customers and suppliers; Griffon’s ability to service and refinance its debt; and the impact of recent
and future legislative and regulatory changes, including, without limitation, changes in tax laws. Such
statements reflect the views of the Company with respect to future events and are subject to these and
other risks, as previously disclosed in the Company’s Securities and Exchange Commission filings.
Readers are cautioned not to place undue reliance on these forward-looking statements. These forward-
looking statements speak only as of the date made. Griffon undertakes no obligation to publicly update
or revise any forward-looking statements, whether as a result of new information, future events or
otherwise, except as required by law.



(Unless otherwise indicated, any reference to years or year-end refers to the fiscal year ending
September 30 and U.S. dollars and non-U.S. currencies are in thousands, except per share data)

PART I
Item 1. Business

Overview

113 2

Griffon Corporation (the “Company” or “Griffon”, “we”, “us”) is a diversified management and
holding company that conducts business through wholly-owned subsidiaries. The Company, founded in
1959, is a Delaware corporation headquartered in New York, N.Y. and is listed on the New York Stock
Exchange (NYSE:GFF).

Business Strategy

Our strategic objective is to maintain leading positions in the markets we serve by providing innovative,
branded products with superior quality and industry-leading service. We place emphasis on our iconic
and well-respected brands, which helps to differentiate us and our offerings from our competitors and
strengthens our relationship with our customers and those who ultimately use our products.

Through operating a diverse portfolio of businesses, we expect to reduce variability caused by external
factors such as market cyclicality, seasonality, and weather. We achieve diversity by providing various
product offerings and brands through multiple sales and distribution channels and conducting business
across multiple countries which we consider our home markets.

Griffon oversees the operations of its subsidiaries, allocates resources among them and manages their
capital structures. Griffon provides direction and assistance to its subsidiaries with acquisition and growth
opportunities as well as divestitures. As long-term investors, we intend to continue to grow and strengthen
our existing businesses, and to diversify further through investments in our businesses and acquisitions.

Since 2017, we have undertaken a series of transformative transactions to strengthen our core business
and increase shareholder value. We divested our specialty plastics business in 2018 and our defense
electronics (Telephonics) business in 2022 to focus on our core markets and improve our free cash flow
conversion. In our Home and Building Products (“HBP”) segment, we acquired CornellCookson, Inc.
(“CornellCookson”) in 2018, which has established us as a leading North American manufacturer and
marketer of residential garage doors and sectional commercial doors, and rolling steel doors and grille
products, under brands that include Clopay, Ideal, Cornell and Cookson. In our Consumer and
Professional Products (“CPP”) segment, we expanded the scope of our brands through the acquisition
of Hunter Fan Company (“Hunter”) in January 2022 and ClosetMaid, LLC (“ClosetMaid”) in 2018.

On July 1, 2024, Griffon announced that its subsidiary, The AMES Companies, Inc., (“AMES”)
expanded the scope of its Australian operations by acquiring substantially all the assets of Pope, a
leading Australian provider of residential watering products, from The Toro Company (NYSE:TTC) for
a purchase price of approximately AUD 21,800 (approximately $14,500) in cash. This is CPP’s seventh
acquisition in Australia since 2013, and further expands AMES’s product portfolio in the Australian
market. Pope is expected to contribute approximately $25,000 in revenue in the first twelve months
after this acquisition.

On June 27, 2022 we completed the sale of our Defense Electronics segment which consisted of our
Telephonics subsidiary for $330,000 in cash, excluding customary post-closing adjustments. As such, the
results of operations of our Telephonics business is classified as a discontinued operation in the
Consolidated Statements of Operations for all periods presented and the related assets and liabilities
have been classified as assets and liabilities of the discontinued operation in the Consolidated Balance
Sheets. Accordingly, all references made to results and information in this Annual Report on
Form 10-K are to Griffon’s continuing operations, unless noted otherwise.

On January 24, 2022, Griffon acquired Hunter, a market leader in residential ceiling, commercial, and
industrial fans, from MidOcean Partners (“MidOcean”) for a contractual purchase price of $845,000.



Hunter, which is part of Griffon’s Consumer and Professional Products segment, complements and
diversifies our portfolio of leading consumer brands and products.

CPP Global Sourcing Strategy Expansion and Restructuring Charges

Griffon announced in May 2023 that CPP was expanding its global sourcing strategy to include long
handled tools, material handling, and wood storage and organization product lines for the U.S. market.
This initiative was successfully completed as of September 30, 2024, ahead of the previously announced
date of December 31, 2024.

As a result of this global sourcing expansion initiative, manufacturing operations have concluded at four
manufacturing sites and four wood mills, resulting in a total facility footprint reduction of
approximately 1.2 million square feet, or approximately 15% of CPP’s square footage, and a headcount
reduction of approximately 600.

The adoption of an asset-light business model for these U.S. products has positioned CPP to better
serve customers with a more flexible and cost-effective sourcing model that leverages supplier
relationships around the world, and improved its competitive positioning. These actions will be essential
for CPP to achieve its target of 15% EBITDA margin while enhancing free cash flow through improved
working capital and significantly reduced capital expenditures.

Implementation of this strategy over the duration of the project resulted in charges of $133,777, which
included $51,082 of cash charges for employee retention and severance, operational transition, and
facility and lease exit costs, and $82,695 of non-cash charges primarily related to asset write-downs. In
addition, there were $2,678 of capital investments to effectuate the project. This excludes cash proceeds
from the sale of real estate and equipment, which through September 30, 2024 were $13,271, and
excludes future proceeds from the sale of remaining real estate and equipment.

Further Information

Griffon posts and makes available, free of charge through its website at www.griffon.com, its annual
report on Form 10-K, quarterly reports on Form 10-Q, current reports on Form 8-K and amendments to
those reports filed or furnished pursuant to Section 13(a) of the Securities Exchange Act of 1934, as
well as press releases, as soon as reasonably practicable after such materials are published or filed with
or furnished to the Securities and Exchange Commission (the “SEC”). The information found on
Griffon’s website is not part of this or any other report it files with or furnishes to the SEC.

For information regarding revenue, profit and total assets of each segment, see the Reportable
Segments footnote in the Notes to Consolidated Financial Statements.

Reportable Segments:
Griffon conducts its operations through two reportable segments:

e Home and Building Products (“HBP”) conducts its operations through Clopay Corporation
(“Clopay”). Founded in 1964, Clopay is the largest manufacturer and marketer of garage doors
and rolling steel doors in North America. Residential and commercial sectional garage doors are
sold through professional dealers and leading home center retail chains throughout North
America under the brands Clopay, Ideal, and Holmes. Rolling steel door and grille products
designed for commercial, industrial, institutional, and retail use are sold under the Cornell and
Cookson brands.

e Consumer and Professional Products (“CPP”) is a leading global provider of branded consumer
and professional tools; residential, industrial and commercial fans; home storage and organization
products; and products that enhance indoor and outdoor lifestyles. CPP sells products globally
through a portfolio of leading brands including AMES, since 1774, Hunter, since 1886, True
Temper, and ClosetMaid.



Reportable Segments:

HOME AND BUILDING PRODUCTS

The HBP segment consists of Clopay. Founded in 1964 and acquired by Griffon in 1986, Clopay has
grown organically and through acquisitions to become the largest manufacturer and marketer of
residential and commercial garage doors, and rolling steel doors in North America. The majority of
Clopay’s sales come from home remodeling and renovation projects, with the balance from commercial
construction and new residential housing construction. Sales into the home remodeling market are
driven by the aging of the housing stock, existing home sales activity, and the trends of improving both
home appearance and energy efficiency. Sales into the commercial market are driven by commercial
construction and repair and replacement, including the aging of nonresidential buildings, warehouses,
and institutional and industrial facilities, as well as increased business activity, changes to building
codes, security of facilities, and trends of improving function and performance.

Clopay has approximately 3,000 employees.

Brands

Clopay brings over 50 years of experience and innovation to the residential and sectional garage door
industry, and has over 100 years of experience in the rolling steel industry. Residential and commercial
sectional products are sold under market-leading brands including Clopay®, America’s Favorite Garage
Doors®, Holmes Garage Door Company® and IDEAL Door®. Clopay commercial rolling steel door
brands include Cornell®, Cookson® and Clopay®.

Products and Service

Clopay manufactures a broad line of residential sectional garage doors with a variety of options, at
varying prices. Clopay offers garage doors made primarily from steel, aluminum, plastic composite and
wood, and also sells related products, such as garage door openers manufactured by third parties.

Commercial door products manufactured and marketed by Clopay include rolling steel service doors,
fire doors, shutters, steel security grilles, and room dividers. Clopay also manufactures and markets
commercial sectional doors, which are similar to residential garage doors, but are designed to meet the
more demanding performance specifications of a commercial application.

Customers

Clopay supports a diversity of customers ranging from local rural dealerships to national retail chains.
Clopay’s customers include over 3,000 independent professional installing dealers and major home
center retail chains including Home Depot and Menards. Clopay maintains strong relationships with its
installing dealers and believes it is the largest supplier of sectional garage doors to the retail and
professional installing channels in North America and the largest supplier of rolling steel door products
in North America.

Clopay distributes its garage doors directly to customers from its manufacturing facilities and through
its network of 56 distribution centers located throughout the U.S. and Canada. These distribution
centers allow Clopay to maintain an inventory of garage doors near installing dealers and provide
quick-ship service to retail and professional dealer customers.

Clopay is currently the exclusive supplier of residential and commercial garage doors to Home Depot
and Menards locations throughout North America, and has had relationships with each for more than
25 years. The loss of either of these customers would have a material adverse effect on Clopay and
Griffon.



Product Development

Clopay product development efforts focus on both new products and improvements to existing
products. Products are developed through in-house design and engineering staffs.

Clopay operates technical development centers where its research engineers design and develop new
products and technologies and perform durability and performance testing of new and existing products,
materials and finishes. Clopay continually improves its door offerings through these development
efforts, focusing on characteristics such as strength, design, performance, durability, and energy
efficiency. The process engineering teams also work to develop new manufacturing processes and
production techniques aimed at improving manufacturing efficiencies and ensuring quality-made
products.

Sales and Marketing

The Clopay sales and marketing organization supports our customers, consults on new product
development and aggressively markets door solutions, with a primary focus on the North American
market. Clopay maintains a strong promotional presence, in both traditional and digital media.

Clopay provides a unique customer experience platform called MyClopay™ which delivers an array of
sales, order management, analytical, instructional, and informational applications. These applications
empower Clopay’s customers to provide the best solutions to their end customers, and MyClopay has
been widely adopted by Clopay’s customers due to its feature rich, intuitive, and device-agnostic
software. We believe this capability is unique to the industry.

Within the MyClopay application suite, Clopay customers use a proprietary residential door web
application, the MyDoor® mobile enabled app, that guides consumers through an easy to use door
visualization and pricing process, allowing them to select the optimal door for their home. For Clopay’s
commercial products, Clopay’s Commercial Door Quoter (CDQ®™) and WebGen™ applications
deliver a streamlined quoting and bid submittal process to our professional dealers, providing improved
close rates, productivity, and back office efficiency.

Raw Materials and Suppliers

The principal raw material used in Clopay’s manufacturing is galvanized steel. Clopay also utilizes
certain hardware and plastic components, as well as aluminum and insulated foam. All raw materials
are generally available from a number of sources.

Competition

The sectional garage door and commercial rolling steel door industry includes several large national
manufacturers and many smaller, regional and local manufacturers. Clopay competes on the basis of
service, quality, brand awareness, product design and price.

Clopay brand names are widely recognized in the building products industry. Clopay believes that it has
earned a reputation among installing dealers and retailers for producing a broad range of innovative,
high-quality doors with industry leading lead times supported by an extensive distribution network.
Clopay’s market position, brand recognition, and proprietary software applications and systems are key
marketing tools for expanding its customer base.

Manufacturing and Distribution

Clopay’s principal manufacturing facilities include 1,582,000 square feet in Troy and Russia, Ohio,
279,000 square feet in Mountain Top, Pennsylvania and 163,000 square feet in Goodyear, Arizona.
Clopay distributes its products through a wide range of distribution channels, including a national
network of 56 distribution centers with a total of approximately 1,200,000 square feet. This network of



manufacturing facilities and distribution centers is capable of providing just in time and prepositioned
inventory across the U.S. and Canada, and provides flexibility regarding how and where doors are
delivered to customers in their local markets.

CONSUMER AND PROFESSIONAL PRODUCTS

Consumer and Professional Products (“CPP”) is a leading global provider of branded consumer and
professional tools; residential, industrial and commercial fans; home storage and organization products;
and products that enhance indoor and outdoor lifestyles. CPP sells products globally through a portfolio
of leading brands including AMES, Hunter and ClosetMaid. AMES, founded in Massachusetts in 1774,
has the distinction of being one of the oldest companies in continuous operation in the United States.
Over its long life, AMES has grown organically and through the acquisition of other leading and
historic tool businesses such as True Temper, Union Tools, and Garant. Today, AMES is a leading
provider of long-handled tools and landscaping products for homeowners and professionals in North
America, and also provides these products in key global markets including Canada, Australia, New
Zealand, the U.K., and Ireland. Under the ClosetMaid brand, CPP is a leading provider of wood and
wire closet organization, general living storage, and wire garage storage products in the United States.
Under the Hunter brand, since 1886, CPP is a leading provider of residential, industrial and commercial
fans in the United States.

CPP has approximately 2,300 employees worldwide.

Brands

CPP’s brands are among the most recognized across its primary product categories in North America,
Australia and the United Kingdom. Its brand portfolio for long-handled tools, outdoor décor, and
landscaping product includes AMES®, True Temper®, Garant®, Harper®, UnionTools®, Westmix™,
Cyclone®, Southern Patio®, Northcote Pottery™, Nylex®, Hills®, Kelkay®, Tuscan Path®, La
Hacienda®, Kelso™, Dynamic Design®™, Apta®, Quatro Design® and Pope®. Contractor-oriented
tool brands include Razor-Back® Professional Tools and Jackson® Professional Tools. CPP’s home
organization, general living storage, and garage storage products are sold primarily under the
ClosetMaid® brand. CPP’s residential, industrial and commercial fan products are sold under the
Hunter Fan®, Hunter Industrial® and Casablanca® brands.

This strong portfolio of brands enables CPP to build and maintain long-standing relationships with
leading retailers and distributors. In addition, given the breadth of its brand portfolio and product
category depth, CPP is able to offer specific, differentiated branding strategies for key retail customers.
These strategies focus on enhancement of brand value, with the goal of de-commoditizing CPP products
through identity and functionality elements that makes each top brand unique, attractive and visually
recognizable by the consumer.

Products

CPP markets a broad portfolio of long-handled tools, landscaping products, home organization products
and residential, industrial and commercial fans. This portfolio contains many iconic brands and is
anchored by six core product categories: seasonal outdoor tools, project tools, outdoor décor and
watering, home organization, fans and cleaning products. As a result of brand portfolio recognition,
outstanding product quality, industry leading service and strong customer relationships, CPP has earned
market-leading positions in its six core product categories. The following is a brief description of CPP’s
primary product lines:

e Seasonal Outdoor Tools

e [ong-Handled Tools: An extensive line of engineered tools including shovels, spades, scoops,
rakes, hoes, cultivators, weeders, post hole diggers, scrapers, edgers and forks, marketed under
leading brand names including AMES®, True Temper®, UnionTools®, Garant®, Cyclone®



and Kelso™, as well as contractor-oriented brands including Razor-Back® Jackson® and
Darby™.

o Wheelbarrows: AMES designs, and develops a full line of wheelbarrows and lawn carts,
primarily under the AMES®, True Temper®, Jackson® Professional Tools, UnionTools®,
Garant® and Westmix™ brand names. The products range in size, material (poly and steel),
tray form, tire type, handle length and color based on the needs of homeowners, landscapers
and contractors.

e Snow Tools: A complete line of snow tools is marketed under the True Temper®, Garant®
and Union Tools® brand names. The snow tool line includes shovels, pushers, roof rakes, sled
sleigh shovels, scoops and ice scrapers.

e Pruning: The pruning line is made up of pruners, loppers, shears, and other tools sold primarily
under the AMES®, True Temper®, Cyclone® and Garant® brand names.

e Project Tools

o Striking Tools: Axes, picks, mattocks, mauls, wood splitters, sledgehammers, pry bars and
repair handles make up the striking tools product line. These products are marketed under the
True Temper®, AMES®, Cyclone®, Garant®, Jackson® Professional Tools and Razor-Back®
Professional Tools brand names.

e Hand Tools: Hammers, screwdrivers, pliers, adjustable wrenches, handsaws, tape measures,
levels, clamps, and other traditional hand tools make up this product line. These products are
marketed under the Trojan®, Cyclone® and Supercraft® brand names. In addition, gardening
hand tools, such as trowels, cultivators, weeders and other specialty garden hand tools, are
marketed under the AMES® brand name.

e Outdoor Décor and Watering

e Planters and Lawn Accessories: AMES is a designer and distributor of indoor and outdoor
planters and accessories, sold under the Southern Patio®, Northcote Pottery™, Tuscan Path,
La Hacienda®, Hills®, Kelkay®, Quatro Design®, Pope® and Dynamic Design®™ brand
names, as well as various private label brands. The range of planter sizes (from 6 to 32 inches)
is available in various designs, colors and materials.

e Garden Hose and Storage: AMES offers a wide range of garden hoses and hose reels under the
AMES®, NeverLeak® and Nylex® brand names.

e Home Organization: AMES designs, manufactures and sells a comprehensive portfolio of wire
and wood shelving, containers, storage cabinets and other closet and home organization
accessories primarily under the highly recognized ClosetMaid® brand name. Wire products
include wire shelving and hardware, wire accessories and kitchen storage products. Wire product
brands include Maximum Load®, SuperSlide® and ShelfTrack®. Wood solutions include closet
systems, cube storage, storage furniture and cabinets. Selected wood product brands include
MasterSuite®, Suite Symphony®™, ExpressShelf®, Style+®, and SpaceCreations®.

e Fans: CPP designs and sells residential, industrial and commercial fans under the Hunter Fan®,
Hunter Industrial® and Casablanca® brand names.

o Cleaning Products: CPP offers a line of cleaning products for professional, home, and industrial
use, including brooms, brushes, squeegees, and other cleaning products, primarily under the
Harper® brand.

Customers

CPP sells products throughout North America, Australia, New Zealand, the U.K. and Ireland through
(1) home centers, such as The Home Depot, Inc. (“Home Depot”), Lowe’s Companies Inc. (“Lowe’s”),
Rona Inc., Bunnings Warehouse (“Bunnings”) and Woodies (with the average length of the relationship
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with these customers being approximately 30 years); (2) mass market, specialty, and hardware retailers
including Tractor Supply Corporation (“Tractor Supply”), Wal-Mart Stores Inc. (“Walmart”), Target
Corporation (“Target”), Canadian Tire Corporation, Limited (“Canadian Tire”), Costco Wholesale
Corporation (“Costco”), Ace, Do-It-Best and True Value Company; (3) industrial distributors, such as
W.W. Grainger, Inc. and ORS Nasco; (4) homebuilders, such as D.R. Horton, KB Home, Lennar and
NVR, Inc.; and (5) E-commerce platforms, such as Amazon Inc. (“Amazon”), Wayfair Inc., (“Wayfair),
Hayneedle Inc., “(Hayneedle”), Beyond, Inc. (“Beyond”), and Spreetail LLC. (“Spreetail”).

Home Depot, Lowe’s and Bunnings are significant customers of CPP. The loss of any of these
customers would have a material adverse effect on the CPP business and on Griffon.

Product Development

CPP product development efforts focus on both new products and product line extensions. CPP
continually improves existing products as well as develops new products to satisfy consumer needs,
expand revenue opportunities, maintain or extend competitive advantages, increase market opportunity
and reduce production costs. Products are developed through in-house industrial design and engineering
staffs to introduce new products and product line extensions that are timely and cost effective.

Sales and Marketing

CPP’s sales organization is structured by product line and distribution channel in the U.S., and by
country internationally. In the U.S., a dedicated team of sales professionals is provided for each of the
large retail customers. Offices are maintained adjacent to each of the two largest customers’
headquarters, supported by a shared in-house sales analyst. In addition, sales professionals are assigned
to domestic, wholesale and industrial distribution channels. Sales teams located in Canada, Australia,
the United Kingdom, Mexico and Ireland handle sales in each of their respective regions. In Australia,
a dedicated team of sales professionals is provided for the largest retail customer. CPP has made
significant investments in automation, facilities expansion and fulfillment operations to support
e-commerce growth.

Raw Materials and Suppliers

CPP’s primary raw material inputs include resin (primarily polypropylene and high-density
polyethylene), hickory wood and steel (wire rod). All raw materials are generally available from a
number of sources. CPP sources certain finished goods, primarily in storage and organization, outdoor
décor, residential, industrial and commercial fans, and tools.

Competition

The long-handled tools and landscaping product industry is highly competitive and fragmented. Most
competitors consist of small, privately-held companies focusing on a single product category. Some
competitors, such as Fiskars Corporation in the hand tool and pruning tool market and Truper
Herramientas S.A. de C.V. in the long-handled and garden tool space, compete in various tool
categories. Suncast Corporation competes in the hose reel and accessory market, and in the long-
handled plastic snow shovel category. In addition, there is competition from imported or sourced
products from China, India and other low-cost producing countries, particularly in long-handled tools,
wheelbarrows, planters, striking tools and pruning tools.

The home storage and organizational solutions industry is also highly fragmented. CPP, primarily under
the ClosetMaid brands, sells through retail, direct to consumer (e-commerce category) and direct to
installer (building) channels and competes with a significant number of companies across each of these
unique channels. Principal competition for retail wire products is from products sourced from China,
India and other low-cost producing countries. FirstService Brands, Inc. sells competing wood solutions



under the brand California Closets®, but does not sell through the retail or direct to consumer
channels.

The residential, industrial, and commercial fan industry is fragmented. CPP, under the highly
recognized Hunter brand, sells through direct to consumer (e-commerce category), retail, and direct to
installer (industrial and commercial) channels. CPP’s principal competitors in the consumer ceiling fan
market are retailer house brands such as Hampton Bay in The Home Depot and Harbor Breeze in
Lowe’s, followed by Minka Air. In the industrial and commercial fan space, principal competitors are
Big Ass Fans, Rite-Hite, Macro Air, and Minka Adir.

CPP differentiates itself and provides the best value to customers through its successful history of
innovation, dependable supply chain and high on-time delivery rates, quality, product performance, and
highly recognized product brands. CPP’s size, depth and breadth of product offering, category
knowledge, research and development (“R&D”) investment, service and its ability to react to sudden
changes in demand from seasonal weather patterns, especially during harsh winter months, are
competitive advantages.

Manufacturing and Distribution

CPP sources products for sale through a combination of internal and external global manufacturing
sources and supply chain partners. Principal North American manufacturing facilities include a 676,000
square foot facility in Ocala, Florida, and a 353,000 square foot center in St. Francois, Quebec, Canada.
CPP operates smaller manufacturing facilities, including wood mills, at several other locations in the
United States, and internationally in Jiangmen, China, and Grafton, New South Wales and Wonthaggi,
Victoria, both in Australia.

CPP has three principal distribution facilities in the United States: a 1.4 million square foot facility in
Carlisle, Pennsylvania; a 997,000 square foot facility in Reno, Nevada; and a 600,000 square foot facility
in Byhalia, MS. Finished goods are transported to these facilities by both an internal fleet, as well as
over the road trucking and rail. Additionally, light assembly is performed at the Carlisle and Reno
locations. Smaller distribution centers are also strategically located in the U.S. in Ocala, Florida, and
internationally in Canada, Australia, the United Kingdom and Ireland.

Discontinued Operation:

DEFENSE ELECTRONICS

On June 27, 2022, Griffon completed the sale of its Defense Electronics segment, which consisted of
Griffon’s Telephonics subsidiary, for $330,000, excluding certain customary post-closing adjustments. As
such, the results of operations of our Telephonics business is classified as a discontinued operation in
the Consolidated Statements of Operations for the year ended September 30, 2022. Accordingly, all
references made to results and information in this Annual Report on Form 10-K are to Griffon’s
continuing operations, unless noted otherwise.

Griffon Corporation

Employees

As of September 30, 2024, Griffon and its subsidiaries employ approximately 5,300 employees located
primarily throughout North America, the United Kingdom, Australia, and China. Generally, the total
number of employees of Griffon and its subsidiaries does not significantly fluctuate throughout the year.
However, acquisition activity or the opening of new branches or lines of business, efficiency initiatives,
or other changes in the level of Griffon’s business activity (for instance, based on actual or anticipated
customer demand or other factors), could require staffing level adjustments.



As of September 30, 2024, approximately 158 employees in Canada are represented by the Trade Union
Advisory Committee. Griffon believes its relationships with its employees are satisfactory.

In managing its human capital resources, Griffon aims to attract a qualified workforce through an
inclusive and accessible recruiting process that utilizes online recruiting platforms, campus outreach,
internships and job fairs. Griffon also seeks to retain employees by offering competitive wages, benefits
and training opportunities, as well as promoting a safe and healthy workplace. Griffon and all of its
businesses strictly comply with all applicable state, local and international laws governing
nondiscrimination in employment in every location in which Griffon and its businesses have facilities.
This applies to all terms and conditions of employment, including recruiting, hiring, placement,
promotion, termination, layoff, recall, transfer, leaves of absence, compensation and training. All
applicants and employees are treated with the same high level of respect regardless of their gender,
ethnicity, religion, national origin, age, marital status, political affiliation, sexual orientation, gender
identity, disability or protected veteran status.

Regulation

Griffon’s operations are subject to various environmental, health, and employee safety laws and
regulations. Griffon believes that it is in material compliance with these laws and regulations.
Historically, compliance with environmental, health, and employee safety laws and regulations have not
materially affected, and are not expected to materially affect, Griffon’s capital expenditures, earnings or
competitive position. Nevertheless, Griffon cannot guarantee that, in the future, it will not incur
additional costs for compliance or that such costs will not be material.

Customers

A small number of customers account for, and are expected to continue to account for, a substantial
portion of Griffon’s consolidated revenue. In 2024, Home Depot represented 11% of Griffon’s
consolidated revenue, 8% of HBP’s revenue and 15% of CPP’s revenue.

No other customer accounted for 10% or more of consolidated revenue. Future operating results will
continue to substantially depend on the success of Griffon’s largest customers and Griffon’s
relationships with them. Orders from these customers are subject to change and may fluctuate
materially. The loss of all or a portion of volume from any one of these customers could have a material
adverse impact on Griffon’s financial results, liquidity and operations.

Seasonality

Griffon’s revenue and earnings are generally lowest in our first and fourth quarters ending December 31,
and September 30, respectively, and highest in the second and third quarters ending March 31, and
June 30, respectively, primarily due to the seasonality within the HBP and CPP businesses. HBP’s
business is driven by renovation and construction during warm weather, which is historically at reduced
levels during the winter months, generally in our second quarter. In 2024, 52% of CPP’s’ sales occurred
during the second and third quarters compared to 54% in 2023 and 58% in 2022.

Demand for lawn and garden products is influenced by weather, particularly weekend weather during
peak gardening season. AMES’ sales volume can be adversely affected by certain weather patterns such
as unseasonably cool or warm temperatures, hurricanes, water shortages or floods. In addition, lack of
snow or lower than average snowfall during the winter season may result in reduced sales of certain
AMES’ products, such as snow shovels and other snow tools. As a result, AMES’ results of operations,
financial results and cash flows could be adversely impacted.

Financial Information About Geographic Areas

Segment and operating results are included in Item 7, Management’s Discussion and Analysis of
Financial Condition and Results of Operations.
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For geographic financial information, see the Reportable Segment footnote in the Notes to
Consolidated Financial Statements in Item 8, Financial Statements and Supplementary Data.

Griffon’s non-U.S. businesses are primarily in Canada, Australia, the U.K., Ireland and China.

Research and Development

Griffon’s businesses are encouraged to improve existing products as well as develop new products to
satisfy customer needs; expand revenue opportunities; maintain or extend competitive advantages;
increase market share and reduce production costs. R&D costs, not recoverable under contractual
arrangements, are charged to expense as incurred.

Intellectual Property

Griffon follows a practice of actively protecting and enforcing its proprietary rights in the U.S. and
throughout the world where Griffon’s products are sold. All intellectual property information presented
in this section is as of September 30, 2024.

Trademarks are of significant importance to Griffon’s HBP and CPP businesses. With 50 years of
experience and innovation in the garage door industry, and over 100 years of experience in the rolling
steel door industry, HBP has a significant level of goodwill in its strong family of brands, including:
Clopay®, America’s Favorite Doors®; Holmes Garage Door Company®; IDEAL Door®; and the
Cornell® and Cookson® commercial door brands. Principal global and regional trademarks used by
CPP for its tool and landscape products include AMES®, True Temper®, Garant®, Harper®,
UnionTools®, Westmix™, Cyclone®, Southern Patio®, Northcote Pottery™, Nylex®, Hills®, Kelkay®,
Tuscan Path®, Pope®, La Hacienda®, Kelso™, Apta®, and Dynamic Design®, as well as contractor-
oriented brands including Razor-Back® Professional Tools and Jackson® Professional Tools. Storage
and home organization brands within CPP include ClosetMaid®, MasterSuite®, Suite Symphony®,
Cubeicals®, ExpressShelf®, SpaceCreations®, Maximum Load®, SuperSlide® and ShelfTrack®. CPP’s
Hunter Fan Company has over 135 years of experience in the ceiling fan industry with well-recognized
brands including Hunter®, Casablanca®, Hunter Industrial®, and Jan Fan®. The HBP and CPP
businesses have approximately 1,596 registered trademarks and approximately 140 pending trademark
applications around the world. Griffon’s rights in these trademarks endure for as long as they are used
and registered.

Patents are also important to the HBP and CPP businesses. HBP holds approximately 56 issued patents
and 24 pending patent applications in the U.S., as well as approximately 18 and 108 corresponding
foreign patents and patent applications, primarily related to garage door system components and
operation. CPP protects its designs and product innovation through the use of patents, and currently has
approximately 782 issued patents and approximately 245 pending patent applications in the U.S., as well
as approximately 346 and 82 corresponding foreign patents and patent applications, respectively. Design
patents are generally valid for fourteen years, and utility patents are generally valid for twenty years,
from the date of filing. Griffon’s patents are in various stages of their terms of validity.

Sustainable Business Practices

Griffon and its operating companies have always taken into account environmental, social and
governance (ESG) considerations in the management of our businesses. Griffon is a subscriber to the
United Nations Global Compact (UNGC) and published its inaugural annual ESG report in August
2022, in relation to fiscal 2021, benchmarked to both United Nations Global Compact (UNGC)
Sustainable Development Goals and to the Sustainability Accounting Standards Board (SASB) criteria.
Since then, Griffon published an annual ESG report in November 2023 in relation to calendar 2022.
The Griffon ESG policy, and annual ESG Report, can be found on the Griffon website at
www.griffon.com. Beginning with the calendar 2023 report, the report will be renamed as our annual
Sustainability Report. We expect to file our calendar year 2023 Sustainability report before the end of
calendar 2024.
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The annual Sustainability reports discuss employee safety, employee education and welfare, carbon
emissions, air emissions, energy consumption, water consumption, waste generation, recycled raw
materials, and packaging initiatives, as well as community involvement and charitable giving. In our
calendar 2022 report, we set an overarching goal of 30 percent reduction across six key metrics by 2030:
carbon emissions, air emissions, water consumption, hazardous waste generated, lost time rates, and
recordable injury rates. In addition, in 2023, in connection with the announcement of an expansion of
CPP’s global sourcing strategy, in 2023 we adopted a Supplier Code of Conduct (SCC) that essentially
binds our suppliers to the same ESG goals and criteria to which Griffon adheres.

Griffon has assessed the environmental risk from its operations and focused its efforts to date on areas
with the potential to have the greatest environmental impact. Where available, we use recycled
materials to construct our products, and we continuously improve our packaging to reduce both volume
and environmental impact. For example, bags used to pack AMES’ Kelkay aggregate products in the
UK are made from plant-based materials, and not from petroleum. The AMES Companies use a box-
on-demand system that reduces packaging size. Approximately seventy percent of the steel used in
HBP’s garage doors is recycled steel. AMES is a member of the Appalachian Hardwood Manufacturers
Association, which provides sustainable hardwoods for AMES tools, and is committed to purchasing
hardwoods through the Sustainable Forestry Initiative.

Our operating companies are involved in the local communities in which they operate. We are involved
in more than 100 charitable and community organizations, including well known national concerns such
as Habitat for Humanity, Boys and Girls Clubs, the Home Depot Foundation (Diamond Sponsor), the
Lowe’s Foundation, and the American Cancer Society, as well as local groups such as garden clubs. Our
communities know they can count on our support.

Over the last five years, we have invested millions of dollars in capital improvements relating to
employee safety and health. These improvements include major upgrades to our loading and unloading
operations (which had been the source of a significant portion of our worker injuries), ergonomic
improvements, machine guarding and elimination of certain high-risk repetitive jobs through the use of
robotics. Griffon has also invested significant time and capital in reducing ergonomic injuries through
better work positioning and lifting improvements. Griffon has invested over one million dollars in
improvements to employee welfare facilities, such as break areas and cafeterias.

More importantly, we view our employees as more than just workers. Through our Employee Stock
Ownership Plan, our U.S. employees own approximately nine percent of Griffon stock. Our businesses
engage in a variety of outreach programs in the various communities in which we operate to recruit new
employees at all levels. These programs involve high schools and vocational schools, as well as colleges
and universities, and often include internships as a means for potential new employees to experience
what it is like to be part of our team. We also have a variety of onboarding programs, onsite job
training programs, leadership development programs, and tuition reimbursement and education
assistance policies to further the development and advancement of our employees.

In all of our geographies, we use on-site inspections of suppliers and specific contractual terms to
manage our supply chains to ensure compliance with environmental and social laws and regulations, as
well as with our policies, including with respect to human rights, child labor, slave labor and unsafe
working conditions. Our SCC requires that all new suppliers, major volume suppliers and suppliers in
higher risk areas submit a formal certification of compliance with our SCC. All significant suppliers
worldwide will be required to periodically submit to an SCC audit, which evaluates not only quality
control and vendor capabilities, but assesses to what extent each supplier emphasizes environmental,
labor and social considerations in the operation of its business. Griffon companies are phasing in the
SCC over the next several years, with the initial year to include training and program roll-out.

Honesty, transparency, and ethical practices have been ordinary course at Griffon for decades, and we
continue to review and upgrade our programs in these areas. Our Code of Business Ethics and Conduct
(“Code”), to which every employee certifies annually, requires that each and every employee conduct
business to the highest ethical standards. Any acts of bribery are strictly prohibited, as is human
trafficking and activities supporting human trafficking, such as the use of conflicts minerals. The Code
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prohibits all business courtesies except for those with an insignificant value, and even then, only under
limited circumstances. Our SCC reinforces the same expectations from our suppliers. Our Corporate
Governance Guidelines are published on our website. While the guidelines require that a majority of
directors be independent, currently all of our directors are independent except our CEO (constituting
over 92% of our directors). Griffon has appointed a lead independent director and has four principal
board committees - Audit, Compensation, Nominating and Corporate Governance, and Finance - each
of which has its responsibilities set forth in a charter available on the Griffon website.

We expect each of our employees and suppliers around the world to work hard to deliver outstanding
products to our customers and to deliver value to our shareholders. And, while doing so, we expect
them to respect and adhere to our environmental, social and governance commitments and policies, and
to make our company a place where all employees are proud to come to work every day.

Executive Officers of the Registrant

The following is a current list of Griffon’s executive officers:

Name Age Positions Held and Prior Business Experience
Ronald J. Kramer......... 66 Chief Executive Officer since April 2008, Chairman of the Board

since January 2018, Director since 1993, Vice Chairman of the
Board from November 2003 to January 2018. From 2002 through
March 2008, President and a Director of Wynn Resorts, Ltd.
(Nasdaq:WYNN), a developer, owner and operator of destination
casino resorts. From 1999 to 2001, Managing Director at
Dresdner Kleinwort Wasserstein, an investment banking firm,
and its predecessor Wasserstein Perella & Co. Member of the
board of directors of Entain plc (LSE:ENT), Franklin BSP
Capital Corporation and Franklin BSP Private Credit Fund.
Former member of the board of directors of Douglas Elliman
Inc. (NYSE:DOUG), from December 2021 to July 2024.

Robert F. Mehmel ........ 62 President and Chief Operating Officer since December 2012,
director from May 2018 to March 2022. From August 2008 to
October 2012, President and Chief Operating Officer of DRS
Technologies (Formerly NYSE:DRS) (“DRS”), a supplier of
integrated products, services and support to military forces,
intelligence agencies and prime contractors worldwide. From
May 2006 to August 2008, Executive Vice President and Chief
Operating Officer of DRS and from January 2001 to May 2006,
Executive Vice President, Business Operations and Strategy, of
DRS.

Brian G. Harris ........... 55 Executive Vice President and Chief Financial Officer since
November 13, 2024. Senior Vice President and Chief Financial
Officer from August 2015 to November 12, 2024. From
November 2012 to July 2015, Vice President and Controller of
Griffon. From July 2009 to July 2015, Griffon’s Chief Accounting
Officer. From May 2005 to June 2009, Assistant Controller of
Dover Corporation, a diversified global manufacturer
(NYSE:DOV). Prior to this time, held various finance and
accounting roles with Hearst Argyle Television (Formerly
NYSE:HTV), John Wiley and Sons, Inc. (NYSE:WLY) and
Arthur Andersen, LLP.
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Name Age Positions Held and Prior Business Experience

Seth L. Kaplan............ 55 Senior Vice President, General Counsel and Secretary since May
2010. From July 2008 to May 2010, Assistant General Counsel
and Assistant Secretary at Hexcel Corporation (NYSE:HXL), a
manufacturer of advanced composite materials for space and
defense, commercial aerospace and wind energy applications.
From 2000 to July 2008, Senior Corporate Counsel and Assistant
Secretary at Hexcel. From 1994 to 2000, associate at the law firm
Winthrop, Stimson, Putnam & Roberts (now Pillsbury Winthrop
Shaw Pittman LLP).

Item 1A. Risk Factors

Griffon’s business, financial condition, operating results and cash flows can be impacted by a number of
factors which could cause Griffon’s actual results to vary materially from recent or anticipated future
results. The risk factors discussed in this section should be carefully considered with all of the
information in this Annual Report on Form 10-K. These risk factors should not be considered the only
risk factors facing Griffon. Additional risks and uncertainties not presently known or that are currently
deemed immaterial may also materially impact Griffon’s business, financial condition, operating results
and cash flows in the future.

In general, Griffon is subject to the same general risks and uncertainties that impact other diverse
manufacturing companies including, but not limited to, general economic, industry and/or market
conditions and growth rates; impact of natural disasters and pandemics, and their effect on global
markets; possible future terrorist threats and their effect on the worldwide economy; and changes in
laws or accounting rules. Griffon has identified the following specific risks and uncertainties that it
believes have the potential to materially affect its business and financial condition.

Risks Related to Our Business

Current worldwide economic uncertainty and market volatility could adversely affect Griffon’s businesses.

The current worldwide economic uncertainty and market volatility could continue to have an adverse
effect on Griffon during 2025, within both the HBP and CPP segments, which are linked to the U.S.
housing and the commercial property markets, and the U.S. economy in general. Purchases of many
HBP and CPP products are discretionary for consumers who are generally more willing to purchase
products during periods in which favorable macroeconomic conditions prevail. These conditions could
make it more difficult to obtain additional credit on favorable terms for investments in current
businesses or for acquisitions, or could render financing unavailable; in addition, while we do not have
any near term debt maturities, if these conditions persist, we may have difficulty refinancing our debt
when it comes due. Griffon is also exposed to certain fundamental economic risks including a decrease
in the demand for the products and services it offers or a higher likelihood of default on its receivables.

Adverse trends and general economic conditions, especially those that relate to construction and
renovation, will impact Griffon’s business.

The HBP and CPP businesses serve residential and commercial construction and renovation, and are
influenced by market conditions that affect these industries. For the year ended September 30, 2024,
approximately 61% and 39% of Griffon’s consolidated revenue was derived from the HBP and CPP
segments, respectively, which were dependent on renovation of existing homes, new home construction,
and commercial non-residential construction, repair and replacement. The strength of the U.S.
economy, the age of existing home stock, job growth, interest rates, consumer confidence and the
availability of consumer credit, as well as demographic factors such as migration into the U.S. and
migration of the population within the U.S., have an effect on HBP and CPP. To the extent market
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conditions for residential or commercial construction and renovation are weaker than expected, this will
likely have an adverse impact on the performance and financial results of the HBP and CPP businesses.

Griffon is exposed to fluctuations in inflation, which could negatively affect its business, financial
condition and results of operations.

Inflation rates, particularly in the United States, increased to historic levels in 2022. According to the
U.S. Department of Labor, the annual inflation rate for the United States decreased to 3.7% for the
twelve months ended September 30, 2023, and it further decreased to 3.5% for the twelve months
ended September 30, 2024. Although the past two fiscal years reflected a decrease in inflation rates
since 2022, future increases in inflation may result in decreased demand for Griffon’s operating
company’s products and services and increased operating costs and expenses, including for labor, raw
materials and supplies. Increases in interest rates, especially if coupled with reduced government
spending and volatility in financial markets, may have the effect of further increasing economic
uncertainty and heightening these risks, which may result in economic recession. As a result of
fluctuations in inflation, we may seek to increase the sales prices of our products and services in order
to maintain satisfactory margins. Any attempts to offset Griffon’s cost increases with price increases
may result in reduced sales, increased customer dissatisfaction or harm to reputation. Additionally,
Griffon’s operating companies may be unable to raise the prices of their products and services at or
above the rate at which their costs increase, which may reduce operating margins and have a material
adverse effect on financial results and future growth.

Griffon operates in highly competitive industries and may be unable to compete effectively.

Griffon’s operating companies face intense competition in the markets they serve. Griffon competes
primarily on the basis of technical expertise, product differentiation, quality of products and services,
and price. There are a number of competitors to Griffon, some of which are larger and have greater
resources than Griffon’s operating companies. Griffon’s operating companies may face additional
competition from companies that operate in countries with significantly lower operating costs.

Many HBP and CPP customers are large mass merchandisers, such as home centers, warehouse clubs,
discount stores, commercial distributors and e-commerce companies. The growing share of the market
represented by these large mass merchandisers, together with changes in consumer shopping patterns,
have contributed to the increase of multi-category retailers and e-commerce companies that have strong
negotiating power with suppliers. Many of these retailers import products directly from suppliers based
in low-cost countries to source and sell products under their own private label brands to compete with
HBP and CPP products and brands, which puts increasing price pressure on the products of these
businesses. In addition, the intense competition in the retail and e-commerce sectors, combined with the
overall increasingly competitive economic environment, may result in a number of customers
experiencing financial difficulty, or failing in the future. The loss of, or a failure by, one of HBP’s or
CPP’s significant customers could adversely impact our sales and operating cash flows.

To address all of these challenges, HBP and CPP must be able to respond to these competitive
pressures, and the failure to respond effectively could result in a loss of sales, reduced profitability and a
limited ability to recover cost increases through price increases. In addition, there can be no assurance
that Griffon will not encounter increased competition in the future, which could have a material adverse
effect on Griffon’s financial results.

The loss of large customers can harm financial results.

A small number of customers account for, and are expected to continue to account for, a substantial
portion of Griffon’s consolidated revenue. Home Depot and Menards are significant customers of HBP
and Home Depot, Lowe’s and Bunnings are significant customers of CPP. Home Depot accounted for
approximately 11% of consolidated revenue, 8% of HBP’s revenue and 15% of CPP’s revenue for the
year ended September 30, 2024. Future operating results will continue to substantially depend on the
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success of Griffon’s largest customers, as well as Griffon’s relationships with them. Orders from these
customers are subject to fluctuation and may be reduced materially due to changes in customer needs or
other factors. Any reduction or delay in sales of products to one or more of these customers could
significantly reduce Griffon’s revenue. Griffon’s operating results will also depend on successfully
developing relationships with additional key customers. Griffon cannot ensure that its largest customers
will be retained or that additional key customers will be recruited. Also, both HBP and CPP extend
credit to its customers, which exposes it to credit risk. Our largest customer accounted for
approximately 8%, 16% and 12% of the net accounts receivable of HBP, CPP and Griffon as of
September 30, 2024, respectively. If this customer were to become insolvent or otherwise unable to pay
its debts, the financial condition, results of operations and cash flows of HBP, CPP and Griffon could be
adversely affected.

Reliance on third party suppliers and manufacturers may impair the ability of HBP and CPP to meet
their customer demands.

HBP and CPP rely on a limited number of companies globally to supply components and manufacture
certain of their products. The percentage of HBP and CPP worldwide sourced finished goods as a
percent of revenue approximated 6% and 33%, respectively, in 2024. The percentage of HBP and
CPP’s worldwide sourced components as a percent of cost of goods sold approximated 18% and 4%,
respectively, in 2024. Reliance on third party suppliers and manufacturers may reduce control over the
timing of deliveries and quality of both HBP and CPP products. Reduced product quality or failure to
deliver products timely may jeopardize relationships with certain of HBP’s and CPP’s key customers. In
addition, reliance on third party suppliers or manufacturers may result in the failure to meet HBP and
CPP customer demands. Continued turbulence in the worldwide economy may affect the liquidity and
financial condition of HBP and CPP suppliers. Should any of these parties fail to manufacture sufficient
supply, go out of business or discontinue a particular component, alternative suppliers may not be found
in a timely manner, if at all. Such events may impact the ability of HBP and CPP to fill orders, which
could have a material adverse effect on customer relationships.

Griffon announced in May 2023 that CPP was expanding its global sourcing strategy to include long
handled tools, material handling, and wood storage and organization product lines for the U.S. market.
This has increased CPP’s reliance on third-party suppliers and, therefore, CPP’s exposure to the risks
relating to the use of third-party suppliers. See the risk below titled “The expansion of CPP’s global
sourcing strategy may not achieve its intended results.”

If Griffon is unable to obtain raw materials for products at favorable prices it could adversely impact
operating performance.

HBP and CPP suppliers primarily provide resin, wood, steel and wire rod. Both of these businesses
could experience shortages of raw materials or components for products or be forced to seek alternative
sources of supply. If temporary shortages due to disruptions in supply caused by weather,
transportation, production delays or other factors require raw materials to be secured from sources
other than current suppliers, the terms may not be as favorable as current terms or certain materials
may not be available at all. In recent years, both HBP and CPP have experienced price increases for
most of their raw materials.

While most key raw materials used in Griffon’s businesses are generally available from numerous
sources, raw materials are subject to price fluctuations. Because raw materials in the aggregate
constitute a significant component of the cost of goods sold, price fluctuations could have a material
adverse effect on Griffon’s results of operations. Griffon’s ability to pass raw material price increases to
customers is limited due to supply arrangements and competitive pricing pressure, and there is generally
a time lag between increased raw material costs and implementation of corresponding price increases
for Griffon’s products. In particular, sharp increases in raw material prices are more difficult to pass
through to customers and may negatively affect short-term financial performance.
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CPP is subject to risks from sourcing from international locations, especially China

CPP’s business is global, with products and raw materials sourced from, and manufactured and sold in
multiple countries around the world. There are risks associated with conducting a business that may be
impacted by political and other developments associated with international trade. In this regard, certain
products sold by CPP in the United States and elsewhere are currently sourced from suppliers in China,
with some of these products sourced exclusively from suppliers in China. Certain raw materials used by
CPP may be sourced from China and therefore may have their prices and availability impacted by
tariffs imposed on trade between the United States and China. Through the expanded sourcing strategy
and the closure of U.S. facilities, CPP has increased the reliance on suppliers in China, which could
further the impact of tariffs. CPP is taking steps to develop multiple suppliers outside of China to allow
for supply chain sourcing pivot, as needed, in an effort to minimize this risk.

The sourcing of CPP finished goods, components and raw materials from China are generally subject to
supply agreements with Chinese companies. China does not have a well-developed, consolidated body
of laws governing agreements with international customers. Enforcement of existing laws or contracts
based on existing law may be uncertain and sporadic, and it may be difficult to obtain swift and
equitable enforcement or to obtain enforcement of a judgment by a court of another jurisdiction,
including other jurisdictions within China itself. The relatively limited Chinese judicial precedent on
matters of international trade in many cases creates additional uncertainty as to the outcome of any
litigation. In addition, interpretation of statutes and regulations in China may be subject to government
policies or political changes.

Because of the volume of sourcing by CPP from China, the ongoing trade dispute between the U.S. and
China, including the imposition of tariffs on various Chinese imports into the U.S. at various times since
March 2018, represents a continuing risk to CPP revenue and operating performance. U.S. imports from
China exceeded $425 billion in 2023, the majority of which were subject to the Section 301 tariffs. In
May 2024, the United States Trade Representative (USTR) completed a mandatory four-year review of
the tariffs under Section 301 of the Trade Act of 1974. In addition to continuing the tariffs rather than
allowing them to terminate under the Trade Act, the USTR announced additional tariffs on a number
of products, to be implemented over the two-year period 2024-2026. These changes are expected to
have a limited impact on current CPP products; however, the increases may complicate efforts to
expand CPP’s product portfolio under its new global sourcing strategy.

In addition to tariffs, an increased global focus on forced labor in supply chains has the potential to
impact our business operations. In June 2022, the Uyghur Forced Labor Prevention Act (UFLPA) went
into effect and establishes a rebuttable presumption that goods made in whole or in part in the Xinjiang
Uyghur Autonomous Region of the People’s Republic of China are produced with forced labor, and
directs US Customs and Border Protection (CBP) to prevent entry of products made with forced labor
into the U.S. market. Importers whose shipments are detained by CBP under the UFLPA can rebut the
presumption with “clear and convincing evidence” that the products were not produced with forced
labor. This requires that the importer submit detailed information regarding every supplier and sub-
supplier, and all components and raw materials, relating to the manufacturing and transportation of
goods being detained. Detention costs accrue during the pendency of CBP’s evaluation.

From October 1, 2023 through September 30, 2024, more than 4,200 shipments to U.S importers, valued
at approximately $1.7 billion, were targeted by CBP for further inspection. Neither CPP nor its
suppliers currently manufacture or source products, components or raw materials from the Uyghur
region of China; however, CBP takes a broad approach when targeting shipments it believes may have
originated from the Uyghur region based on product definitions, tariff codes and supplier names that
lead them to suspect the goods come from the Uyghur region. Additionally, the Forced Labor
Enforcement Task Force has determined that certain industry sectors (including apparel, cotton and
cotton products, silica-based products, PVC and aluminum products), and countries of origin outside of
China (including Vietnam and Thailand) have an inherently higher risk of forced labor, such that CBP
may detain goods within these sectors suspected of being manufactured with materials originating from
Xinjiang, or coming from a country identified as higher risk.
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As a result, CPP shipments may be targeted for detention in which case they become subject to the
rebuttable presumption that they were sourced from the Uyghur region or another high-risk country,
even though they are not imported directly from China or are otherwise demonstrably outside the scope
of the UFLPA. In view of the increased enforcement of forced labor initiatives, we are continuing to
update our compliance measures and work with our supply base to validate their supply chains, from
raw materials through components to finished goods, to ensure our goods are not made using forced
labor. We cannot be certain that our products will not be targeted or that our shipments will not be
detained, which may impact our operating performance.

The continuing political and economic conflicts between U.S. and China have resulted in, and may
continue to result in retaliatory actions from, both countries, and it is unknown whether current
US-China relations over Taiwan, including the signature of the US-Taiwan Initiative on 215 Century
Trade signed in May 2023, or the United States’ continuing commitment to support Taiwan with
equipment and services for its self-defense, will impact the ongoing trade dispute with China. We
cannot predict what new retaliatory policies and regulations may be implemented by the Chinese
government in response to the U.S./Taiwan engagement, and any such policies and regulations or other
responses may adversely affect our business operations in China.

HBP and CPP operations are also subject to the effects of international trade agreements and
regulations such as the United States-Mexico-Canada Agreement (USMCA), which will undergo a
mandatory six-year review in 2026, and the activities and regulations of the World Trade Organization.
Although these trade agreements generally have positive effects on trade liberalization, sourcing
flexibility and the cost of goods by reducing or eliminating the duties and/or quotas assessed on
products manufactured in a particular country, trade agreements can also adversely affect HBP and
CPP. For example, trade agreements can result in setting quotas on products that may be imported
from a particular country into key markets including the U.S., Canada, Australia and the U.K., or may
make it easier for other companies to compete by eliminating restrictions on products from countries in
which HBP and CPP competitors source products. With the expansion of its global sourcing strategy
and the closure of numerous US manufacturing locations, CPP is likely to experience a diminished
ability to take advantage of the trade benefits of the USMCA.

The ability of HBP and CPP to import products in a timely and cost-effective manner may continue to
be affected by conditions at ports or issues that otherwise affect transportation and warehousing
providers, such as port and shipping capacity, fuel prices, labor disputes, severe weather or increased
homeland security requirements in the U.S. and other countries, as well as the potential for increased
costs due to currency exchange fluctuations. These issues, along with the ongoing war between Russia
and Ukraine, could delay importation of products or require HBP and CPP to locate alternative ports
or warehousing providers to avoid disruption to customers. These alternatives may not be available on
short notice or could result in higher transit costs, which could have an adverse impact on the business
and financial results of HBP and CPP.

The expansion of CPP’s global sourcing strategy may not achieve its intended results.

Griffon announced in May 2023 that CPP was expanding its global sourcing strategy to include long
handled tools, material handling, and wood storage and organization product lines for the U.S. market.
This expansion of CPP’s global sourcing strategy has increased Griffon’s exposure to certain other risks
to which it is subject, including those related to the procurement of products from third party suppliers,
many of whom are located in China and other non-U.S. jurisdictions. CPP is also in the process of
selling various U.S. facilities at which CPP formerly conducted operations, and may not realize the
proceeds it expects from the sale of these facilities.

CPP’s expanded global sourcing strategy may also increase its exposure to cybersecurity risks, as
discussed in the below risk factor titled “Griffon’s operations and reputation may be adversely impacted
if our information technology (IT) systems, or the IT systems of third parties with whom we do
business, fail to perform adequately or if we or such third parties are the subject of a data breach or
cyber-attack.”
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The adoption of an asset-light business model for these U.S. products has positioned CPP to better
serve customers with a more flexible and cost-effective sourcing model that leverages supplier
relationships around the world, which is in turn expected to improve CPP’s competitive positioning and
financial performance. There is no guarantee that these intended results will be achieved.

This initiative was successfully completed as of September 30, 2024, ahead of the previously announced
date of December 31, 2024. As a result of this global sourcing expansion initiative, manufacturing
operations have concluded at four manufacturing sites and four wood mills, resulting in a total its
facility footprint reduction of approximately 1.2 million square feet, or approximately 15% of CPP’s
square footage, and a headcount reduction of approximately 600.

A future pandemic could adversely impact our results of operations.

If a future pandemic or similar outbreak, such as something similar to COVID-19, occurs and
governments take protective actions, it may have a material adverse impact on Griffon’s businesses and
operating results for the reasons described above. In such event, the extent and duration of any impact
on our businesses would be difficult to predict. To the extent a new outbreak adversely affects our
businesses, operations, financial condition and operating results, it may also have the effect of
heightening many of the other risks factors such as those relating to our high level of indebtedness, our
need to generate sufficient cash flows to service our indebtedness, and our ability to comply with the
covenants contained in the agreements that govern our indebtedness, as described in more detail below.

Griffon’s businesses are subject to seasonal variations and the impact of uncertain weather patterns.

HBP’s business is driven by renovation and construction during warm weather, which is historically at
reduced levels during the winter months, generally in our second quarter. In 2024, 52% of CPP’s’ sales
occurred during the second and third quarters compared to 54% in 2023 and 58% in 2022.

Demand for lawn and garden products is influenced by weather, particularly weekend weather during
the peak gardening season. AMES’ sales volumes could be adversely affected by certain weather
patterns such as unseasonably cool or warm temperatures, hurricanes, water shortages or floods. In
addition, lack of snow or lower than average snowfall during the winter season may result in reduced
sales of certain AMES’ products such as snow shovels and other snow tools. As a result, AMES’ results
of operations, financial results and cash flows could be adversely impacted.

Unionized employees could strike or participate in a work stoppage.

At September 30, 2024, Griffon employed approximately 5,300 people on a full-time basis,
approximately 3% of whom are covered by collective bargaining or similar labor agreements. If
unionized employees engage in a strike or other work stoppage, or if Griffon is unable to negotiate
acceptable extensions of agreements with labor unions, a significant disruption of operations and
increased operating costs could occur. In addition, any renegotiation or renewal of labor agreements
could result in higher wages or benefits paid to unionized employees, which could increase operating
costs and as a result have a material adverse effect on profitability.

Griffon’s operations and reputation may be adversely impacted if our information technology (IT)
systems, or the IT systems of third parties with whom we do business, fail to perform adequately or if we
or such third parties are the subject of a data breach or cyber-attack.

We rely on IT systems, networks and services to conduct our business, including communicating with
employees and our key commercial customers, ordering and managing materials and products from
suppliers, shipping products to customers and analyzing and reporting results of operations. While we
have taken steps to ensure the security of our information technology systems, our systems may
nevertheless be vulnerable to computer viruses, security breaches and other disruptions from
unauthorized users. Cyber criminals are becoming more sophisticated and knowledgeable every day,
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and as their tactics evolve, it is a constant challenge to ensure that our IT security practices are
sufficient to protect our IT systems and data. If our IT systems are damaged or cease to function
properly for an extended period of time, whether as a result of a significant cyber incident or otherwise,
our ability to communicate internally as well as with our customers and suppliers could be significantly
impaired, which may adversely impact our business, operations and reputation.

In the normal course of our business, we collect, store, and transmit proprietary and confidential
information regarding our brands, customers, employees, suppliers and others. We also engage third
parties that store, process and transmit these types of information, as well as personal information, on
our behalf. An operational failure or breach of security from increasingly sophisticated cyber threats
could lead to loss, misuse or unauthorized disclosure of this information about our employees or
customers, which may result in regulatory or other legal proceedings, and could have a material adverse
effect on our business and reputation. We also may not have the resources or technical sophistication to
anticipate or prevent rapidly evolving types of cyber-attacks. Any such attacks or precautionary
measures taken to prevent anticipated attacks may result in increasing costs, including costs for
additional technologies, training, and third-party consultants. The losses incurred from a breach of data
security and operational failures as well as the precautionary measures required to address this evolving
risk may adversely impact our financial condition, results of operations and cash flows.

We depend on our information systems to process orders, manage inventory and accounts receivable
collections, purchase, sell, and ship products efficiently and on a timely basis, maintain cost-effective
operations, and provide superior service to our customers. If these systems are damaged, infiltrated,
shutdown, or cease to function properly (whether by planned upgrades, force majeure, telecommunica-
tions failures, hardware or software break-ins or viruses, other cyber security incidents, or otherwise),
we may suffer disruption in our ability to manage and operate our business.

There can be no assurance that the precautions which we have taken against certain events that could
disrupt the operations of our IT systems will prevent the occurrence of such a disruption. Any such
disruption could have a material adverse effect on our business and results of operations.

Griffon may be unable to implement its acquisition growth strategy, which may result in added expenses
without a commensurate increase in revenue and income, and divert management’s attention.

Making strategic acquisitions is a part of Griffon’s growth plans. The ability to successfully complete
acquisitions depends on identifying and acquiring, on acceptable terms, companies that either
complement or enhance currently held businesses or expand Griffon into new profitable businesses,
and, for certain acquisitions, obtaining financing on acceptable terms. Additionally, Griffon must
properly integrate acquired businesses in order to maximize profitability. The competition for
acquisition candidates is intense and Griffon cannot assure that it will successfully identify acquisition
candidates and complete acquisitions at reasonable purchase prices, in a timely manner, or at all.
Further, there is a risk that acquisitions will not be properly integrated into Griffon’s existing structure.
In the past, Griffon has consummated a group of acquisitions within a short time period, which could
occur again; the risks relating to integration of an acquisition may be exacerbated when numerous
acquisitions are consummated in a short time period.

In implementing an acquisition growth strategy, the following may be encountered:
e Costs associated with incomplete or poorly implemented acquisitions;

e Expenses, delays and difficulties of integrating acquired companies into Griffon’s existing
organization;

Dilution of the interest of existing stockholders;

e Diversion of management’s attention; or

Difficulty in obtaining financing on acceptable terms, or at all.
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An unsuccessful implementation of Griffon’s acquisition growth strategy, including the failure to
properly integrate acquisitions, could have an adverse impact on Griffon’s results of operations, cash
flows and financial condition. We may also incur debt or assume contingent liabilities in connection
with acquisitions, which could impose restrictions on our business operations and harm our operating
results.

Risks Related to Our Indebtedness

Griffon’s senior notes, which have limited covenants, are not due until 2028; its $800 million Term
Loan B (current balance of $457 million), which also has limited covenants, is not due until 2029; and its
$500 million revolving line of credit, which has greater covenant requirements, does not mature until
2028. However, in the event the 2028 Senior Notes are not repaid, refinanced, or replaced prior to
December 1, 2027, the Revolver will mature on December 1, 2027. There are potential impacts from
Griffon’s use of debt to finance certain of its activities, especially acquisitions and expansions, as set
forth below.

Compliance with restrictions and covenants in Griffon’s debt agreements may limit its ability to take
corporate actions.

The credit agreement entered into by, and, to a lesser extent, the terms of the senior notes issued by,
Griffon each contain covenants that restrict the ability of Griffon and its subsidiaries to, among other
things, incur additional debt, pay dividends, incur liens and make investments, acquisitions, dispositions,
restricted payments and capital expenditures. Under the credit agreement, Griffon is also required to
comply with specific financial ratios and tests. Griffon may not be able to comply in the future with
these covenants or restrictions as a result of events beyond its control, such as prevailing economic,
financial and industry conditions or a change in control of Griffon. If Griffon defaults in maintaining
compliance with the covenants and restrictions in its credit agreement or the senior notes, its lenders
could declare all of the principal and interest amounts outstanding due and payable and, in the case of
the credit agreement, terminate the commitments to extend credit to Griffon in the future. If Griffon or
its subsidiaries are unable to secure credit in the future, its business could be harmed.

Griffon may be unable to raise additional financing if needed.

Griffon may need to raise additional financing in the future in order to implement its business plan,
refinance debt, or acquire new or complimentary businesses or assets. Any required additional financing
may be unavailable, or only available at unfavorable terms, due to uncertainties in the credit markets. If
Griffon raises additional funds by issuing equity securities, current holders of its common stock may
experience significant ownership interest dilution and the holders of the new securities may have rights
senior to the rights associated with current outstanding common stock.

Griffon’s indebtedness and interest expense could limit cash flow and adversely affect operations and
Griffon’s ability to make full payment on outstanding debt.

Griffon’s indebtedness poses potential risks such as:

e A substantial portion of cash flows from operations could be used to pay principal and interest
on debt, thereby reducing the funds available for working capital, capital expenditures,
acquisitions, product development and other general corporate purposes;

e Insufficient cash flows from operations may force Griffon to sell assets, or seek additional capital,
which Griffon may not be able to secure on favorable terms, if at all; and

e Its level of indebtedness may make Griffon more vulnerable to economic or industry downturns.
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Risk Related to Our Common Stock

Griffon has the ability to issue additional equity securities, which would lead to dilution of issued and
outstanding common stock.

The issuance of additional equity securities or securities convertible into equity securities would result
in dilution to existing stockholders’ equity interests. Griffon is authorized to issue, without stockholder
vote or approval, 3,000,000 shares of preferred stock in one or more series, and has the ability to fix the
rights, preferences, privileges and restrictions of any such series. Any such series of preferred stock
could contain dividend rights, conversion rights, voting rights, terms of redemption, redemption prices,
liquidation preferences or other rights superior to the rights of holders of Griffon’s common stock.
While there is no present intention of issuing any such preferred stock, Griffon reserves the right to do
so at any time. In addition, Griffon is authorized to issue, without stockholder approval, up to
85,000,000 shares of common stock, of which 48,303,240 shares, net of treasury shares, were outstanding
as of September 30, 2024. Additionally, Griffon is authorized to issue, without stockholder approval,
securities convertible into either shares of common stock or preferred stock.

General Risk Factors

Each of Griffon’s businesses faces risks related to the disruption of its primary manufacturing facilities.

The manufacturing facilities for each of Griffon’s businesses are concentrated in just a few locations,
and in the case of CPP, include third-party manufacturing facilities, some of which are abroad in low-
cost locations. Any of Griffon’s manufacturing facilities, including those of Griffon’s third-party
suppliers, are subject to disruption for a variety of reasons, such as natural or man-made disasters,
pandemics, terrorist activities, disruptions of information technology resources, and utility interruptions.
Such disruptions may cause delays in shipping products, which could result in the loss of business or
customer trust, adversely affecting Griffon’s businesses and operating results.

Manufacturing capacity constraints or increased manufacturing costs may have a material adverse effect
on Griffon’s business, results of operations, financial condition and cash flows.

Griffon’s current manufacturing resources may be inadequate to meet significantly increased demand
for some of its products. Griffon’s ability to increase its manufacturing capacity depends on many
factors, including the availability of capital, steadily increasing consumer demand, equipment delivery,
construction lead-times, installation, qualification, and permitting and other regulatory requirements.
Increasing capacity through the use of third-party manufacturers may depend on Griffon’s ability to
develop and maintain such relationships and the ability of such third parties to devote additional
capacity to fill its orders.

A lack of sufficient manufacturing capacity to meet demand could cause customer service levels to
decrease, which may negatively affect customer demand for Griffon’s products and customer relations
generally, which in turn could have a material adverse effect on Griffon’s business, results of operations,
financial condition and cash flows. In addition, operating facilities at or near capacity may also increase
production and distribution costs and negatively impact relations with employees or contractors, which
could result in disruptions to operations.

In addition, manufacturing costs may increase significantly and Griffon may not be able to pass along
all or any of such increase to its customers; and when such increases are passed off to customers, there
will be a time lag, which may be significant.

If HBP and CPP do not continue to develop and maintain leading brands or realize the anticipated
benefits of advertising and promotion spend, its operating results may suffer.

The ability of HBP and CPP to compete successfully depends in part on the company’s ability to
develop and maintain leading brands so that retail and other customers will need its products to meet
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consumer demand. Leading brands allow both CPP and HBP to realize economies of scale in its
operations. The development and maintenance of such brands require significant investment in brand-
building and marketing initiatives. While HBP and CPP plan to continue to increase its expenditures for
advertising and promotion and other brand-building and marketing initiatives over the long term, the
initiatives may not deliver the anticipated results and the results of such initiatives may not cover the
costs of the increased investment.

Griffon may be required to record impairment charges for goodwill and indefinite-lived intangible assets.

Griffon is required to assess goodwill and indefinite-lived intangible assets annually for impairment or
on an interim basis if changes in circumstances or the occurrence of events suggest impairment exists. If
impairment testing indicates that the carrying amount of reporting units or indefinite-lived intangible
assets exceeds the respective fair value, an impairment charge would be recognized. If goodwill or
indefinite-lived intangible assets were to become impaired, the results of operations could be materially
and adversely affected.

During the fiscal year ended September 30, 2024, Griffon performed annual impairment testing of its
goodwill and indefinite-lived intangible assets. The assessments did not result in any impairments to
goodwill and indefinite-lived intangible assets. For the fiscal year ended September 30, 2023, we
recorded a non-cash, pre-tax indefinite-lived intangible assets impairment of $109,200, which resulted in
an aggregate decrease of $1.49 in our earnings per share for the year ended September 30, 2023. Should
we have to record any impairment charges in the future, it could have a significant negative impact on
our earnings per share for the year in which any such impairment charge is recorded.

If Griffon’s subcontractors or suppliers fail to perform their obligations, Griffon’s performance and
ability to win future business could be harmed.

Griffon relies on other companies to provide materials, major components and products to fulfill
contractual obligations. Such arrangements may involve subcontracts, teaming arrangements, or supply
agreements with other companies. There is a risk that Griffon may have disputes regarding the quality
and timeliness of work performed. In addition, changes in the economic environment, including
constraints on available financing, may adversely affect the financial stability of Griffon’s supply chain
and their ability to meet their performance requirements or to provide needed supplies on a timely
basis. A disruption or failure of any supplier could have an adverse effect on Griffon’s business
resulting in an impact to profitability, possible termination of a contract, imposition of fines or
penalties, and harm to Griffon’s reputation impacting its ability to secure future business.

Griffon’s companies must continually improve existing products, design and sell new products and invest
in research and development in order to compete effectively.

The markets for Griffon’s products are characterized by rapid technological change, evolving industry
standards and continuous improvements in products. Due to constant changes in Griffon’s markets,
future success depends on Griffon’s ability to develop new technologies, products, processes and
product applications. Griffon’s long-term success in the competitive retail environment and the
industrial and commercial markets depends on its ability to develop and commercialize a continuing
stream of innovative new products that are appealing to ultimate end users and create demand. New
product development and commercialization efforts, including efforts to enter markets or product
categories in which Griffon has limited or no prior experience, have inherent risks. These risks include
the costs involved, such as development and commercialization, product development or launch delays,
and the failure of new products and line extensions to achieve anticipated levels of market acceptance
or growth in sales or operating income.

Griffon also faces the risk that its competitors will introduce innovative new products that compete with
Griffon’s products. In addition, sales generated by new products could cause a decline in sales of
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Griffon’s other existing products. If new product development and commercialization efforts are not
successful, Griffon’s financial results could be adversely affected.

Product and technological developments are accomplished both through internally-funded R&D
projects, as well as through strategic partnerships with customers. Because it is not generally possible to
predict the amount of time required and costs involved in achieving certain R&D objectives, actual
development costs may exceed budgeted amounts and estimated product development schedules may
be extended. Griffon’s financial condition and results of operations may be materially and adversely
affected if:

Product improvements are not completed on a timely basis;

New products are not introduced on a timely basis or do not achieve sufficient market
penetration;

There are budget overruns or delays in R&D efforts; or

New products experience reliability or quality problems, or otherwise do not meet customer
preferences or requirements.

The loss of certain key officers or employees could adversely affect Griffon’s business.

The success of Griffon is materially dependent upon the continued services of certain key officers and
employees. The loss of such key personnel could have a material adverse effect on Griffon’s operating
results or financial condition.

Griffon is exposed to a variety of risks relating to non-U.S. sales and operations, including non-U.S.
economic and political conditions and fluctuations in exchange rates.

Griffon and its companies conduct operations in Canada, Australasia, the U.K., and China, and sell
their products in many countries around the world. Sales of products by non-U.S. subsidiaries accounted
for approximately 16% of consolidated revenue for the year ended September 30, 2024. These sales
could be adversely affected b